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Executive Summary
This study assesses Hyatt Hotels Corporation in terms of the organisation structure and culture as well as its strategic plan, particularly the divisional structure and emphasis on diversity and service delivery. It was established in the year 1957 and currently it has locations in 60 countries of the world; its customers are served by different brands. According to Nadler’s theory, it has a structural format that allows flexibility of regional operations coupled with consistent brand image. Cautory programs such as “World of Hyatt” Guest Loyalty Program and Hyatt’s sustainability initiative helps to increase customer and organisational commitment and to establish the Hyatt as a more responsible hospitality enterprise. These programs indicate changes that reflect the growing customer preferences for green and individualistic solutions drawn from Kotter’s change model. The further books the strategic focus on Digitalisation, which again enhances efficiency and individualisation. As for the competitive advantage, more advanced analytics and digital check-in could be used in Hyatt, as examples of the leaders in the field, such as Marriott, do. Such steps would assist Hyatt in maintaining a high level of the offered services with reference to customers as well as in enhancing its positions in the global competitive environment of the hospitality industry.
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Introduction
The Hyatt group was started in 1957 and is a manager and franchisor of hotels, upscale and luxury in the present world. Hyatt corporation operates a total of 63 Hyatt hotels, that are extended across about 60 countries and is divided into various brands such as Park Hyatt, Hyatt Regency, Hyatt Place and many more targeting different customers. This report analyses Hyatt’s organisation structure, culture, recent changes, and strategic map at both corporate and hotel levels. Key observations from the literature on management theories and organisational design will be used to evaluate the extent to which Hyatt has been strategic in the accomplishment of its goals.














Main Body
Organisation Structure, Culture, and Goals
Organisation Structure
Hyatt, located in the United States, has a divisional structure of organisational structure based on brand and geographical location to provide overall control while still affording the individual areas a good measure of autonomy. The Hyatt corporation applies brand differentiation to split its business according to the customers’ requirements, upholstering several brands such as Hyatt Regency as well as Park Hyatt Established the geographic division that helps the company to adapt to the necessities of the market in the Americas, EMEA, and APAC (Mullins and Dosser, 2013). This structure applies Nadler’s organisational theory that show divisional models are relevant should any given company manage different markets because it offers both centralized control and local decentralisation. Hyatt’s model provides a better functionality, a clear brand image, and future compliance with customers’ anticipations in the challenging and competitive world (Rollinson, Broadfield and Edwards, 2008).
In this structure, corporate hierarchy is there for main leadership at executive, board level that makes strategies in accordance with new emerging markets (Schein, 2010). Corporate headquarters have centralised activities like legal and financial, which have similarities globally so have local subsidiaries as to encourage innovation at the regional level the functional structure of each region is independent. Such a structure of communication provides for a clear and ordered top-down flow of decisions, which allows for international cooperation and at the same time localisation of work. This model helps Hyatt to adapt to changes in one or another region faster and thus improve the company’s position on the market (Robbins and Judge, 2017).
Corporate Culture
Hyatt’s organisational culture relies on diversity, inclusion, and delivering the best services which are core to the company’s business. This culture improves employees’ morale, working together as a team and customer satisfaction. Implementing respect for diversity at the workplace encourages a socially satisfying environment which conforms with Mullins’ theory on organisational design that argued value for the employee and diversity as key to motivator satisfaction (Huczynski and Buchanan, 2019). From the organisation’s structure to its guests, a sense of accessibility has been considered with attention given to difficulty levels across all of the companies’ Hyatt brands to meet the needs of the multiple customer types.
HYATT shows concern in diversity within the company recruitment, training and development, and leadership meaning that everyone in the company is respected. Finally, the Return on commitment to the Brand focuses on encouraging employees’ contribution in problem solving as well as collaboration in decision making, thereby improving commitment to Hyatt Brand (Buchanan and Huczynski, 2007). That is why ongoing training and development support this initiative, allowing the staff to provide the customers with identical positive experiences. These cultural fundamentals of service excellence advance guest loyalty and brand image and make a clear distinction of Hyatt in a competitive world. Hyatt’s cultural authenticity is not only about values, but it is also a tool, a business advantage, for changing people’s behaviours, for driving employee and customer loyalty, for improving operations, and for sustainable growth in a diverse international environment (Bloisi, Cook and Hunsaker, 2007).
