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Executive Summary 
Hyatt is a family-owned globally renowned chain of Hyatt hotels which also has a significant number of franchises in the United Kingdom. Drawing on material gathered in the context of the Hyatt, this report looks at the organisation, its culture, change over the past few years and its strategic direction to prove the brand’s versatility and competitive advantage within the UK context. The evaluation also shows that Hyatt’s matrix structure and customer-oriented organizational culture improve operational effectiveness and employees’ satisfaction. Digitisation and sustainability programmes along with other change initiatives enhances its closer fit to the current consumer demand in United Kingdom and the regulatory requirements. Such strategies have recommended the widening of local affiliations, the further penetration of existing markets, and the centreing on customer needs on digital fronts to maintain a growth and competitive edge.
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[bookmark: _Toc181884645]Introduction 
Hyatt Hotels Corporation is a well-known international hotel and resorts chain company that four-point presence in worldwide serving different customers and it focuses different types of hotels and Resorts in global like UK. Hyatt as a company experienced a strategic focus on the concepts of luxury and innovation so they foster an organisation structure and culture that aligns with their vision and goals (Junsheng, 2019). This paper provides a critique of the Hyatt’s structural and cultural factors, managerial position, current changes and strategic orientation within the context of the United Kingdom. Analysing the above mentioned aspects with reference to the relevant theories of organisational behaviour this report aims to demonstrate how the practices of Hyatt support its objectives in the competitive environment of the UK hospitality industry.
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Figure 1: Hyatt Hotel Corporations Logo (Junsheng, 2019)

[bookmark: _Toc181884646]Organisation Structure, Culture, and Goals
[bookmark: _Toc181884647]Organisation Structure
Hyatt operates a matrix organisational structure, where corporate functions are centralised, while individual operations at any of the hotels are decentralised, making it possible to provide strategic direction as well as autonomy to every hotel (Aslan, 2021). This structure is also beneficial for the brand because it helps to accommodate top commands from the company’s corporate office but enable local managers to adjust agenda depending on specific markets. The application of this model is highly relevant in the UK because of the great variety of clients and stiff competition in the sphere of hospitality. Because the companies in this structure are in a position to develop and respond quickly to local consumer trends and demands, Hyatt benefits customer satisfaction and operational effectiveness. From a multiple organisational performance point of view, Hyatt’s matrix structure fits into Mintzberg’s theory on organisational structures for continuous performance since he noted that flexibility and clear roles mean sustainable performance (Turi and Sorooshian, 2019). The use of a central command enables Hyatt to avoid decision making profusion, incorporate local information, and offer a uniform client experience. Consequently, the structure enables the Hyatt group to attain a higher operational efficiency, income generation, and customer retention in the competitive UK hospitality business environment as well as enhancing its compliance with corporations that hold the Hyatt brand worldwide (Mullins and Dosser, 2013).
[bookmark: _Toc181884648]Corporate Culture
Hyatt has designed and developed corporate culture based on several values that define its mission, vision, and objectives being specific to the welfare of their employees and the customers as well as provision of a real and best services. The company is committed to the policy of care and respect for its workers, and therefore culture of organisation provides the conditions for the workers to be motivated and engaged with the work of the Hyatt (Mullins, 2019). This culture plays effectively in Hyatt’s operational activities in the UK because; first it elevates theservice delivery quality to customer satisfaction; Secondly, employees were encouraged to be more proactive in their interaction with customers. Owing to the active and continuous involvement of its employees and as a result of an understanding the need to adopt practices favorable to the local consumer, Hyatt is in a vantage position to foster a strong and sufficient link between UK consumers. 
[image: Corporate Culture : Features, Importance and Types - GeeksforGeeks]
Figure 2: Corporate Culture (Aslan, 2021)
Applying Edgar Schein’s Culture Model by analysing artefacts, organisational values and assumptions helps examine Hyatt’s cultural influence (Mullins, 2023). For instance, Hyatt has highly visible commitments to its employees as well as its customers, which are some of the organisation’s cultural artefacts, and the core values, such as inclusiveness and service delivery, shape the manner in which employees and customers behave towards these ends. Thus, with the help of cultivating a positive organisational culture, Hyatt improves organisational performance as workers who are happy will provide better service. On the one hand, the cultural approach enhances Hyatt’s brand image and business functionality in the saturated UK hotel industry; on the other, it supports the brand’s goals and propositions (Boddy, 2017).
[bookmark: _Toc181884649]Organisational Goals
The strategic objectives of Hyatt Hotels Corporation remains to be focused on the concepts of growth, market domination and improvement of brand identity in the global hotel industry. These objectives inform the strategic direction of the company while bearing on its growth and improvement of service delivery (Adair, 2009). At the unit level, the company’s and each Hyatt hotel itself, adjust its objectives to the overall mission and achieve them through offering best guest experiences, implementing a strategy of the partnerships with local communities and stakeholders, and meeting the requirements of the particular markets. In the UK this alignment guarantees that every hotel maintains the quality and the service delivery which equals the reputation of Hyatt. It can be observed that Hyatt has applied the Tenets of Goal Setting Theory where by specific and explicit organisational goals have an impact in helping to boost performance (Armstrong, 2012). Successful implementation of the planned goals at the corporate and local level enables Hyatt to have a consistent quality service, improved customer satisfaction and increased brand loyalty among customers. This ensures that Hyatt will be in a better standing in the competitive UK hospitality industry since there will be corresponding morale and goal achievements which complement corporate objectives with localised targeted solutions in satisfying regional needs (Plekhanov, Franke and Netland, 2022).

