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Executive Summary
In this report, Hyatt Hotels Corporation is presented and analysed based on the organisational chart, corporate culture, strategic vision and mission, recent organisational changes, and long-term business plans. Hyatt is present in different parts of the world and manages a vast number of differently branded luxury and lifestyle properties, customer-oriented and efficiency-based. As a result of the expansion process in recent years, such as the acquisition of Apple Leisure Group and the improvement of the World of Hyatt reward program, its market positions have been more secure. These are company visions that focus on expanding the company’s business in growth markets, increasing sustainability integration and enhancing the digital guest journey. Future steps that may be implemented are boosting environmental protection and increasing individualisation of several services offered, as well as developing cooperation with loyalty programs, which will let Hyatt remain a successful hotel company in the competitive sphere.
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[bookmark: _Toc181982167]Overview of Hyatt Hotels Corporation
Hyatt Hotels Corporation is the world's leading hospitality company with a focus on building luxury and upscale hotel brands, and the organisational purpose of the slogan is "Taking care of people so they can be at their best." It was established in 1957, and currently, it has properties in six continents and more than 70+ countries. Operating brands are Park Hyatt, Grand Hyatt, Andaz, Hyatt Regency and so on (Hyatt, 2024). Since its selection reaches across the luxury, lifestyle, and leisure segments, Hyatt has never stopped the effort to challenge the company’s vision as a growth-oriented hotel chain in the market (Candia, 2024). Hence, the company's strategies of customer satisfaction, extending the company's brand and ensuring sustainability have made the company very relevant in a challenging and dynamic market.
The aim of the report and the key topics that will be covered
This report aims to evaluate Hyatt Hotels Corporation at the corporate and individual hotel levels, focusing on the organisation's structure, culture, objectives, and strategy. This report will examine how the external organisational environment affects Hyatt and analyse internal factors which affect the company's structure and operations, including the corporate culture of Hyatt. After this, the report will identify change initiatives that exist in the organisation, analyse the strategic direction of the organisation and the direction that guides the long-term objectives of the firm. The report will also include a critical analysis of Hyatt's management practices based on the theories and models to be discussed under organisational behaviour and management. Finally, the study will end with a new set of recommendations that would further strengthen Hyatt’s market standing and operational efficiency.
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[bookmark: _Toc181982170]Organisation Structure
Hyatt operates under a hierarchical structure, which allows for most decision-making authority to be settled at the corporate level, but numerous decision-making powers are delegated to numerous hotel units. Its organisation is valued by geographic area, market segment, and brand group, making it easier to target and organise for different markets as needed (TMI, 2024). This centralisation of strategic decision-making accompanied by decentralisation at the level of individual objects provides a perfect synergy that lets Hyatt correlate such corporate goals as cost savings and risk management with the accurate management of multiple and versatile brands ranging from luxury to lifestyle that operate all around the world (Breznik et al., 2021). As with all these structural features, Hyatt is also well-positioned to be very nimble in responding to customers, as well as providing for specific preferences and regional peculiarities.
[bookmark: _Toc181982171]Corporate Culture and Impacts on Operation
Currently, Hyatt has its main business value-hygiene, which aims at enhancing the quality of service by caring for the customers and employees. Maintaining this kind of culture is very effective as it makes every employee to be more engaged and the guests will also be engaged. Also, the socially caring brand of Hyatt can be observed in the organisation's efforts in the global spaces, including the sustainability, diversity, equity, and inclusion (DEI) policies that impact internal and external business processes (Dimitriou, 2022). They are expected to 'take their best selves to work' which can be translated as a positive attitude to work and genuine service to guests. Hyatt offers this culture to be a sought-after employer to work at because it improves operational excellence when the employees are more motivated and dedicated.
[bookmark: _Toc181982172]Specific Organisational Goals at Corporate and Individual Unit Levels
On a corporate level, the operational objectives of Hyatt consist of increasing its presence, increasing brand awareness, and improving operations. The objectives are achieved through the acquisitions and brands along with the environmental consciousness of the company. Furthermore, Hyatt believes in the balanced growth of the company and its shareholders through the development of owned or leased properties, and the management of franchised properties (BEKELE, 2020). At the operational level, goals centre on providing quality service, maximising guest benefits/satisfaction, and attaining local optimal performance at the individual units, being the hotels in this context. Every hotel unit owns the process of maintaining Hyatt quality while having the freedom to adjust to market conditions – it is possible to provide guests with a homogeneous and unique experience simultaneously, regardless of the location and the brand of the hotel.
