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Introduction
This audit studies the Hyatt Hotel Group, examining both corporate and individual unit levels. This audit focuses on the organizational structure, the culture, their change initiatives, the strategic direction and the overall business performance. Hyatt Hotel Group is a multinational group that provides a luxurious stay at their hotels along with several business hotels and resorts. Ever since its expansion phase back in 1969, Hyatt has placed a firm foothold in the hospitality industry and has expanded to more than 65 countries across six continents. The hotel group has also tapped into significant other market segments such as resorts and loyalty programs and continues to provide an enriching experience for its guests. Their mission statement ‘Care for people so they be their best’ acts as testament to their unrivalled hospitality services.
[bookmark: _Toc159876058]Organizational Structure in Hyatt
The organizational structure at Hyatt is not only a place where jobs are built but also where careers can be built. In other words, it follows a hybrid structure. Such a structure combines all elements of both functional and divisional structures (Krupskyi et al. 2019). Through this method and by incorporating different structures, Hyatt aims to bring forth the best of both worlds while simultaneously offsetting the shortcomings of the other. 
A functional structure is one where employees are segmented into different departments according to their levels of expertise (Abuga and Deya 2019). In Hyatt, this type of structure is employed at a corporate level such as Finance, Supply Chain and Human Resources. Therefore, through this functional structure, a more centralized approach in sought after. The divisional structure in Hyatt is divided in terms of its brand. Hyatt overlooks over 20 brands that operate under its name and the organizational structure is thus divided under this. Each brand operates under a separate management team which allows them to locally cater for changing consumer trends and adapt quickly to market conditions. 
Employing a diverse structure and incorporating two different practices comes with benefits of its own. For starters, at a macro level, functional departments allow for standardized practices to take place. Such practices allow for performance to be tracked easily and conformity is ensured as well. It’s easier to trace back the steps in case of an error. Moreover, it follows the saying “if it isn’t broken, it doesn’t need to be fixed”. Divisional structure is more adaptable. Since there are a wide number of brands under Hyatt, following a centralized structure with standardization wouldn’t allow for managers to take quick decisions in accordance with the customer trends or the changes in the market. Such decision making fosters responsibility and quick thinking. Combining these two structures allows for collaboration of ideas whilst ensuring conformity in some regions (Zammuto and O'CONNOR,  2018).
[bookmark: _Toc159876059]Organizational Culture
The organizational culture at Hyatt is one that emphasizes care amongst everything. Hyatt cares for its employees and guests and as highlighted above, their slogan: ‘care for people so they can be their best’ further emphasizes this culture within. By integrating this culture within the workplace, Hyatt allows for employees to grow through their employee recognition programs and provides various opportunities for growth (Baradarani and Kilic 2018). It caters to a diverse workforce and focuses on inclusivity for all. Moreover, employees are rewarded and expected to take responsibility and collaborate on various ideas. 
Employing such an inclusive culture comes with its own benefits. For starters, employees are much more engaging within the company and this increases their motivation (Steers and Sánchez‐Runde 2017). Their employee engagement is so exceptional that it exceeds the industry averages. Ultimately, these positive internal characteristics translate to a positive customer experience as well. Hyatt has been prone to constantly receiving positive customer satisfaction reviews and ratings and much of it is due to their culture. 
Such a motivated workforce also attracts potential employees from the outside and creates significant competition (Ali and Anwar 2021). It paints Hyatt as a desirable employer and this competition allows for Hyatt to cherry pick the most curated and driven individuals for their company. 
[bookmark: _Toc159876060]Organizational Goals
Hyatt’s goals are spread far and across. In terms of financial growth, Hyatt aims for sustainable growth in its revenue and net profitability. Through this the hotel group aims to ensure financial health and the ability to re-invest several of its earnings in different initiatives. Their operational goals range from ensuring cost optimization and streamlining different operational processes in order to ensure maximum profitability (Floričić et al. 2020). For guest experiences, Hyatt’s goal is to keep it aligned with the ‘care’ culture it has incorporated within their hotels. They aim to craft memorable experiences for their guests and ultimately broaden their customer loyalty base. Lastly, being in the 21st century, Hyatt places a firm emphasis on the environment. It strives to become a common name and a leader in environmental practices (Jones and Comfort 2019). Some goals undertaken by Hyatt pertaining to the environment include reducing the carbon footprint and seeking more sustainable sources of raw materials. 
[bookmark: _Toc159876061]Change Initiatives
[bookmark: _Toc159876062]Global Expansion
Despite its fame and fortune, Hyatt continuously aims to grow and expand its network. Recently, Hyatt has targeted markets in the Middle East and China in order to further diversify its portfolio. This group of hotels undertakes several strategic decisions in order to best identify which markets to tap into. In order to enter newer markets, local preferences and their culture is studied in order to provide them with an experience that integrates and does not threaten their existing culture. Strategic partnerships are then catered to in order to leverage the knowledge from the local industry and seamlessly navigate through the labyrinth of governmental regulations. These partnerships also help locate the best possible location for the hotel. Ultimately, various brands are then launched in the selected region that caters best to the diverse population (Lee et al. 2017). 
These practices have helped Hyatt to expand its customer base and tap into different consumer segments which the competitors might have not tapped into yet. Furthermore, by diversifying, Hyatt creates a global presence and this attracts a wider range of clients. If a customer had a positive experience at one Hyatt brand, chances are that they would choose to stay with them again. By tapping inti different segments and regions, Hyatt also showcases its ability to cater to a diverse population and provide something for everyone. This too would attract a wide range of guests as they would be assured that Hyatt looks after different sentiments (Pavlova et al. 2020). 
