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Hyatt is a world-class hospitality organisation that is venturing in a diverse number of markets and has over 1,150 all-inclusive resorts, wellness retreats, brands, and hotels in 70 countries (Hyatt, 2023a). Hyatt hotel corporation Was established in 1957, by jay Pritzker It started with just one motel near the Los Angeles International airport before it evolved to an international company focused on designing and providing incomparable guest experiences (Hyatt, 2023b). This report will therefore intend to evaluate, analyse and critically discuss Hyatt Hotels Corporation both at the Corporate and Hotel Level addressing areas of Organisation, Culture, Current Goals & Strategies, Recent Change Processes & Key Strategic Direction.
[bookmark: _Toc181982133]Organizational Structure, Culture, and Goals
Hyatt Company’s organisational structure is somewhat complex and corresponds to its geographical distribution and product offering. The company operates through three reportable segments: These they operate through Owned and Leased Hotels, Americas Management and Franchising, and International Management and Franchising. That structure also gives a company the ability to have an immediate control over its properties and at the same time can engage in the growth via management and franchise operating agreements.
In the middle of its core values is the mission of ‘to care for people, so that people can do their best, for Hyatt (Hyatt, 2023c). This purpose is in line with Hyatt’s organisational culture, namely; Empathy, Creativity, Fun, Humility, Integrity, and Respect, to shape the behaviour and decisions individuals as well as teams within Hyatt (Hyatt, 2023c). Hyatt fully understands and appreciates the humanity of its audience since its brand communication strategy stems from the tagline “a different kind of company with a difference kind of care” (Hyatt, 2023d).
All the organisational goals of Hyatt have been set with reference to its purpose and value system. At corporate level, one of Hyatt’s strategies is to deliver sustainable value to stakeholders by expanding its operational network, building up on its brand range, and developing its human capital and society (Hyatt Hotels Corporation, 2021). On an organisational level, the goals of the company are to provide outstanding services to the customers and create an environment of respect for diversity, while on each separate hotel, the objectives are oriented towards increasing economical efficiency and profitability (Hyatt, 2023e).
Hyatt’s organisational structure, organisational culture and organisational objectives stand as key success factors. Hyatt has succeeded at integrating purpose and values through all the people levels of the organisation and used it to tailor its guests’ experience. Its decentralised system is also good for local operations and adaptability to situations in specific countries but at the same time enable the company that its performance meets international standards and norms.
But, it is not very easy to keep this alignment especially in the organisation that is large and with so many elaborate system as Hyatt. As the company expands, and acquires additional properties and business lines, it will become increasingly important for the corporate culture and its associated values to be communicated and promulgated throughout the various properties and within all lines of business. It may be necessary to have constant investments in the human capital and perhaps constant consultative reviews of organisational objectives and strategies.
[bookmark: _Toc181982134]Recent Change Initiatives
The company has name implemented multiple change projects in the last several years due to the increasing customer demand for new services and the emergence of the coronavirus pandemic. One such significant change is the one made during May 2020 when the company unveiled the Global Care & Cleanliness Commitment, key of which is the improved sanitation of all Hyatt holdings (Hyatt, 2020a). This programme was designed following consultation with medical professionals and other key stakeholders to promote cleanliness and health of guests before they cheque into a facility as well as employees.
The second important change initiative that can be mentioned is the growth of Hyatt’s luxury and lifestyle segment. Hyatt purchased Two Roads Hospitality in 2018 five diverse brands Alila, Destination, Joie de Vivre, Thompson, and tommie (Hyatt, 2018). This acquisition helped Hyatt to have a better status in the luxurious and lifestyle hotel industry and also brought the new opportunities for the expansion of its markets.
Many of these change initiatives have had profound effects on Hyatt. With the onset of the COVID 19 pandemic, Hyatt has benefited from the Global Care & Cleanliness Commitment to rebuild guest confidence and aid business recovery (Hyatt, 2020b). Hyatt has been able to expand the company’s product offering through the growth of a wider brand portfolio that caters for this market thus expanding the revenue base and making the company more attractive to clients across the market segment (Hyatt Hotels Corporation, 2020).
Nevertheless, the implementation of the changes has not came without some hitches. The structures that needed to be put in place for cleaning and safety took time and resources to implement which put pressure to hotel operations at a time that was hard enough (Krishnan et al., 2020). The acquisition of Two Roads Hospitality brands also entailed a strategic approach in order to avoid the disrupting the unity of the merge and the independence of each brand (Hotel Management, 2019).
The effectiveness of these change initiatives shall reduce to the extent to which Hyatt will support and nurture the momentum in the organisation. When it comes to the Global Care & Cleanliness Commitment, however, even such a professional company as Hyatt will need to adjust the rules of the game not only to the  current demand and preferences of consumers and the development of communication technologies but also to unpredictable epidemiological developments. This may imply constant expenditure on IT and human resource, or engaging health and safety specialists for professional services.
Similarly, the growth of Two Roads Hospitality brands will mean a long-term effort to continue to preserve the independency and differentiation of each brand and at same time to use the strength and opportunities of the Hyatt structure. This may include having frequent globally standard creative executions and, at the same time, meeting the local need for unique concepts and messages.
[bookmark: _Toc181982135]Strategic Direction
Hyatt’s strategic management direction is majorly aimed at achieving sustainable growth and enhancing the value delivery to the stakeholders. The company's growth strategy is centered on three key pillars: To achieve these goals, the company routinely strategically grows its footprint in attractive markets, optimises its brand portfolio and invests in the company’s people and the communities where it operates (Hyatt Hotels Corporation, 2021).