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[bookmark: _Toc181982174]Undertaken of the initiatives 
A major recent strategy that Hyatt has employed is the buying of luxury and lifestyle assets, anchored most notably on its $2.7 billion purchase of Apple Leisure Group in 2021 (Kelleher, 2021). This acquisition was beneficial to Hyatt because it diversified its portfolio in the luxury all-inclusive market segment and exposure to other resorts and leisure locations. The other significant effort has been around the digital agenda, with Hyatt steadily upgrading its technology enablers to advance guest satisfaction and operational efficiency (Lutskyi and Chepurda, 2023). Hyatt has also established measures that it has designed towards sustainability, like the "World of Care", whereby Hyatt has an objective of decreasing prejudice in its operations around the organisation and across its global locations.
[bookmark: _Toc181982175]Impact of These Initiatives
Some of these change initiatives have been beneficial to Hyatt's brand and market positioning. Hyatt's acquisition of Apple Leisure Group has helped to fill this gap in Hyatt's product offering by providing the companies with an entry into the all-inclusive luxury segment while boosting its distribution in the Americas and Europe (The Economic Times, 2024). Through the adoption of the digital transformation strategy, there has been a positive impact on guest experience by providing better customer care service, hence influencing their loyalty and satisfaction levels. Further, the "World of Care" program has served as a valuable method for Hyatt in creating a better brand image as a company with more socially responsible and environmentally friendly qualities, which are important for contemporary conscience travellers (Hyatt, 2022).
[bookmark: _Toc181982176]Supporting Evidence
To support Hyatt's strategic success in its focus on growth through acquisitions and improvements in its loyalty program, numerous academic articles and industry publications have shown. Statista shared that Hyatt had revenue growth in 2022, in line with its luxury segment with Apple Leisure Group. A study conducted by Deloitte reveals that customers, especially the luxury ones, are gradually shifting their attention towards the brands that nominate sustainability and corporate responsibility as their values, which positively influences Hyatt's "World of Care" (Deloitte, 2024). In addition, the JD Power's Hotel Loyalty Program Satisfaction Report guests received makes World of Hyatt stand out, an indication of the loyalty program's effectiveness in attracting guests (Hospitality Net, 2024). All these data support the fact that Hyatt’s decision on responsible growth, accretion strategy, and implementing digital tools and technologies as a functional model appropriate to the competitive structures in the hospitality industry.
[bookmark: _Toc181982177]Theoretical Framework: Resource-Based View (RBV)
Analysing Hyatt's competitive advantage, it is possible to use the theory called Resource-Based View (RBV), which Jay Barney created. RBV suggests that the concept of competitive advantage is discernible by investigating a firm's resources and capabilities that are valuable, rare, costly to imitate, and difficult to substitute (VRIO). Based on RBV criteria, Hyatt claims to have a strong brand, a broad base of loyal clients and a commitment to delivering high-quality services (Ofori and Appiah-Nimo, 2022). What may be considered assets are luxury properties, loyalty partners, and the emphasis that is placed on the employees, which a competitor may not be able to fully emulate. Using these competitive securities, Hyatt sustains a competitive edge that places the company in the right strategic place to achieve its strategic directions, particularly in the luxury and lifestyle branding of its hotels.
[bookmark: _Toc181982178]Assessment of change management
Hyatt has a good approach towards managing most of those changes. The acquisition of Apple Leisure Group was done precisely and shows that it has direction under Hyatt to focus more on the luxury and leisure segments. Hyatt has benefited from its integration strategy of the new properties making it easier to incorporate them into the company. The digital transformation initiatives have been implemented over time with the least disruptions to enable staff to undergo necessary changes (Sakovska et al., 2021). These “World of Care” programs, thus backed by clarity in communication, have found approval of employees as well as the general populace. However, as with any large-scale initiatives, there must be continuous measurement to ensure that such efforts provide sustainable value and are properly implemented in Hyatt operations worldwide.
