
Wyndham Hotel & Resorts-Report 
Student name: Ana-Maria Moise
Student number: 2233131
Module name: Management and Organizational Behaviour
Module code: BMIH5004
Lecturer: Daniel Payne















AI Acknowledgement

Every assessment specification identifies the allowable use of AI in that assessment. You should be able to see a version of the following table:

	RESEARCH
	For this assessment, you can use Generative AI to support you in research, including searching for bibliography, using tools to summarise, compare and
interrogate materials.
	Yes ☐
No ☐

	STRUCTURE
	For this assessment, you can use Generative AI to support you in structuring your submission, including creating a draft argument structure, identifying parts
and headings, etc.
	Yes ☐
No ☐

	PROOFREADING
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your
own work within specific standards.
	Yes ☐
No ☐

	WRITING
	For this assessment, you can use Generative AI to create text for submission.
	Yes ☐
No ☐

	CREATIVE
	For this assessment, you can use Generative AI to create creative materials, such as images.
	Yes ☐
No ☐

	PROGRAMMING
	For this assessment, you can use Generative AI to create and check code.
	Yes ☐
No ☐

	NONE
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading
support and creative support.
	Yes ☐
No ☐



Basic Acknowledgement format of AI tool use
I acknowledge the use of Grammarly (https://www.grammarly.com/) on 01-11-2024 to correct any grammatical mistake in my writing, I used the prompt(s).
Please check the following text for readability, grammar and syntax.
I confirm that I have not presented any AI-generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.

Executive Summary
The purpose of this report is to discuss the organizational structure, culture, change management and strategic plan of Wyndham Hotels & Resorts. Wyndham works in a decentralised yet highly coordinated manner, which means that the operations of the individual hotels are quite autonomous but are still in line with the company’s policies. The company’s values include customer service, environmental stewardship, and operational effectiveness, which lead to high employee engagement and guest satisfaction. New trends like the diversification of brands, corporate social responsibility, and improvement in technology have aided Wyndham in enhancing its competitiveness and increasing its presence in the international market.
The other area that the report explores is the strategic direction of Wyndham, which is the global expansion strategy, brand portfolio, and the use of technology. SWOT analysis presented opportunities in the form of the company’s brand awareness and customer loyalty program but identified threats in the form of a limited presence in the luxury segment and a high degree of franchising.
In order to build on its leadership in the highly competitive hospitality industry, the report suggests that Wyndham should increase the number of luxury brands in its arsenal, focus on digital innovation, and embrace sustainability. These strategies which are focused on market share and operational effectiveness should be deployed in the next few years and with clear accountability to the various leadership teams within the company.
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[bookmark: _Toc181916090]Introduction
Wyndham Hotels & Resorts is one of the biggest and famous hotel companies that operates more than 9,000 hotels in over 90 countries. The company offers hotels in different categories to meet the needs of any customer, from the budget to the upper segment. Some of the brands that fall under Wyndham’s umbrella are Super 8, Days Inn, Ramada, and Wyndham Grand and this makes it easy for the company to capture a wide market and grow its market internationally. According to its vision and mission, Wyndham is committed to operational efficiency, guest satisfaction, and corporate responsibility so as to sustain its position in the global hotel industry.
The objective of this report is to critically evaluate and discuss Wyndham Hotels & Resorts at both the corporate and hotel units. The following areas will be discussed in this report: organisation structure and culture, vision and mission of Wyndham. Furthermore, it will discuss recent change management processes, assess the effects of the change, and analyse the strategy of the company. Last of all, the report will give recommendations on the ways that Wyndham can improve its status in the hospitality industry further.


