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The World’s Largest Hotel Company1

 1Based on number of hotels 

7,030

6,8375,991

7,989

8,937

WH data as of March 31, 2022; competitor data as of December 31, 2021, the most recent date that competitor data was available at time of publishing   



Global Footprint
CANADA

500

UNITED STATES

 6,100

LATIN 
AMERICA

240

EUROPE/
MIDDLE EAST/AFRICA

470
ASIA 

PACIFIC

160

GREATER 
CHINA

1,500

 9,000
COUNTRIES

95
GLOBAL BRANDS

22
HOTELS
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Diverse Brand Portfolio



POWERFUL  SALES & MARKETING

HIGHER  CONTRIBUTION

INCREASED  DISTRIBUTION

Why Scale Matters

STRONGER  LOYALTY

 versus independent or unbranded hotels 
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AWARD WINNING LOYALTY PROGRAM DRIVES GROWTH

92
million+
enrolled members

~6
million

new members
 added in 2021 

of U.S. hotel stays 
from Wyndham 

Rewards Members

50%
Nearly

1On average as of 12/31/2021 

more than
non-members1

~2X

Members stay and spend 
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Available on-site 
pre-opening support 

and training to identify and 
capture local 

and regional demand. Includes 
a 

30, 60 & 90 day sales plan for 
new hotels. 

LOCAL SALES &
MARKETING SUPPORT

GLOBAL 
PARTNERSHIPS

Master service agreements and 
preferred agreements with 

Fortune 500 and other leading 
companies:

Technology

Finance

Energy

Manufacturing

Automotive 

& More

SMALL & MID-SIZE 
BUSINESS REACH

Team of sellers dedicated to 
driving revenue from small to 

mid-size businesses including:

Construction 

Trucking 

Oil, Gas & 

Renewable Energy 

“Payment & Billing” solution 
simplifies travel management – 
providing easier booking, and 

central billing and central payment. 
All designed to drive increased 

direct bookings.

 

WYNDHAM 
DIRECT

Dedicated Global Sales Team Drives Revenue



Brand Marketing & PR 
Drive Awareness and Bookings 
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SOCIAL SOCIAL



9

Targeted Promotions Drive Visits & Stays

 PROMOTIONS DISPLAY META SEARCH



Seamless Access to Over 100 Distribution Channels 
with savings of up to 20% on the most recognizable OTAs
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SIGNATURE 
RESERVATION SERVICES1 

(SRS):  

Reservations booked by the 
call-transfer program at a 
higher ADR1 than property 
direct bookings.. Wyndham 
only charges for calls that 

result in a booking.

1 Based on average 2021 performance of properties on service across all Wyndham and by Wyndham branded hotels 

2 On average vs. hotels not on Revenue Management (includes hotels participating in weekly & bi-weekly paid RM services)

Wyndham can support a hotel’s operations for less than the cost of hiring 
and training full-time staff

REVENUE MANAGEMENT 
SERVICES (RMS):

Hotels on Revenue 
Management achieved a 
2.4% higher occupancy 

index in 2021.2

REMOTE SALES 
SERVICES (RSS):

 
 Proactive direct sales 

support at a fraction of the 
cost of a full-time sales 

director. 

LEVELUP (POWERED BY 
KODDI): 

 
Enables owners to layer 

budget on top of 
Wyndham’s brand funds to 

bolster hotel-level marketing 
managed by a dedicated 
external campaign team.



We are OwnerFirst
We put owners at the center of everything we do. Every decision we make 
has owner profitability in mind.

• When the pandemic first hit, we were the only hotel company to defer 
all fees for three months interest-free

• We now offer all franchisees a personalized consultation with a 
professionally trained Revenue Manager at no cost to help increase 
property performance

• As profit margins are squeezed due to rising labor and day-to-day 
costs, we work with our franchisees to help reduce operational costs, 
including streamlined breakfast

• With disruptions in the supply chain, franchisees count on us to get the 
critical supplies they need at highly-negotiated prices

Streamlined breakfast standards 
for Days Inn, Super8 & Howard 
Johnson designed to reduce 
breakfast costs by ~50% or about 
$1.50 cost per occupied room 
(CPOR)



We surveyed active developers

100+ owners 
(WHR and non-WHR)

Develop and own across all 
segments

Active developers in the past 
three years

Conducted by an
unbiased third party

What’s most 
important to you 
in choosing a 
franchise 
partner?