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[bookmark: _Toc181982180]Examination of the Strategic Direction
Hyatt's strategic emphasis on growth aims to increase hotels in luxury and lifestyle categories, strengthen the focus on growth in high-potential markets, and improve the quality and sustainability of guests' experiences while incorporating Hyatt's values for corporate responsibility. Hyatt's strategic intent is to be viewed as a brand that cares is authentic, and is selectively growing. To underpin this vision, Hyatt continues to seek growth in key worldwide locations, particularly Asia and the Americas, where luxury/recreational travel is expected to gain traction. Also, the company focuses on growth in its World of Hyatt rewards program because reward-based and direct customer relations form the basis of the company’s strategic sustainability.
The “World of Care” Hyatt reminds the company’s global strategy aimed at achieving sustainable growth, focused on the three priorities of environmental impact, social, and human capital. This focus corresponds with the global trend in consumer choices where tourists are concerned with brands that have social corporate responsibility (Banyeva et al., 2023). Hyatt also remains committed to utilising technological solutions to enhance business processes and austerity as well as enhance guest experiences. These directions support Hyatt’s desire to be a contemporary hospitality company focused on the guests’ needs and quick to adapt to changing realities.
[bookmark: _Toc181982181]Ways of Attaining Long-Term Goals
One key move has been to diversify formation by acquisition and partnerships, the largest of which was Apple Leisure Group, which brought over 100 resorts into the Hyatt brand in key leisure destinations (Apple Leisure Group, 2023). It has given Hyatt greater control of the well-appealing luxury primary segment of all-inclusive hotel accommodation and has helped it diversify its customers.
The second method is the modernisation of the World of Hyatt membership program, which is aimed at making the customer experience more engaging and better. Hyatt has also sought to strengthen its loyalty relations with some luxury brands, SLMH & Associates' Small Luxury Hotels of the World and American Airlines, Co (Jones, 2024). The above approach has proved to boost direct booking, and customer loyalty and making Hyatt a hotel of first choice for customers.
Lastly, about Hyatt's strategic initiatives, the company has stated that it will place a great emphasis on the concept of digitalisation in the future. The company has continued to expand mobile and online channels for booking and check-in and leveraging big data to read and meet the guests' behaviour. Hyatt application now contains basic features like mobile check-in/check-out, room key, voice and text messages and limited offers which have a positive impact on the guests.
[bookmark: _Toc181982182]Recommendations
· Enhanced Sustainability Initiatives: To do so, the current commitment of the company could be developed by committing to net zero carbon emissions by 2030. This could be done at all the properties, and the corporate sustainability team, the main driving force for the implementation and compliance to the process. They would include the steps of putting in place efficient technologies, adopting renewable energy and conserving. 
· Increased Digital Personalization: The current infrastructure can be extended to focus on even more personalised, highly effective data analyses that bring greater benefit to Hyatt and its guests. With AI-assisted guest profiles, the IT as well as the guest relations related to guest profiling, enables personalisation (Banyeva et al., 2023). This should begin in high-volume outlets that offer the highest possible benefits from digital personalisation, at worst, having company-wide coverage within two years.
· Expanding Loyalty Program Partnerships: Following the next level of cooperation with Small Luxury Hotels of the World and American Airlines, the opportunities are to develop new strategic partnerships with the major luxury travel specialists and lifestyle companies to offer the exclusivity of the VIP experiences for members. By the 2025 financial year, there could be affiliations established with either high-end retailers or well-being providers, increasing tangible benefits to loyal guests and serving as a point of differentiation for Hyatt.
[bookmark: _Toc181982183]Conclusion
This is to conclude that it can be stated that all the objectives set up in relation to the Hyatt Hotels Corporation have been achieved, namely in the spheres of the company's successful acquisitions, the primary focus on client needs, as well as environmental responsibility. The company has been organised, has the right culture and has set goals that allowed it to accommodate certain market changes yet remain committed to luxurious and excellent services. Hyatt has, for example, recently embarked on the Apple Leisure Group acquisition and improving the World of Hyatt loyalty experiences, which are shown to capture the new market. 
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