Goals of the Organisation
The corporate objectives of Hyatt entail market development, sustainability and enhancement of guests’ satisfaction. In order to realize the above mentioned objectives, Hyatt uses the growth strategies which include acquisitions, partnerships as well as franchise agreements. For example, the purchase of the Two Roads Hospitality has brought an upswing of stress within the luxury lifestyle segment that was well compatible with the model of Hyatt’s diversified growth. Sustainability is a core value in Hyatt and the company has made strides in the efforts to save energy, minimize waste and adopt sustainable sourcing (Boddy, 2017). They show that Hyatt Corporation embraces corporate responsibility by greening’ it up so as to appeal to that sector of the market that is sensitive to the environment, thus improving its image.
At the individual hotel level, goals can include the need to achieve the highest levels of customer satisfaction, enhance profitability and ensure that service quality is maintained. All the objectives at each of the hotels is done in a way that synchronizes with the corporate objectives and objectives of Hyatt through creating customer satisfaction and optimising the operations most importantly supporting Hyatt’s brand which is the provision of exceptional services (Zhang and Zhao, 2022). Hotels establish performance standards like the rate of customer satisfaction index that provides the overall organisational outcome (Fischer and Boer, 2020). As postulated by Drucker in his work on the significance of correct professional organisation and its influence on effective company development, such an alignment of numerous corporate objectives with specific individual hotel objectives emitted a concept of a unified central view that can in turn secure profitable, sustainable development. This coherent and integrated approach allows Hyatt to sustain competitiveness, respond to present and future challenges in the global chain industry (Harrison and Stokes, 2021).
Recent Change Initiatives

Recent Change Initiatives
Hyatt’s current strategic activities include; World of Hyatt which is a loyalty program together with sustainability in its current hotels for instance, carbon emission reduction and energy conservation (Kirkman and Rosen, 2016). Some of the following are Company goals of the loyalty program: Increase customer interaction and loyalty by offering customers timely incentives in a bid to promote brand loyalty. Sustainability is pursued to further the company’s environmentally friendly regulation concerning areas such as eliminating the use of single-use plastics and managing energy efficiency. Altogether, these changes focus on two main objectives, customer retention, and operational integrity, to fit the shifts in guest preferences with sustainability concerns by creating innovation across Hyatt’s operations. Hyatt organisation World of Hyatt has improved customer loyalty by enhancing the tailored offering to the guests, thereby enabling the organisation to capture more guests than in the past. Regarding sustainability, the main issue of cutting down carbon emissions and the complete ban of single-use plastics correspond to the goals of environmentally conscious travellers, thus building up on a favourable sustainability image.
Impact of Initiatives
This area of customer engagement has greatly enhanced the loyalty of the guests’ base and has increased their willingness to come back to book with Hyatt. On the other hand, the sustainability policies have enhanced operations productivity and placed Hyatt as a company with serious consideration for the society’s environmental scenario (Cameron and Quinn, 2011). According to Kotter and Cohen’s change model, these active initiatives are the examples of achieving ‘win-win’ results as concerns of Hyatt’s brand reputation grows among guests in addition to stakeholders’ concern with corporate responsibility. Both of these programs provide guests with value, and bolster Hyatt’s long-term corporate development plan through sustainability measures that create value for the business while appealing to today’s socially conscious guests (Meyer and Allen, 2020). They explained that these changes have been effective in improve employee morale since they see that Hyatt really cares about sustainability and inclusion of everybody. This practice has enhanced guest loyalty as well as total spending per guest hence improving customers’ contentment. The reduction of waste has further positive fuelled the image of a sustainable brand in a market filled with conscious travellers hence improving on Hyatt’s competitive advantage.