[bookmark: _Toc181916091]Organisation Structure, Culture, and Goals
[bookmark: _Toc181916092]Organisation Structure
Wyndham Hotels & Resorts holds a decentralized organisational structure in which individual hotels and regional managers have substantial decision-making power yet remain consistent with the general strategic direction of the company (Arnold, 2020). This structure helps Wyndham to be agile in response to customer needs and demands as well as preferences in different regions and manage flexibility in the various brands they offer. Some of the company’s brands include mid to high-end brands and this makes the company have varied operations at the unit level.
Wyndham’s organisational structure is a functional structure where there is a clear distinction between organisational structure and positions within the company (Boddy, 2017). The most senior team of the organisation such as the Chief Executive Officer and other executive management define the overall mission, strategies and tactics and provide overall direction for the organisation. The management structure of this organisation is divided into two levels, the first level consists of the executive team and the second level is the department heads that manage the marketing, finance, and operations departments (Cornell, 2022). This hierarchical structure enables effective coordination and control of the entire Wyndham network, at the same time enabling the local hotels to adopt certain operational tactics that may be relevant to their particular market.
[bookmark: _Toc181916093]Corporate Culture
The main values of the company are hospitality, customer service, and teamwork. Analysing Schein’s Organizational Culture Model, it is possible to state that Wyndham has an innovative and customer-oriented culture based on the decorators of beliefs and practices which aim at providing high levels of service and exceptional guest experience. The core values of the company are supported by training programmes, employee communication, and staff development and appreciation.
Schein’s model suggests that culture is built upon three levels: artefacts, stated values, and assumed values respectively (Mullins, 2019). For Wyndham, it is the tangible components including customer relations, branding and the appearance of the hotels. Organisational values stress service delivery, and this is in line with Wyndham’s mission of offering quality but cheap accommodation to the public. The organisational assumptions of the company entail the promotion of an enjoyable environment for the guests and workers, resulting in improved worker morale and staff loyalty.
Employee behaviour and operational practices are influenced by the culture of Wyndham in the provision of its services (Mullins, 2023). It is expected of the employees to exceed the basic service standards in order to provide the guests with the best service. This focus on customer service together with the decentralized organizational structure allows the employees working at a particular hotel to make decisions that may benefit the guest satisfaction but within the guidelines of the corporate culture.
[bookmark: _Toc181916094]Goals at Corporate and Unit Levels
The corporate strategic objectives of Wyndham are growth, market penetration, and market development objectives (Mullins and Dosser, 2013). The company is more focused on increasing its presence in the international market, especially in Asia and Latin American regions. These corporate goals are achieved through a combination of acquisition, strategic alliances and organic growth. For instance, Wyndham’s corporate social responsibility and sustainability strategies have led to such projects as environmental-friendly hotel structures and tourism that benefit the local communities.
Moving to the individual hotel level, the goals become customer satisfaction and operational efficiency goals (AWS, 2022). These goals are usually defined using the S.M.A.R.T acronym, which stands for Specific, Measurable, Achievable, Relevant, and Time-bound. For example, a goal at the unit level could be to raise the customers’ satisfaction index by 10% for the next year through enhancing service delivery or acquiring better properties (Adair, 2009). Strategic goals are related to effectiveness, for example, minimizing energy use or increasing the average time of guests’ check-in. 
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Wyndham Hotels & Resorts has undertaken several strategic initiatives to enhance its market position and operational efficiency:
	Brand Expansion
	In September 2022, Wyndham announced the groundbreaking of its new extended-stay brand, operating under the working title "Project ECHO," in Plano, Texas. This initiative reflects Wyndham's commitment to diversifying its portfolio and catering to evolving traveller needs. 

	Sustainability Commitments
	The company has reinforced its dedication to environmental responsibility by implementing the Wyndham Green Program and the Green Toolbox environmental management system (Armstrong, 2012). These initiatives aim to reduce energy consumption and emissions across its properties. 

	Organizational Restructuring
	In the first quarter of 2023, Wyndham restructured its reportable segments to better align with its strategic objectives and market dynamics (Infor, 2024). This restructuring reflects the company's adaptability and focus on operational efficiency.


[bookmark: _Toc181916097]Impact of Changes
	Performance Enhancement
	The brand expansion has contributed to a record growth in system-wide rooms, with a 3.5% year-over-year increase, marking a record high. The company opened a record 66,000 organic rooms, representing a year-over-year increase of 3%. 

	Cultural Influence
	The sustainability initiatives have fostered a culture of environmental responsibility within the organization (Armstrong, 2021). By engaging franchisees and hotel owners in these programs, Wyndham has cultivated a shared commitment to reducing environmental impact. 

	Market Positioning
	The organisational restructuring has enabled Wyndham to better respond to market demands and operational challenges, thereby strengthening its competitive position in the global hospitality industry.
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Wyndham's approach to change management aligns with established models:
Lewin's Change Management Model: Wyndham has effectively implemented Lewin's three-step model—unfreezing, changing, and refreezing—in its initiatives (Arnold, 2020). The company has prepared its organization for change (unfreezing), executed the changes (changing), and reinforced new practices to ensure sustainability (refreezing).
Kotter’s 8-Step Change Model: Wyndham has demonstrated several steps of Kotter's model:
	Kotter’s 8-Step Change Model

	Creating Urgency
	The company recognised the need for expansion and sustainability to remain competitive.

	Forming a Powerful Coalition
	Leadership has been actively involved in driving change initiatives.

	Creating a Vision for Change
	Clear objectives for brand expansion and sustainability have been established.

	Communicating the Vision
	Wyndham has communicated its goals through press releases and internal communications (Bloisi, Cook, and Hunsaker, 2007).

	Removing Obstacles
	The restructuring of reportable segments indicates a proactive approach to overcoming challenges.

	Creating Short-Term Wins
	The opening of new hotels and implementation of sustainability programs serve as early successes.

	Building on the Change
	The company continues to expand its brand portfolio and sustainability efforts.