With the aims of further penetration into interesting markets, Hyatt has used both internal growth, acquisitions, and joint ventures. Besides the acquisition of Two Roads Hospitality, the Hyatt has also established joint venture with local partners to access new markets through entering into the joint venture with BTG Hotels Group Company to develop Hyatt’s brand hotels in China.
Expanding Hyatt’s brand selection is another key area of development strategy For Hyatt. In the recent years the company has introduced some new brands namely Caption by Hyatt which is a lifestyle brand mainly characteristic for combining the feel of an upper tier full service hotel and select service hotel (Hyatt, 2020c). Hyatt has also focused its attention on the development of its existing brands, including the planned bringing of Andaz into additional gateway cities and resorts (Hyatt, 2023f).
It is one of the key strategies of Hyatt to invest in its people and many communities that they are abreast of. The following are considered as the measures taken by the company to facilitate career development and wellbeing of its employees the RiseHY programme to address the needs of youth homelessness (Hyatt, 2023g). Hyatt has also introduced the Hyatt Care Fund, which is a global programme that gives aid to Hyatt’s employees affected by covid 19 (Hyatt, 2020b).
The efficiency of the strategic setting of Hyatt will be determined by its progress in achieving the vital growth and profit on one hand, carving the care and social mission on the other hand. When the company continues to grow into new markets and segments it will be important that it holds its standards of quality and service to that of Hyatt. This may entail substantive recruiting, training, and compensating personnel; acquiring new technologies; and being prepared to operate under local strengths and weaknesses or consumer tastes.
Moreover, with the help of this strategy, Hyatt will have to preserve focus on the employees’ satisfaction and motivation, as they are the primary value of the company. This may encompass growing other programmes, such as RiseHY and the Hyatt Care Fund, or creating greater working diversity, equity, and variety within the company. By engaging its human capital and the communities, Hyatt is in a position to generate avoid loops of success and development thus fulfilling its constituent’s needs.
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Based on the analysis of Hyatt Hotels Corporation, the following recommendations are proposed to improve the company's standing within the hotel and hospitality industry:
Accelerate the expansion of Hyatt's luxury and lifestyle brand portfolio: As luxury and lifestyle segment has shown good performances and great development prospects, Hyatt must occupy this segment as its main strategic focus for expansion and growth. This could be creating own brands and entering into new markets; taking over existing brands with established clientele; or forming strategic joint ventures with some of the world’s leading luxury and lifestyle hospitality firms.
Invest in digital transformation and personalization: Hyatt must become more digital-savvy to fulfil customers’ new expectations and optimise its functioning. It could involve use of smart technologies like Artificial Intelligence (AI), Machine Learning, Internet of Things to increase guest experiences, operations the delivery of services (Kansakar et al., 2019).
Strengthen Hyatt's commitment to sustainability and social responsibility: Growing awareness on the impact of travel on the environment and society poses as an area Hyatt should increase it efforts in the implementation of sustainable business models. This could entail positing net zero limits to carbon emissions; reduction goals to waste production; and contribution to the sustainability of the local communities; and ensuring that these objectives are well marketed to the guests (Melissen et al., 2016).
Foster a culture of innovation and agility: As mentioned above, Hyatt has to become a learning organisation to sustain its performance and to adapt to the changes in the business environment as fast as possible. It may require the establishment of specific innovation centres, recognising and following the new forms of work organisation, providing bottom-up people engagement, and other activities aiming at enhancing effectiveness and innovation (Akkermans et al., 2019).
The realisation of these recommendations would call for integration at the overall Hyatt international system. It is for these strategies to be driven by the top management team that includes the CEO, CFO and other key officers of key business segments including global operations, brands and human resource departments.
The degree of implementation would differ depending on the specific programmes with the expected timeframe also depending on the scale of each venture. The growth of new formats and segments of luxury and lifestyle brands may be considered in the mid-term perspective for 3-5 years, while digitalization and individualization – in the short-term perspective for 2-3 years with phases of implementation. Focusing on the issue of sustainability and social responsibility of Hyatt, it would be crucial to set longer term goals and objectives with distinct goals mentioned within 5 to 10 years’ horizon. Creating a culture of innovation and agility would be a continuous process and the first real steps toward that would, therefore, take place during the first year and a half.
Implementing of these recommendations could be informed by other leading hospitality companies, benchmarking on their best practises. For instance, Marriott International continues to post higher sales after its acquisition of Starwood Hotels & Resorts successfully provided compelling evidence regarding growth potential in luxury and lifestyle segment (Marriott International, 2016). Hilton’s Connected Room Escalates the reformation plan that outlines how adoption of technology in hotels can transform the business and advance the customer’s experience (Hilton, 2018). Looking at AccorHotels’ sustainability programme, Planet 21, one can see an example of goal-setting large environmental and social ambitions as well as engaging the stakeholders.
[bookmark: _Toc181982137]Conclusion
Therefore, HYA is a leading hospitality company in the global hospitality industry with quality brands, care culture, and efforts to deliver value to all stakeholders. In the most recent change initiatives like the Global Care & Cleanliness Commitment and the diversification of luxury and lifestyle brands, the Hyatt has been able to respond to the demands of users and cope with industry challenges.
To enhance its competitive position and to achieve sustainable growth in the future, Hyatt should aim at the faster development of luxury and lifestyle brands, digitalization and personalization, sustainable and social initiatives, and innovation and flexibility. Trying the above-mentioned recommendations systematically and comprehensively, Hyatt has an opportunity to strengthen its positions on the global market of hospitality and continue to look after people so that they can care for themselves and be the best.
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