[bookmark: _Toc159876063]Digital Transformation
Since it’s the 21st century, Hyatt has ensured to keep up with the competition and ultimately adapted to the digitalization of different operational components (Alrawadieh et al. 2021). The hotel group has undertaken various initiatives in its digital platforms such as the mobile first approach. This approach enhances the capabilities of the World of Hyatt App and provides several features such as the ability to check-in or check-out using the phone or requesting something from the room service right from the application itself. It has removed the need to dial from a telephone or wait in a queue at the front desk in order to reach your room (Pantyukhina et al. 2017). 
Much like what Facebook does, Hyatt collects guest’s data and tries to leverage it by putting together targeted offers for individuals and personalizing experiences for them (Boerman et al. 2017). Truly every guest is unique and this allows for customers to be seen a someone individualistic in the eyes of the hotel and not as someone in a herd. Through this collection of data, data driven marketing tools are also undertaken in order to optimize room pricing, allocation and overall service within the hotel. This fosters better decision making overall. 
The impact of such services is an overall seamless experience for the guests. The World of Hyatt app allows customers to be in control and is personalized. It keeps up with the industry trend of self-service and cuts down a major chunk of operational costs. The real time data collection allows for targeted decision making and promotional strategies. 
[bookmark: _Toc159876064]Sustainability initiatives
Hyatt has identified the need for more sustainable practices and has undertaken various initiatives in order to minimize its carbon footprint and contribute more towards the environment (Olya et al. 2021). Firstly, it aims to reduce greenhouse gas emissions. They aim to achieve this by employing more renewable sources of energy through their procedures and cutting back on their carbon footprint. They organize various campaigns much like the water awareness campaign that showcases what the group has undertaken in order to cut back and save water. Lastly, they aim to reduce waste production by employing procedures such as total quality management (TQM). Waste reduction is also ensured through circulatory procedures much like compounding food waste, moving away from disposable and single-use plastics and exploring more sustainable sources (Abdou et al. 2020). 
These procedures do come into light of the general public and showcases Hyatt as a hospitality industry that not only cares for its workers and guests but also for the environment around it (Merli et al. 2019). While their brand name may already attract millions of customers worldwide, such practices ensure that environmentally conscious guests are also attracted towards the hotel. Moreover, apart from the guests, these procedures and cutting back on waste can help in cost effectiveness and profitability in the long run. 
[bookmark: _Toc159876065]Strategic Direction
Hyatt’s strategic direction entails two main components: sustainable growth and leading the industry. They aim to achieve this by diversification, digitalization and sustainability
[bookmark: _Toc159876066]Diversification 
Hyatt aims to constantly work on their existing brands whilst focusing on expanding the newer ones. Brands such as Hyatt Regency is one of their fastest growing and performance is usually tracked and data is studied in order to constantly improve their operations. Moreover, Hyatt continues to add onto their existing portfolio to cater to wider segments and continue to ‘diversify’ its existing hotel base (Zheng and 2019). 
[bookmark: _Toc159876067]Digitalization
As discussed before, Hyatt has invested a lot into its World of Hyatt application and aims to capitalize more on this. The company has been exploring artificial intelligence and how it could be leveraged to provide a seamless experience to their guests (Lukanova and Ilieva 2019). Data Analytics tools are also worked upon in order to single out anomalies and provide the most reliable data so that marketing strategies are more personified (De Pelsmacker et al. 2018). These upgrades and adjustments adds to the customer experience as it would reduce the hassle and offer a more seamless experience to the guests staying. 
[bookmark: _Toc159876068]Sustainability
Sustainability in Hyatt focuses upon meeting their ambitious environmental goals which include reducing greenhouse emissions, conserving the flow of water, reducing waste, and transforming the use of single-use plastics. These sustainability practices also help support local tourism and together fosters awareness from the locals, tourists and the hotel themselves.  
These three features align perfectly with the changes in consumer demand and spending habits. Firstly, customers more catered experiences and want to avoid the hassle. Hyatt’s brands offer different experiences and their digitalization has cut back on the need for guests to wait in queues or spend time alternating between booking their preferred rooms. All of this can now be done from the application itself. Moreover, in the 21st century many individuals seek companies that focus more on sustainability. Thus, Hyatt has also emphasized its role and how it caters to the environment in order to attract newer customers. 
[bookmark: _Toc159876069]Business Performance
Hyatt’s business performance is well above satisfactory. Their strategic decisions have been paying off and this can clearly be seen in their financial statements. In 2023 itself, Hyatt managed to record a $220 million net income with a 5.9% increase in net room growth. These figures are enough to show hoe various strategies that Hyatt has implemented has paid off significantly well. 
[bookmark: _Toc159876070]Evaluation
One of the major strengths for Hyatt is the way they have incorporated their organizational structure. Such a structure allows for adaptability and the ability to respond well to market changes. Their care culture also cultivates loyalty, both from the employees as well as the guests. If there was one threat that Hyatt faces, it’s their rapid expansion and the possibility of developing tunnel vision. They need to be careful of the diverse population and the different sentiments of the customers. Moreover, catering to such different cultures also requires stringent training of employees. However, it’s clear through their ongoing and previous expansion that the hotel group is well accustomed to catering to the diverse population and can effectively implement its strategic decisions. 
[bookmark: _Toc159876071]Recommendations
A recommendation to Hyatt could be to invest in culturally sensitive training programs. Moreover, other training programs could also be looked into in order to familiarize the workforce with the existing technology. Lastly, Hyatt can leverage collaborating with different competitors within the industry in order to achieve their sustainability goals. 
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