Management of Changes
These changes are best addressed in Hyatt through Kotter’s eight changed model of change which focuses on communication, empowering change, and establishing initial, minor wins. This has made employees to embrace change and give support to such programs because the benefits of the companies and the goals they seek to achieve in such endeavours have been well explained to them (Hrmguide.co.uk, 2023). The second step towards employee engagement is that Hyatt ensures that its employees take an active role in every initiative. Based on a rigorous management of the short term tasks as creating the specific milestones relevant to the loyalty membership, accomplishing the above mentioned targets, and undergoing the constant alterations, the organisation gains the required momentum and creates the strength to withstand the constant changes (Bized.co.uk, 2023). It is therefore this pro-active, involving approach to change management that sustains Hyatt while maintaining its flexibility that allows it to continue fulfilling the needs of guests while simultaneously achieving efficiency.
Strategic Direction
The strategic direction for Hyatt is aimed at moving up deep into digitalisation that is currently a major shift in delivering guests’ services relying on technological solutions that are more personalised and prevalent within the hospitality industry (TTG Asia, 2022). Thus, this approach is to present Hyatt as a provider of the client-oriented digital solutions that adapt convenience, personalised approaches, and integrated services (Kotter, 2012). At the same time, establishing its market presence in such regions, Hyatt may use its well-developed brand image and attractive bonus programs to target new customers around the world.
Strategies for Long-Term Objectives
In order to facilitate its long-term goals, Hyatt has entered partnerships with technology firms, which will help to achieve such goals as the development of customized guest experiences and improved organisational efficiency. Not only customers achieve satisfaction, but organisational processes become digitalised, minimise cost, and improve service delivery. Hyatt has also been able to diversify its portfolio through the addition of luxury segments mainly in its response to increasing market trends of luxury travel (O'Reilly, and Tushman, 2013). This line of expansion into Asia and other emerging market is also in line with Hyatt’s growth strategy aims of leveraging on its acknowledged areas of capabilities while targeting fast growth areas. According to the theorists such as Nadler and Mullins having an organisational structure that is strategic directs helps Hyatt in sustaining growth and profitability due to strategic focus (Hyatt Hotels Corporation, 2024).
Digital Transformation: For better customer relations, Hyatt would adopt AI-powered agents including Zendesk AI, in order to respond to different customer needs and concerns at any time. Furthermore, with help of the data analytics tools such as Adobe Analytics, Hyatt can give extremely relevant marketing and offers for the customers depending on the data collected. This would enhance the experiences of the guests and make them loyal to a given brand by using strategies that would make target interactions relevant to guests(O'Reilly, and Tushman, 2013).
Sustainability Initiatives: This Hyatt could improve its sustainability activity by source with Green NGO such as Clean the World which recycles hotel amenities and prevents the deterioration of the environment. Moreover, Hyatt can use green energy at its strategic locations, for instance, it can add the installation of the solar system. Such actions would fit the trends existing internationally for sustainability and might also attract the value-conscious travellers, thus improving the image of the company globally.

Conclusion
This study focuses on Hyatt’s strong organisational culture, structure, and strategy to steer its business success in delivering better customer experience, positive employee attitude, and incremental market opportunities. This indeed shapes Hyatt as a competitive player within this competitive hospitality industry well through change initiatives and digital transformation. In addition to establishing a strategic fit with company objectives to back up the implementation of strategic directions, the match between company and individual hotel goals extends to favouring Hyatt.


Recommendations
Over the next 1-2 years, Hyatt's senior management and department heads should focus on the following strategic directions to improve customer satisfaction and organisational performance:
Adopt AI-powered Data Analytics: With respect to AI, Hyatt needs to follow Marriott’s strategy in terms of data analytics that provides the opportunity to manage personalised services in real time. They could also include suggestion of the services to offer, the room to assign a guest, or even the anticipations of a guests needs thus would improve guest satisfaction and repeated visits.
Leverage Mobile and Digital Solutions: Mobile check-in and convenience of using own pocket, digital room keys should be introduced, just like Hilton did it. These technologies make operations faster, convenient and satisfactory to the guests who are used to technology enhanced services. This way, Hyatt would actually at least make two services available across all properties thus simplifying operations and more importantly providing a well-coordinated service delivery.
Focus on Service Personalisation: Hyatt should introduce programs targeted at explaining to the employees that customers are different, and thus should be offered personalised attention. This is in harmony with the company’s stated goal of enhancing the organisational culture that puts emphasis on the customer in order to provide a competitive edge over other organisations.
