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Executive Summary


This report provides an in-depth analysis of Hyatt Hotels Corporation, a leading global hospitality company. The report examines Hyatt’s organisational structure, corporate culture, goals, and recent change initiatives. It further assesses the strategic direction of the company and evaluates the impact of its initiatives on corporate and individual hotel operations. The report is underpinned by relevant management and organisational behaviour theories. Key challenges faced by Hyatt in maintaining its competitive edge are also addressed, along with potential areas for future growth. The analysis is concluded with recommendations for improving Hyatt’s position in the competitive hotel and hospitality industry.
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Hyatt Hotels Corporation is one of the most prominent hospitality companies globally, with a portfolio that includes over 1,100 hotels, resorts, and vacation properties in more than 70 countries (Hyatt, 2022). Since its founding in 1957, Hyatt has grown to become synonymous with luxury, service, and customer satisfaction (Yueh & Richards, 2021). The company operates various brands, including Park Hyatt, Grand Hyatt, Hyatt Regency, targeting different customer segments from high-end luxury to business travellers (O'Neill, 2020).
Hyatt has a significant presence across North America, Europe, Asia-Pacific, the Middle East, Africa, and Latin America. Key locations include major urban centres such as New York, London, Tokyo, and Dubai. The company is expanding in emerging markets like India, Brazil, and South Africa, responding to the growing demand for quality hospitality services. Each brand caters to specific guest needs, with Park Hyatt focusing on luxury, Grand Hyatt on versatile accommodations, Hyatt Regency on business travel, and appealing to younger, design-focused guests.
Hyatt’s ongoing commitment to innovation and sustainability ensures that it adapts to the evolving preferences of global travellers, solidifying its position as a leader in the hospitality industry.
The aim of this report is to assess and critically evaluate the organisational structure, corporate culture, goals, and strategic direction of Hyatt Hotels Corporation. Additionally, the report will analyse recent change initiatives undertaken by the company and their impact on both corporate and individual hotel operations (Sethi, 2022). Theoretical frameworks such as organisational culture theory, change management theory, and strategic management theory will be applied to support the analysis.
This report also aims to provide insights into how Hyatt can sustain its growth and continue enhancing customer satisfaction. It will conclude with recommendations for strengthening Hyatt's competitive advantage in the global hospitality market.

[bookmark: _Toc180054375]2. Organisation Structure, Culture, and Goals
[bookmark: _Toc180054376]2.1 Organisational Structure
Hyatt follows a divisional organisational structure (Jones, 2020). The company is divided into geographic regions and specific brands, with each division functioning autonomously under the broader corporate umbrella (Mintzberg, 1980). This structure allows Hyatt to manage its vast portfolio efficiently while catering to the distinct needs of each region and brand (Robbins & Coulter, 2021). Hyatt’s central corporate office focuses on strategic direction and brand management, while operational responsibilities are delegated to regional managers (Hyatt, 2021).
The divisional structure supports scalability and flexibility, which is essential for a company with such an expansive global footprint (Chandler, 1962). However, this structure may also pose challenges, such as duplication of resources across regions and the risk of inconsistency in customer experiences across different locations (Mintzberg, 1979).
According to Mintzberg's organisational structure theory (Mintzberg, 1979), Hyatt’s divisional structure is effective for managing large, diversified companies. However, it requires strong communication systems to ensure coherence between the different divisions (Jones & George, 2020).
[bookmark: _Toc180054377]2.2 Corporate Culture
Hyatt’s corporate culture is built on a foundation of care, which is reflected in their “We Care for People So They Can Be Their Best” mission (Hyatt, 2021). This ethos permeates all levels of the organisation, from corporate leadership to individual hotels (Jones, 2020). Hyatt prioritises employee well-being, which is evident through initiatives such as Hyatt Thrive, a global platform focused on corporate responsibility and employee engagement (Hyatt, 2019).
Hyatt’s corporate culture also heavily emphasises inclusivity and diversity. The company has established several Employee Resource Groups (ERGs) aimed at creating a supportive network for employees from diverse backgrounds (Schein, 1985). This focus on inclusivity not only strengthens the internal culture but also enhances the guest experience by creating a welcoming environment for guests of all backgrounds (Hyatt, 2021).
Edgar Schein’s organisational culture model (Schein, 1985) can be applied here, with Hyatt’s observable artefacts (guest experience, employee initiatives), espoused values (diversity, inclusivity, care), and underlying assumptions (hospitality as a people-focused business) demonstrating a strong alignment between its mission and daily operations (Robbins & Judge, 2020).
[bookmark: _Toc180054378]2.3 Organisational Goals
Hyatt’s goals at the corporate level focus on global expansion, brand differentiation, and sustainability (Hyatt, 2022). The company aims to continue expanding its portfolio, particularly in high-growth markets such as Asia-Pacific and the Middle East (O'Neill, 2020). At the individual hotel level, goals include providing exceptional guest experiences, maintaining high occupancy rates, and achieving operational efficiency (Jones, 2020).
Corporate-level goals also focus on achieving a balance between shareholder returns and sustainability initiatives (Sethi, 2022). This is reflected in their focus on long-term growth strategies that include both profitability and environmental responsibility (Doherty, 2021).
Furthermore, Hyatt is committed to fostering a diverse and inclusive workplace culture that promotes employee well-being and engagement, recognising that a motivated workforce is vital for delivering outstanding guest service. The company also seeks to leverage technology to enhance operational efficiencies and streamline guest interactions, aligning with its overarching goal of innovation. By continuously refining its operational strategies and aligning them with market demands, Hyatt aims to remain competitive and responsive to evolving consumer preferences in the hospitality industry.
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[bookmark: _Toc180054380]3.1 Digital Transformation and Technological Investments
In recent years, Hyatt has placed a strong emphasis on digital transformation (Sethi, 2022). The company has invested heavily in technology to improve guest experiences, streamline operations, and enhance customer engagement (Buhalis, 2020). For instance, Hyatt’s World of Hyatt app has been continuously improved, offering mobile check-ins, digital key access, and personalised services based on guest preferences (Hyatt, 2021).
The use of artificial intelligence (AI) and data analytics to personalise guest experiences is another significant initiative (Gupta & Shastri, 2020). By leveraging data, Hyatt can offer customised recommendations to guests, further enhancing customer satisfaction and loyalty (Hyatt, 2022).
Kotter’s change management theory (Kotter, 1996) highlights the importance of creating urgency and building a coalition for successful change. Hyatt’s digital transformation efforts illustrate a well-managed change process where the urgency of staying competitive in a tech-driven world was recognised (Buhalis, 2020), and leadership garnered support throughout the organisation (Jones & George, 2020).

