

Executive Summary
This executive report synthesizes the findings from an extensive audit of the Hyatt Hotel Group. The evaluation reveals that Hyatt's organizational structure is adeptly designed to support its expansive portfolio, with a hybrid model that encourages both centralized guidance and brand autonomy. The company's corporate culture, championed by the "World of Care" initiative, underscores its commitment to diversity, equity, inclusion, and sustainability, which is intricately woven into its operational and strategic goals. Hyatt's strategic direction is characterized by a resilient growth trajectory, with significant investments in expansion and sustainability in response to global economic and market trends. Financially, Hyatt is on a positive path, with projected increases in revenue and net income, despite broader economic uncertainties. The audit concludes that Hyatt's robust culture and agile strategy poise it for continued success in the hospitality industry.
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[bookmark: _Toc159880674]Introduction
In the highly competitive world of global hospitality, it is essential to have a full understanding of an organization's infrastructure in order to maintain success and growth. This report carefully examines Hyatt Hotel Group, a business known for its wide range of services and creative ways of giving guests a great time. As a leader in the hospitality industry, Hyatt's ability to stick to its founding principles and be flexible with its strategy is key to navigating the constantly changing market (Hyatt Marketing Strategy & Marketing Mix (4PS) 2023).
With its long history and dedication to providing excellent customer service, the Hyatt Hotel Group is a great example of how a company's history can work well with its current business needs. This report covers all the different parts of Hyatt's business, from its foundations to how its brand and market presence have grown over time. We look at recent projects and the operational and financial metrics that came out of them. This helps us put Hyatt in the context of its peers and the industry as a whole.
By putting together, a lot of different kinds of data, the report tries to give a clear picture of where Hyatt is now and show how the company might go from here. This article's insights come from a large collection of data, such as financial records, market analyses, and internal documents. They give a complete picture of the Hyatt Hotel Group's present and future situations.

[bookmark: _Toc159880675]Hyatt’s Organizational Structure
Hyatt Hotel Group's organisational structure is designed to support its large-scale global operations, which include a wide range of hotels and services. The structure is a mix of functional and divisional parts that make management easy and make it clear who is responsible for what.
The corporate level is the most important part of this structure. This is where functions like operations, marketing, finance, and human resources are organised into departments. Each department is responsible for certain tasks and areas of expertise, which are what the company's strategic and operational plans are built on. This functional organisation is very important for keeping Hyatt's global operations consistent and centralised (Hotel Brands: A guide to top hotel chains and groups worldwide in 2024 2024).
Also, Hyatt's hotels and resorts are often organised by brand or geographic region, which shows that the company is structured in a divisional way. This gives each brand, like Alila, Grand Hyatt, and Hyatt Regency, some freedom to work on its own, which makes management of each brand's operations more flexible and responsive. The company can meet the specific needs of customers and markets in the Americas, Asia Pacific, and Europe, the Middle East, and Africa (EMEA) by dividing itself into these regions.
The President and CEO lead Hyatt's management team. Other C-level executives oversee these functional areas and make sure that day-to-day operations are in line with the company's strategic direction (Bloomenthal, 2023). This group is also led by a Board of Directors, which is responsible for corporate governance and making sure the company follows all laws and rules, as well as ethical standards and best practises. The goal of the board's oversight is to increase the long-term value for all of Hyatt's stakeholders, such as its stockholders, employees, guests, property owners, suppliers, and the communities where it does business (Bloomenthal, 2023).
Hyatt's strategic goals are supported by this hybrid structure, which lets the company grow, change with the times, and adapt to new market conditions while keeping a strong core of centralised policies and procedures (Wong, 2023). Focusing on sustainability and ethical business practises is possible, as shown by the 2020 Global Care & Cleanliness Commitment. It also helps the company care for people so they can be their best, which is in line with Hyatt's purpose-driven approach to hospitality (Collins & Harris, 2020).
Hyatt can manage a huge portfolio of more than 1,350 hotels in 69 countries and employ over 189,000 people while still committing to growth, sustainability, and ethical practises. This shows how well the structure works.