[bookmark: _Toc181884650]Recent Change Initiatives
[bookmark: _Toc181884651]Identification of Initiatives
In 2021, Hyatt Hotels Corporation has undertaken and successfully executed several strategic efforts such as, digitalisation, improved sustainability, and extensive post COVID-19 recovery plans.. The digital-transformation-portfolio is aimed at the increased application of IT to enhance the business process and treatment of the consumers, while sustainability-strategy is aimed at the minimisation of the environmental impact of the brand by reducing the consumption of energy and generation of waste (Armstrong, 2021). 
[image: Embracing Digitalization: The Key to Modern Business Success]
Figure 3: Embracing Digitalisation (Turi and Sorooshian, 2019)
The service strategies in the post-COVID world focus on compliance with the sanitary rules and regulation as well as developing the new service delivery systems as guests’ expectations have changed. Both of these initiatives are especially relevant to the UK division of Hyatt, as digital transformation advances and customised environmental responsibility initiatives increase customer acceptance and regulatory support, strengthening Hyatt’s competitive advantage and robustness (Arnold, 2020).
[bookmark: _Toc181884652]Impact of Initiatives
Some of these initiatives have impacted Hyatt’s organisation structure, culture, and day to day operations in the organisation’s facilities in the UK. The digital transformation optimises in operations by adopting best practices and leveraging the availability of information for organisational effectiveness with less business accommodation for a more customer-oriented configuration. Working towards sustainability has instilled environmental responsibility into Hyatt and caused a cognitive alignment of employees and management with green values, which gorge on the increased UK agenda for sustainable business practices (Huczynski and Buchanan, 2019). Also, the post COVID changes impacting normal work include health and safety measures that have been adopted in order to enhance a new culture of safety and believability (Zaoui and Souissi, 2020). 
In respect to that, any changes that take place affect either employees or customers since their experiences are altered (Vial, 2021). They receive better technological tools, well-defined safety measures, wellbeing or professional development, thus have high morale levels through organisational engagement. Customers are beneficiaries as they get to enjoy faster services, energy conservation, and areas of safety demonstrated within facilities to customers hence happier and loyal customers are served (Raziq et al., 2020). If we analyse this approach in regards with the Kotter’s 8-Step Model of change management, Hyatt is good at the implementation of the changes by describing the need for these changes creating a sense of urgency, involving leaders into the process – the formation of a coalition, and maintaining new behaviours across the firm’s UK properties. The strategic implementation of this systematic plan has gone a long way in enhancing the versatility of this organisation as well as enhancing the notion of service delivery; therefore, the competition of Hyatt in the UK hospitality market has been cemented (Funminiyi, 2018).
[bookmark: _Toc181884653]Change Management Evaluation
Due to these reasons, Hyatt successfully navigated its recent projects through a strategic change management lens anchored on leadership, communication and flexibility. It was accomplished in cooperation with the leadership, who actively participated in the implementation of these changes to make staff and management aware of the company’s new goals (Raziq et al., 2020). This focus on open communication helped to foster organisational resiliency because people knew what was happening and were ready for change. 
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Figure 4: Change Management (Funminiyi, 2018)
Hyatt’s application of Lewin’s change model of management can be described as a well-defined manner of first identifying a change and its rationale, second, making change, and third, consolidating the change by freezing the new norm (Mullins, 2019). This model helped Hyatt to reduce resistance, to stand by its staff and also to integrate this new practices into the organisation. Consequently, these initiatives have been successfully implemented in Hyatt’s UK hotels and are examples of the company’s ability to respond to change successfully and sustain a competitive advantage within an industry environment (Hanlon, 2024).