[bookmark: _Toc180054381]3.2 COVID-19 Response and Health Safety Initiatives
The COVID-19 pandemic presented unprecedented challenges for the hospitality industry, and Hyatt responded swiftly by implementing enhanced health and safety protocols (Hyatt, 2020). The company launched its “Global Care & Cleanliness Commitment” initiative, which included rigorous cleaning protocols, social distancing measures, and contactless services (O'Neill, 2020). Hyatt also partnered with the Global Biorisk Advisory Council (GBAC) for facility certification to ensure the highest levels of hygiene and safety (Hyatt, 2021).
This initiative helped restore consumer confidence during a time when travel was significantly impacted by the pandemic (Doherty, 2021). Furthermore, Hyatt introduced flexible booking policies and enhanced digital tools to adapt to the changing needs of travellers (Gupta & Shastri, 2020).
Lewin’s Change Management Model (Lewin, 1951) is applicable here. Hyatt ‘unfroze’ by recognising the urgent need for change due to the pandemic, implemented new health protocols (‘Change’), and has now ‘refrozen’ the organisation around these new practices, which may remain part of their operations in a post-pandemic world (Hyatt, 2021).
[bookmark: _Toc180054382]3.3 Sustainability Initiatives
Sustainability is a critical focus area for Hyatt, with the company implementing several initiatives to reduce its environmental footprint (Hyatt, 2020). One of Hyatt’s key sustainability initiatives is the 2020 Environmental Sustainability Vision, which includes ambitious goals related to energy consumption, water conservation, and waste reduction (O'Neill, 2020).
Hyatt’s individual hotels have been encouraged to adopt eco-friendly practices, such as using renewable energy sources and reducing single-use plastics (Hyatt, 2021). At the corporate level, Hyatt has made significant progress in integrating sustainability into its development strategies, with several hotels being LEED-certified (Leadership in Energy and Environmental Design) (Jones, 2020).
Stakeholder theory (Freeman, 1984) supports Hyatt’s focus on sustainability, as it acknowledges the company’s responsibility not just to shareholders but to a broader group of stakeholders, including customers, employees, and the environment (Robbins & Judge, 2020).
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[bookmark: _Toc180054384]4.1 Long-Term Strategic Objectives

Hyatt’s long-term strategic objectives are centred around growth, innovation, and sustainability (Sethi, 2022). The company aims to continue expanding its presence in key international markets while maintaining its brand identity and commitment to guest satisfaction (O'Neill, 2020). Innovation through digital transformation and sustainability will play crucial roles in Hyatt’s long-term strategy (Jones, 2020). 