[bookmark: _Toc159880676]Recent Change Initiatives
As a key part of its recent change efforts, Hyatt has taken a strategic approach to Environmental, Social, and Governance (ESG) projects. The company is deeply committed to sustainability, diversity, equity, and inclusion (DE&I), and these changes show that. It is part of the way it does business and its brand (Hyatt shares environmental and Social Impact Reporting, eclipses critical DE&I goals and sustains momentum with key 2023 initiatives 2023).
Hyatt has set a science-based goal to cut greenhouse gas emissions by 2030 as part of its environmental responsibility. This shows that it is committed to taking action on climate change and being environmentally friendly (The evidence is clear: The time for action is now. we can halve emissions by 2030. 2023). The company has told all of its hotels around the world to look for ways to use renewable energy. The goal is to cut down on emissions by using more renewable electricity. Because of this change in strategy, all Hyatt-owned hotels in the US now use 100% renewable electricity, which has greatly reduced the amount of pollution that buildings put into the air (Hyatt continues to focus on climate action with increased usage of 100% renewable electricity 2023). The hotel chain is also helping franchised property owners switch to renewable energy, which is an important step toward meeting their science-based goals. As part of these efforts, Hyatt is pushing for energy efficiency, green design, and technology that uses less energy across all of its properties.
Hyatt has made a lot of progress toward its DE&I goals when it comes to making a positive impact on society. More people of colour are working for the company in the U.S., and there are more of them among coworkers, managers, and leaders, according to data on workforce diversity (Hyatt shares environmental and Social Impact Reporting, eclipses critical DE&I goals and sustains momentum with key 2023 initiatives 2023). Hyatt has added new diverse suppliers as part of its "Change Starts Here" promises. The company has focused on including Black, Latino, Asian, female, and veteran suppliers in its supply chain. Hyatt went above and beyond its 2025 goal of spending 10% of its money on diverse and women-owned businesses (Hyatt publishes DE&I report and advances ESG initiatives 2024). This shows how committed the company is to racial equity and welcoming practises.
Hyatt has also been involved in the fight against human trafficking, which shows that it is committed to responsibly doing business. Together with the American Hotel & Lodging Association (AHLA), the Hyatt Hotels Foundation gave a large donation to start the "No Room for Trafficking Survivors Fund." This fund will help survivors by giving them resources for their immediate needs and career-related help.

[bookmark: _Toc159880677]Corporate Culture and Goals
Corporate culture at Hyatt is based on care and empathy, and it's what drives the company's operations and strategic goals. The "World of Care" platform from Hyatt cleverly captures this culture. It is a complete plan that supports diversity, fairness, inclusion, and responsible business practises (Hyatt unveils "World of care" a global environmental, social and governance platform 2022). Hyatt's culture is based on the idea that they should care for people and help them be their best. This philosophy guides every business decision and strategy, creating a place where employees truly feel like they belong and where guests receive the best service possible.
The "World of Care" platform is more than just a list of goals; it's a long-term plan that connects Hyatt's long-term goals with its daily operations (Hyatt unveils "World of care" a global environmental, social and governance platform 2022). By putting employees' health and happiness first through special programmes, Hyatt not only makes employees happier, but it also makes the guest experience better. The business knows that employees who feel appreciated and supported always do a better job. Hyatt is committed to making a difference in the global hospitality industry, and this commitment goes beyond the walls of its properties. Hyatt actively addresses larger societal issues with honesty and purpose.
Hyatt has been able to respond quickly to challenges in the industry and take advantage of market opportunities thanks to how this culture has been integrated into the company's strategic direction. For example, when the COVID-19 pandemic happened, Hyatt's culture of care led to quick changes that kept both guests and employees safe (Corporate responsibility at hyatt | our people 2023). The company's ability to adapt is reflected in its ability to stay financially stable and grow its market share, both of which focus on long-term growth.
Hyatt's commitment to diversity and inclusion is not only the right thing to do but also smart business. They know that having diverse teams leads to better solutions and a wider range of customers from all walks of life. A culture like this will always have loyal customers and a better reputation for the brand because customers and guests will be more likely to stick with brands that share their values and care about social issues (Chan et al., 2023).