Return on investment ranked #1 most important

Higher Lower

High 
exit 

valuatio
n / ROI

Marketi
ng 

support

In-room 
technol

ogy

High 
expecte

d ADR

Revenu
e 

manag
ement

Guest 
loyalty 
progra

m

High 
expecte

d 
occupa

ncy

Brand 
consist

ency

Quality 
IT 

system
s

Relatio
nship 

with 
sales 

rep

Brand 
reputati

on

Low 
royaltie

s and 
fees

Transp
arency 
of fees

Financ
e / land 
acquisit

ion

Low 
PIP 

require
ments

Design 
and 

constru
ction

Easy 
applicat

ion 
process

High 
expecte

d 
cashflo

ws

Low 
operati

ng 
expens

es

Dedicat
ed IT 
setup

Corpor
ate / 
local 

sales

Strengt
h of 

corp. 
service

s

Franchi
see 

training

On-pro
perty 

technol
ogy

High 
direct 

channel 
cont.

Dedicat
ed 

operati
ons

Dedicat
ed 

guest 
call 

center

Access 
to corp. 

execs

PMS / 
CRS 

function
ality

Favora
ble deal 
window

s

Low 
distribut

ion / 
procure

ment 
costs

Extremely important Not Very ImportantSomewhat important Not At All ImportantVery Important



High 
exit 

valuatio
n / ROI

Marketi
ng 

support

In-room 
technol

ogy

High 
expecte

d ADR

Revenu
e 

manag
ement

Guest 
loyalty 
progra

m

High 
expecte

d 
occupa

ncy

Brand 
consist

ency

Quality 
IT 

system
s

Relatio
nship 

with 
sales 

rep

Brand 
reputati

on

Low 
royaltie

s and 
fees

Transp
arency 
of fees

Financ
e / land 
acquisit

ion

Low 
PIP 

require
ments

Design 
and 

constru
ction

Easy 
applicat

ion 
process

High 
expecte

d 
cashflo

ws

Low 
operati

ng 
expens

es

Dedicat
ed IT 
setup

Corpor
ate / 
local 

sales

Strengt
h of 

corp. 
service

s

Franchi
see 

training

On-pro
perty 

technol
ogy

High 
direct 

channel 
cont.

Dedicat
ed 

operati
ons

Dedicat
ed 

guest 
call 

center

Access 
to corp. 

execs

PMS / 
CRS 

function
ality

Favora
ble deal 
window

s

Low 
distribut

ion / 
procure

ment 
costs

Extremely important Not Very ImportantSomewhat important Not At All ImportantVery Important

There are pockets of owners who do not think 
the most important (on average) needs are 
important to them.

There are pockets of owners who think the 
least important (on average) needs are 
important to them.

Higher Importance Lower Importance



Primary owner motivations

Return on investment is important to all owners…

…but there are distinct ways owners earn a high 
return…

MINIMIZE COST / 
INVESTMENT

MAXIMIZE 
REVENUE SEEK SUPPORT

1st  AND 2nd GENERATION FAMILIES, SMALLER OWNER GROUPS

REGIONAL DEVELOPERS

NATIONAL INSTITUTIONAL INVESTORS

OWNER TYPE

NEEDS/
MOTIVATIONS/
STRATEGIES



Primary owner motivations

MINIMIZE COST / 
INVESTMENT MAXIMIZE REVENUE SEEK SUPPORT

• Low / flexible PIP requirements • High expected occupancy and 
ADR (RevPAR)

• High expected cash flows

• Strong corporate support and 
services

• High quality IT systems

• Property setup and openings 
support

NEEDS:

Maximize Occupancy with cost-effective bookings

Decrease royalties & operating fees without forgoing value

Trustworthy, reputable brand





Content Examples



Hotel Recovery Playbook (Written Content - Launched June 2020)
•Page views - 36,548
•852 gated form submissions
Be Booked, Not Overlooked (Webinar May 2021)

•Registrants - 296
•Attendees - 108
Today's Profitability Equation (Webinar Sept 2021)

•Registrants - 285
•Attendees - 122
Make Room for Revenue (Webinar October 2021)

•Registrants - 225
•Attendees - 75
Hotel Profitability Equation (Written Content - Launched May 2022)

•Page views - 3,316
•Average time on page 2:52
•458 gated form submissions

Content Stats



THIS IS NOT AN OFFER. FEDERAL AND CERTAIN STATE LAWS REGULATE THE OFFER AND SALE OF FRANCHISES. AN OFFER WILL ONLY BE MADE IN COMPLIANCE WITH THOSE LAWS AND 
REGULATIONS, WHICH MAY REQUIRE WE PROVIDE YOU WITH A FRANCHISE DISCLOSURE DOCUMENT. FOR A COPY OF THE FDD CONTACT US AT 22 SYLVAN WAY, PARSIPPANY, NJ 07054. 
ALL HOTELS ARE INDEPENDENTLY OWNED AND OPERATED WITH THE EXCEPTION OF CERTAIN HOTELS MANAGED OR OWNED BY A SUBSIDIARY OF THE COMPANY. ©2022 WYNDHAM 
HOTELS & RESORTS, INC. ALL RIGHTS RESERVED. 

Get in touch. 
wyndhamdevelopment.com

800-889-9710
development@wyndham.com 