Additionally, Hyatt is focused on strengthening customer loyalty through enhanced personalised experiences and leveraging its World of Hyatt loyalty program. The company also seeks to deepen partnerships in emerging markets, positioning itself for sustained global growth.

[bookmark: _Toc180054385]4.2 Expansion and Globalisation Strategies
Hyatt has adopted an aggressive global expansion strategy, with a particular focus on emerging markets (Hyatt, 2021). The company has strategically expanded its footprint in Asia-Pacific, the Middle East, and Latin America (Buhalis, 2020). This expansion has been achieved through a combination of direct ownership, franchise agreements, and management contracts (O'Neill, 2020).
In particular, Hyatt has capitalised on high-demand tourism and business travel destinations within these regions, strengthening its presence in key cities. The company has also formed strategic partnerships with local developers to accelerate growth and minimise risks associated with market entry. These efforts have allowed Hyatt to tap into new revenue streams while diversifying its portfolio globally.

[bookmark: _Toc180054386]4.3 Customer-Centric Strategies
Hyatt’s customer-centric approach is a cornerstone of its strategic direction (Hyatt, 2021). The company has invested heavily in personalisation and guest experience, leveraging data and technology to meet the unique needs of its customers (Gupta & Shastri, 2020). This approach has not only enhanced customer loyalty but also positioned Hyatt as a leader in luxury hospitality (Sethi, 2022).
By offering tailored experiences, such as customised room preferences and personalised communication, Hyatt ensures a seamless guest journey. The integration of AI-driven analytics has further refined these efforts, allowing the company to anticipate guest needs and improve service delivery. As a result, Hyatt continues to build stronger relationships with its customers, driving repeat business and positive brand reputation.

[bookmark: _Toc180054387]5. Conclusion
In conclusion, Hyatt Hotels Corporation has established itself as a prominent player in the global hospitality industry through its commitment to customer satisfaction, innovation, and sustainability. The company’s divisional organisational structure supports effective management of its expansive portfolio, while its corporate culture prioritises inclusivity and employee well-being, contributing to high levels of guest satisfaction. By aligning its corporate goals with sustainable practices and technological advancements, Hyatt has successfully navigated recent challenges, including the COVID-19 pandemic, while maintaining a focus on growth in emerging markets. The initiatives undertaken, such as the digital transformation and enhanced health protocols, demonstrate Hyatt's agility and responsiveness to changing market conditions.
Looking ahead, Hyatt's strategic direction will rely on continuing to foster customer loyalty and personalisation, alongside further expansion in high-growth regions. By leveraging its brand portfolio and focusing on sustainability, Hyatt can strengthen its competitive advantage in the hospitality sector. The insights gathered in this report underline the importance of strategic alignment across all organisational levels to ensure long-term success and adaptability in an ever-evolving industry landscape. As Hyatt moves forward, it will be essential to sustain its commitment to innovation and customer-centricity while remaining responsive to emerging trends and challenges in the global market.
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To strengthen its position further, Hyatt should consider the following recommendations:
1. Strengthen Sustainability Efforts
Hyatt should establish more ambitious long-term sustainability goals, such as achieving carbon neutrality by 2035 (Hyatt, 2022). Investing in renewable energy sources and educating guests on sustainability can enhance Hyatt’s brand image as an environmentally responsible company (Doherty, 2021).
2. Invest in Personalisation through AI
Hyatt should continue investing in AI technologies to further personalise guest experiences (Gupta & Shastri, 2020). This can be achieved by enhancing the data analytics capabilities of the World of Hyatt app to offer tailored recommendations to guests (Buhalis, 2020).
3. Expand CSR Initiatives
Hyatt should broaden its corporate social responsibility (CSR) initiatives by partnering with local communities and focusing on social impact projects (Sethi, 2022). Expanding employee well-being programs will also help retain talent and improve overall employee satisfaction (Hyatt, 2021).
4. Enhance Digital Engagement
By developing more immersive digital experiences, such as virtual hotel tours and enhanced mobile engagement, Hyatt can further differentiate itself in a highly competitive market (Buhalis, 2020).
Implementation:
· Who: Corporate leadership, regional managers, and hotel teams
· When: Over the next 2-3 years
· Where: Across Hyatt’s global properties
· Why: To strengthen competitive advantage, enhance guest satisfaction, and promote sustainability
· How: Through increased investment in technology, partnerships, and continuous feedback
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