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This study assesses Hyatt Hotels Corporation in terms of the organisation structure and culture as well as its strategic plan, particularly the divisional structure and emphasis on diversity and service delivery. It was established in the year 1957 and currently it has locations in 60 countries of the world; its customers are served by different brands. According to Nadler’s theory, it has a structural format that allows flexibility of regional operations coupled with consistent brand image. Cautory programs such as “World of Hyatt” Guest Loyalty Program and Hyatt’s sustainability initiative helps to increase customer and organisational commitment and to establish the Hyatt as a more responsible hospitality enterprise. These programs indicate changes that reflect the growing customer preferences for green and individualistic solutions drawn from Kotter’s change model. The further books the strategic focus on Digitalisation, which again enhances efficiency and individualisation. As for the competitive advantage, more advanced analytics and digital check-in could be used in Hyatt, as examples of the leaders in the field, such as Marriott, do. Such steps would assist Hyatt in maintaining a high level of the offered services with reference to customers as well as in enhancing its positions in the global competitive environment of the hospitality industry.
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The Hyatt group was started in 1957 and is a manager and franchisor of hotels, upscale and luxury in the present world. Hyatt corporation operates a total of 63 Hyatt hotels, that are extended across about 60 countries and is divided into various brands such as Park Hyatt, Hyatt Regency, Hyatt Place and many more targeting different customers. This report analyses Hyatt’s organisation structure, culture, recent changes, and strategic map at both corporate and hotel levels. Key observations from the literature on management theories and organisational design will be used to evaluate the extent to which Hyatt has been strategic in the accomplishment of its goals.
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Organisation Structure
Hyatt, located in the United States, has a divisional structure of organisational structure based on brand and geographical location to provide overall control while still affording the individual areas a good measure of autonomy. The Hyatt corporation applies brand differentiation to split its business according to the customers’ requirements, upholstering several brands such as Hyatt Regency as well as Park Hyatt Established the geographic division that helps the company to adapt to the necessities of the market in the Americas, EMEA, and APAC (Mullins and Dosser, 2013). This structure applies Nadler’s organisational theory that show divisional models are relevant should any given company manage different markets because it offers both centralized control and local decentralisation. Hyatt’s model provides a better functionality, a clear brand image, and future compliance with customers’ anticipations in the challenging and competitive world (Rollinson, Broadfield and Edwards, 2008).
In this structure, corporate hierarchy is there for main leadership at executive, board level that makes strategies in accordance with new emerging markets (Schein, 2010). Corporate headquarters have centralised activities like legal and financial, which have similarities globally so have local subsidiaries as to encourage innovation at the regional level the functional structure of each region is independent. Such a structure of communication provides for a clear and ordered top-down flow of decisions, which allows for international cooperation and at the same time localisation of work. This model helps Hyatt to adapt to changes in one or another region faster and thus improve the company’s position on the market (Robbins and Judge, 2017).
Corporate Culture
Hyatt’s organisational culture relies on diversity, inclusion, and delivering the best services which are core to the company’s business. This culture improves employees’ morale, working together as a team and customer satisfaction. Implementing respect for diversity at the workplace encourages a socially satisfying environment which conforms with Mullins’ theory on organisational design that argued value for the employee and diversity as key to motivator satisfaction (Huczynski and Buchanan, 2019). From the organisation’s structure to its guests, a sense of accessibility has been considered with attention given to difficulty levels across all of the companies’ Hyatt brands to meet the needs of the multiple customer types.
HYATT shows concern in diversity within the company recruitment, training and development, and leadership meaning that everyone in the company is respected. Finally, the Return on commitment to the Brand focuses on encouraging employees’ contribution in problem solving as well as collaboration in decision making, thereby improving commitment to Hyatt Brand (Buchanan and Huczynski, 2007). That is why ongoing training and development support this initiative, allowing the staff to provide the customers with identical positive experiences. These cultural fundamentals of service excellence advance guest loyalty and brand image and make a clear distinction of Hyatt in a competitive world. Hyatt’s cultural authenticity is not only about values, but it is also a tool, a business advantage, for changing people’s behaviours, for driving employee and customer loyalty, for improving operations, and for sustainable growth in a diverse international environment (Bloisi, Cook and Hunsaker, 2007).