	Anchoring the Changes in Corporate Culture
	Wyndham has integrated sustainability into its core values, promoting long-term commitment.
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As the world’s leading hotel company, Wyndham Hotels & Resorts aims to provide guests with the extraordinary, enhance the value for its owners, and promote an environment of inclusion and environmental responsibility (Bloisi, Cook, and Hunsaker, 2007). The key strategic goals of the company are to increase the company’s presence in the worldwide market, strengthen brand awareness, and attain sustainable growth via the continuous improvement of innovation and operations.
[bookmark: _Toc181916101]Strategies to Achieve Objectives
To realise its vision and objectives, Wyndham employs several strategic initiatives:
Wyndham remains a dominant player in expanding its territories in the growth regions of Asia and Latin America to find newer customers and additional streams of income (Jackson, 2018). This growth has come through both organic means and through strategic alliances.
It has also created a number of brand names that can be classified under different industries for the market with different income levels from the economy to luxury. Wyndham is able to capture a large market and respond to the dynamic market environment through this strategy.
Some of the ways through which Wyndham takes environmental responsibility include the Wyndham Green Program and the Green Toolbox environmental management system (Buchanan and Huczynski, 2007). These measures are to cut down on energy use and emissions across its properties in line with the global trends towards sustainability.
These strategies include the provision of technology to improve the guests’ experience as well as to make work easier (PWC, 2023). This includes implementing such measures as the use of digital check-in systems, mobile applications for guests’ services, and statistical analysis of data to tailor services to the guests.
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	SWOT Analysis

	Strengths 
	Wyndham's diverse range of brands enables it to cater to various customer preferences and market segments.
The company's operations in over 95 countries provide a broad market reach and brand recognition (Huczynski and Buchanan, 2019).
Wyndham Rewards enhances customer retention and drives repeat business.

	Weaknesses
	A significant portion of Wyndham's properties are franchised, which may lead to inconsistencies in service quality and brand standards.
While Wyndham offers luxury brands, its presence in this segment is less pronounced compared to competitors, potentially limiting market share in high-end markets (Siegal + Gale, 2023).

	Opportunities
	Expanding into rapidly growing economies in Asia and Latin America presents opportunities for increased market share and revenue growth.
Growing consumer preference for eco-friendly accommodations provides an opportunity for Wyndham to enhance its sustainability initiatives and attract environmentally conscious travellers (Robbins and Judge, 2017).
Investing in technology can improve operational efficiency and enhance guest experiences, providing a competitive edge.

	Threats
	The hospitality industry is highly competitive, with numerous global and local players vying for market share.
Economic challenges can lead to reduced travel and lower occupancy rates, impacting revenue.
Changes in regulations, such as stricter environmental laws or labour regulations, can affect operations and profitability.
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In this report, Wyndham Hotels & Resorts has been discussed in detail, focusing on the company’s structure, culture, changes it has undergone in the last few years, and strategy. Wyndham has adopted a decentralised and centric structure whereby the overall management is distributed across various units but with central control. Some of the strategic moves that have been made by Wyndham in the recent past such as brand extension, sustainability measures, and technological incorporation have prepared the company for growth and enhanced its market standing. In addition, the strategic decision-making of the company is centred on the expansion of its operations worldwide, brand development and innovation, and improving customer relations through the use of technology. 
[bookmark: _Toc181916104]Recommendations
To further strengthen its position in the hospitality industry, Wyndham Hotels & Resorts should consider the following recommendations:
Expand Luxury Brand Portfolio: Wyndham should increase its focus on expanding its presence in the luxury and boutique hotel segments. This could involve acquiring or developing higher-end brands or enhancing the offerings within its existing luxury properties. 
Responsible: Senior leadership team, specifically the brand development department. When: Over the next 2-3 years. Where: Target emerging markets with growing demand for luxury, such as Asia and Europe. How: Research and acquire or partner with luxury hotel chains, leveraging its global presence and franchise model.
Enhance Digital Transformation: Wyndham should continue to invest in innovative technologies, such as AI-powered customer service tools and mobile apps. It can streamline guest interactions and personalize experiences. 
Responsible: Chief Information Officer (CIO) and IT department. When: Ongoing. Where: Implement across global properties (Rollinson, Broadfield, and Edwards, 2008). How: Develop a roadmap for technology adoption, pilot new technologies in select markets, and scale based on feedback and performance.
Strengthen Sustainability Initiatives: Wyndham can further differentiate itself by committing to more ambitious sustainability goals. Such as achieving carbon neutrality and reducing waste across its global properties. 
Responsible: Chief Sustainability Officer (CSO) and operational teams. When: Immediate to 5 years. Where: Implement in key markets, with a focus on high-impact locations. How: Collaborate with environmental experts, adopt green technologies, and incorporate sustainability into the brand’s value proposition, much like Marriott’s sustainability approach.
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