[bookmark: _Toc181884654]Strategic Direction 
Hyatt has five major strategic directions that all are long term and include diversification, sustainability, and digitisation. As the hospitality industry expands, increasing its coverage of strong markets while incorporating the relevant innovations in environmental matters and information technologies remains Hyatt’s objective. On this account, these objectives provide a direct market fit in the UK given that customers appreciate sustainability, as well as technological advances in experience provision (Adair, 2009). Hyatt’s sustainability factor is seen as relevant to the UK regulatory push for environmentally sensitive operations while digital touchpoints address the move towards individualised, tech-driven experiences that have since become expected by many UK travelers.
Towards these objectives, Hyatt has the following strategies; Relationship with technology suppliers, Environmentally sensitive measures, Effective marketing and advertising. That’s why the promotion of eco-friendly policies in UK hotels like waste and energy management makes Hyatt thought to be an organisation that is in harmony with local environmental objectives (Boddy, 2017). More so, the company has adopted technology especially in guest touchpoints, to improve guest engagement and operation excellence and reputation to deliver a digital guest experience that is in tune with the modern guest. Although these strategies have been beneficial to cementing Hyatt’s brand value and customer loyalty, the strategies also present their problems (Majchrzak, Markus and Wareham, 2016). Penalties also depend on the type of business and activity within the UK therefore mean that operating within the country’s regulation has some operational twists that may cause one to change compliance standards (Turi and Sorooshian, 2019). Also, market saturation in the UK hospitality environment pressurises operators to adapt fresh tactics to maintain market share and distinguish themselves from other luxury brands. Hyatt’s approach within the UK market can therefore be analysed using theories on strategic management particularly Porter’s Competitive Strategies (Mullins, 2023). According to Porter, the focus on the industry and cost usher a firm into a strategic position, and based on this, the following ways County shows that Hyatt has already been strategic: Through these approaches, the company enhances its location within the cutthroat UK hospitality market, attracting clients who are ecological and view technology advancements, despite providing excellent services (Schwertner, 2017).
Therefore, organisational structure, organisational culture, past and recent change initiatives, and strategic positioning of Hyatt demonstrates balanced model that improves its management efficiency and competitive posture in the UK (Aslan, 2021). The evaluation emphasises on how Hyatt has demonstrated the ability to adapt especially as it operates in a competitive industry, such this is underpinned by a clear focus of innovation and sustainability. From all these findings, other suggestions will be given to support Hyatt’s strategic directions and its market standing in the UK hospitality industry (Mullins, 2023).

[bookmark: _Toc181884655]Conclusion 
Namely, program factors that allows ranking Hyatt as one of the most effective organised UK company with the creating of expressing strong triumphant culture, successful change management and organisation’s strategic direction. They underpin its competitveness in the marketplace especially in issues to do with sustainability and innovation. Nevertheless, additional suggestions are required to enhance confrontation with the changing UK market needs and legal requirements in Hyatt’s operations.

[bookmark: _Toc181884656]Recommendations 
Hyatt should strengthen its United Kingdom market penetration by improving key local integration and extending environmental sustainability goals to compliance with the requirements. The survey instrument has supported the hypothesis that increasing the level of employee engagement via the delivery of competency-based training will lead to enhancing service quality (Junsheng, 2019). The strategies for the future need to lie in the continuous application of digital innovation that will help to improve customer experience for sustainable growth and maintain a competitive advantage.
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