Goals of the Organisation
The corporate objectives of Hyatt entail market development, sustainability and enhancement of guests’ satisfaction. In order to realize the above mentioned objectives, Hyatt uses the growth strategies which include acquisitions, partnerships as well as franchise agreements. For example, the purchase of the Two Roads Hospitality has brought an upswing of stress within the luxury lifestyle segment that was well compatible with the model of Hyatt’s diversified growth. Sustainability is a core value in Hyatt and the company has made strides in the efforts to save energy, minimize waste and adopt sustainable sourcing (Boddy, 2017). They show that Hyatt Corporation embraces corporate responsibility by greening’ it up so as to appeal to that sector of the market that is sensitive to the environment, thus improving its image.
At the individual hotel level, goals can include the need to achieve the highest levels of customer satisfaction, enhance profitability and ensure that service quality is maintained. All the objectives at each of the hotels is done in a way that synchronizes with the corporate objectives and objectives of Hyatt through creating customer satisfaction and optimising the operations most importantly supporting Hyatt’s brand which is the provision of exceptional services (Zhang and Zhao, 2022). Hotels establish performance standards like the rate of customer satisfaction index that provides the overall organisational outcome (Fischer and Boer, 2020). As postulated by Drucker in his work on the significance of correct professional organisation and its influence on effective company development, such an alignment of numerous corporate objectives with specific individual hotel objectives emitted a concept of a unified central view that can in turn secure profitable, sustainable development. This coherent and integrated approach allows Hyatt to sustain competitiveness, respond to present and future challenges in the global chain industry (Harrison and Stokes, 2021).
[bookmark: _Toc181298862]Recent Change Initiatives

Recent Change Initiatives
Hyatt’s current strategic activities include; World of Hyatt which is a loyalty program together with sustainability in its current hotels for instance, carbon emission reduction and energy conservation (Kirkman and Rosen, 2016). Some of the following are Company goals of the loyalty program: Increase customer interaction and loyalty by offering customers timely incentives in a bid to promote brand loyalty. Sustainability is pursued to further the company’s environmentally friendly regulation concerning areas such as eliminating the use of single-use plastics and managing energy efficiency. Altogether, these changes focus on two main objectives, customer retention, and operational integrity, to fit the shifts in guest preferences with sustainability concerns by creating innovation across Hyatt’s operations. Hyatt organisation World of Hyatt has improved customer loyalty by enhancing the tailored offering to the guests, thereby enabling the organisation to capture more guests than in the past. Regarding sustainability, the main issue of cutting down carbon emissions and the complete ban of single-use plastics correspond to the goals of environmentally conscious travellers, thus building up on a favourable sustainability image.
Impact of Initiatives
This area of customer engagement has greatly enhanced the loyalty of the guests’ base and has increased their willingness to come back to book with Hyatt. On the other hand, the sustainability policies have enhanced operations productivity and placed Hyatt as a company with serious consideration for the society’s environmental scenario (Cameron and Quinn, 2011). According to Kotter and Cohen’s change model, these active initiatives are the examples of achieving ‘win-win’ results as concerns of Hyatt’s brand reputation grows among guests in addition to stakeholders’ concern with corporate responsibility. Both of these programs provide guests with value, and bolster Hyatt’s long-term corporate development plan through sustainability measures that create value for the business while appealing to today’s socially conscious guests (Meyer and Allen, 2020). They explained that these changes have been effective in improve employee morale since they see that Hyatt really cares about sustainability and inclusion of everybody. This practice has enhanced guest loyalty as well as total spending per guest hence improving customers’ contentment. The reduction of waste has further positive fuelled the image of a sustainable brand in a market filled with conscious travellers hence improving on Hyatt’s competitive advantage.
Management of Changes
These changes are best addressed in Hyatt through Kotter’s eight changed model of change which focuses on communication, empowering change, and establishing initial, minor wins. This has made employees to embrace change and give support to such programs because the benefits of the companies and the goals they seek to achieve in such endeavours have been well explained to them (Hrmguide.co.uk, 2023). The second step towards employee engagement is that Hyatt ensures that its employees take an active role in every initiative. Based on a rigorous management of the short term tasks as creating the specific milestones relevant to the loyalty membership, accomplishing the above mentioned targets, and undergoing the constant alterations, the organisation gains the required momentum and creates the strength to withstand the constant changes (Bized.co.uk, 2023). It is therefore this pro-active, involving approach to change management that sustains Hyatt while maintaining its flexibility that allows it to continue fulfilling the needs of guests while simultaneously achieving efficiency.