[bookmark: _Toc159880678]Strategic Direction and Business Performance
Hyatt's strategic direction for 2023 is based on strong growth and expansion, and the company is committed to doing business in a way that is both sustainable and responsible (Zu, 2022). Hyatt is optimistic about the company's finances. They expect System-Wide Revenue Per Available Room (RevPAR) to rise 15 to 16 percent for the full year compared to 2022, and they expect net rooms to grow by about 6 percent. The company also thinks that it will have a net income of about $210 million and an Adjusted EBITDA of between $1,005 million and $1,025 million (PricewaterhouseCoopers, 2023).
As part of their plan, they want to make the brand much more visible in Canada by the end of 2026, when they will have signed more than 20 managed and franchised agreements for all of their brands (Herédia-Colaço, 2022). Hyatt's brand growth is planned to meet the needs of different types of stays and to establish a presence in leisure markets that don't already have a Hyatt hotel.
Hyatt is still focused on meeting its financial goals and strategic expansion, even though the global economy is uncertain and the COVID-19 pandemic has caused problems (Ming, 2023). But these statements about the future are based on what people think will happen and could change. Things like the economy, market demand, and events in geopolitics could change these predictions.
Hyatt's focus on growing its management and franchising business, along with its planned sales of properties, is in line with a larger trend in the hotel industry toward focusing on brand growth rather than property ownership (Khdour, 2021). This makes it possible for a model with fewer assets that is more flexible and can adapt to changing guest tastes and market conditions.
Hyatt is more proactive about growth than its competitors, as shown by its strategic initiatives and expansion plans, especially in the luxury and lifestyle segments, where it already has a strong presence (Balasubramanian et al., 2024). The company's focus on ESG projects, like its "World of Care" platform, makes it stand out in an industry that cares more and more about sustainability and corporate responsibility.
The company is working hard to improve its market position, make people prefer its brand, and give value to its shareholders, even though it has to deal with the challenges of a complicated recovery from the pandemic and a hospitality industry that is changing quickly.

[bookmark: _Toc159880679]Conclusion and Recommendations
An examination of Hyatt Hotel Group's organisational structure, corporate culture, strategic initiatives, and business performance shows a strong framework designed for growth and long-term success. Hyatt's global operations are well supported by its hybrid organisational structure, which allows for both central oversight and brand autonomy. The "World of Care" platform, which represents the company's culture, shows its dedication to fairness, diversity, inclusion, and doing business in a responsible way.
Hyatt's recent strategic initiatives, especially in light of the COVID-19 pandemic, show how resilient and flexible the company is. These initiatives include a big push for environmental sustainability and an inclusive workforce. Even though the world economy is uncertain, Hyatt is set to grow financially, with a positive outlook for RevPAR and net income.

Recommendations for Hyatt include:
· Continued Investment in Sustainability: To make the "World of Care" programmes even better, more money should be put into renewable energy and environmentally friendly practises that are in line with global ESG standards.
· Growth of Digital and Contactless Services: After the pandemic, keep coming up with new ideas for digital guest services to make them safer and more convenient, and keep up with travellers' changing needs.
· Focus on Talent Management: Use the company's culture to find, keep, and develop talented people. Make sure that leadership and teams reflect the diversity of the communities they serve, which will improve customer satisfaction and employee performance.
· Strategic Asset Management: Stick to the asset-light strategy and make sure there is a good balance between owned and franchised properties to keep the business flexible and financially stable.
· Monitoring Market Trends: To stay competitive, you should regularly look at consumer trends again, especially now that the global travel industry is getting better.
· Enhancing Shareholder Value: Continue with the prudent capital management strategies, including share repurchases and dividends, to sustain and grow shareholder value.
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