[bookmark: _Toc181298863]Strategic Direction
The strategic direction for Hyatt is aimed at moving up deep into digitalisation that is currently a major shift in delivering guests’ services relying on technological solutions that are more personalised and prevalent within the hospitality industry (TTG Asia, 2022). Thus, this approach is to present Hyatt as a provider of the client-oriented digital solutions that adapt convenience, personalised approaches, and integrated services (Kotter, 2012). At the same time, establishing its market presence in such regions, Hyatt may use its well-developed brand image and attractive bonus programs to target new customers around the world.
Strategies for Long-Term Objectives
In order to facilitate its long-term goals, Hyatt has entered partnerships with technology firms, which will help to achieve such goals as the development of customized guest experiences and improved organisational efficiency. Not only customers achieve satisfaction, but organisational processes become digitalised, minimise cost, and improve service delivery. Hyatt has also been able to diversify its portfolio through the addition of luxury segments mainly in its response to increasing market trends of luxury travel (O'Reilly, and Tushman, 2013). This line of expansion into Asia and other emerging market is also in line with Hyatt’s growth strategy aims of leveraging on its acknowledged areas of capabilities while targeting fast growth areas. According to the theorists such as Nadler and Mullins having an organisational structure that is strategic directs helps Hyatt in sustaining growth and profitability due to strategic focus (Hyatt Hotels Corporation, 2024).
Digital Transformation: For better customer relations, Hyatt would adopt AI-powered agents including Zendesk AI, in order to respond to different customer needs and concerns at any time. Furthermore, with help of the data analytics tools such as Adobe Analytics, Hyatt can give extremely relevant marketing and offers for the customers depending on the data collected. This would enhance the experiences of the guests and make them loyal to a given brand by using strategies that would make target interactions relevant to guests(O'Reilly, and Tushman, 2013).
Sustainability Initiatives: This Hyatt could improve its sustainability activity by source with Green NGO such as Clean the World which recycles hotel amenities and prevents the deterioration of the environment. Moreover, Hyatt can use green energy at its strategic locations, for instance, it can add the installation of the solar system. Such actions would fit the trends existing internationally for sustainability and might also attract the value-conscious travellers, thus improving the image of the company globally.
[bookmark: _Toc181298864]
Conclusion
This study focuses on Hyatt’s strong organisational culture, structure, and strategy to steer its business success in delivering better customer experience, positive employee attitude, and incremental market opportunities. This indeed shapes Hyatt as a competitive player within this competitive hospitality industry well through change initiatives and digital transformation. In addition to establishing a strategic fit with company objectives to back up the implementation of strategic directions, the match between company and individual hotel goals extends to favouring Hyatt.


[bookmark: _Toc181298865]Recommendations
Over the next 1-2 years, Hyatt's senior management and department heads should focus on the following strategic directions to improve customer satisfaction and organisational performance:
Adopt AI-powered Data Analytics: With respect to AI, Hyatt needs to follow Marriott’s strategy in terms of data analytics that provides the opportunity to manage personalised services in real time. They could also include suggestion of the services to offer, the room to assign a guest, or even the anticipations of a guests needs thus would improve guest satisfaction and repeated visits.
Leverage Mobile and Digital Solutions: Mobile check-in and convenience of using own pocket, digital room keys should be introduced, just like Hilton did it. These technologies make operations faster, convenient and satisfactory to the guests who are used to technology enhanced services. This way, Hyatt would actually at least make two services available across all properties thus simplifying operations and more importantly providing a well-coordinated service delivery.
Focus on Service Personalisation: Hyatt should introduce programs targeted at explaining to the employees that customers are different, and thus should be offered personalised attention. This is in harmony with the company’s stated goal of enhancing the organisational culture that puts emphasis on the customer in order to provide a competitive edge over other organisations.
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