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Executive Summary

Hyatt Hotels Corporation represents one of the global leaders in the hospitality industry that uses a very flexible multi-divisional structure. The hotel offers personalized experiences in various regions of the world. Its culture is mostly directed at people, and this is called the Hyatt Effect. The culture should also emphasize authenticity, thus leading to a much higher satisfaction of its guests. This report aims at a thorough and detailed analysis of the culture, the organizational structure, but also of Hyatt's objectives. It also examines recent initiatives that have been implemented by Hyatt together with its strategic direction. The report integrates management theories to evaluate the company's behavioural approach.
 

Table of Contents
Introduction	5
Main Body	5
Organisation Structure, Culture, and Goals	5
Recent Change Initiatives	7
Strategic Direction	8
Conclusion	9
Recommendations	9
Reference	11



[bookmark: _Toc181987794]Introduction
Hyatt Hotels Corporation is a global hospitality company headquartered in Chicago, Illinois. As of March 2022, Hyatt’s portfolio consisted of more than 1,100 hotel and all-inclusive properties in 71 countries across six continents (Kelleher, 2024). The company operates under several brand flags, including its namesake Hyatt brand, as well as Park Hyatt, Grand Hyatt, Hyatt Centric, Hyatt House, Hyatt Place, and UrCove. This report aims to provide a critical analysis of Hyatt Hotels Corporation's organisational structure, culture, and goals (Qi, 2023). An assessment will also be conducted on recent change initiatives undertaken by the company and its strategic direction. Key topics that will be examined include the relationship between Hyatt’s structure and organisational performance, the role of leadership and factors influencing effective management, and an evaluation of the company’s behavioural approach using relevant management theories.
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[bookmark: _Toc181987796]Organisation Structure, Culture, and Goals
Hyatt Hotels Corporation follows a hybrid multidivisional organisational structure comprising various branded divisions that allow each brand to cater to distinct customer segments while capitalising on Hyatt's scale. Hyatt is organised into four business divisions: Americas, Asia Pacific, Europe, Africa, and Middle East, and Central/South America and the Caribbean (Hyatt, 2023). Each region has distinct P&Ls and is responsible for the operations and performance of hotels within their geographic scope. This decentralised structure empowers regional and local hotel units to make decisions tailored to the unique demands of their markets. However, to ensure consistency across the portfolio and coordinate global strategies, the corporation maintains authority over capital allocation and new brand launches. According to ‌Guo (2021), Burns and Stalker's organic organisational theory characterises Hyatt's flexible, networked structure that facilitates experimentation and adaptation critical in the dynamic hospitality environment.
Hyatt’s culture centres on genuineness, care, and authenticity in hospitality. Referred to as the “Hyatt Effect,” this people-focused approach emphasises caring for guests and colleagues (O’Neill, 2024). Hyatt aims to provide “feel connected, feel cared for, feel inspired” experiences for guests through teamwork and customer service excellence (Hyatt, 2020). Hyatt’s strong cultural values reinforce employee behaviours that maximise guest satisfaction and performance. Goals mirror Hyatt’s culture, balancing corporate financial targets with hospitality priorities (Tariq et al. 2021). At the corporate level, profitability metrics include net income growth and RevPAR increases. Regional divisions add localised targets on occupancy rates and revenue generation to their scorecards. According to Bettencourt and Houston (2024), hotel units prioritise Net Promoter Scores, guest satisfaction ratings, and colleague engagement scores to reflect guest and colleague well-being. This two-tiered "profits through people" model, theorised by Pfeffer and Veiga, aims to optimise collective and individual performance.
Hayat is a social enterprise based in India that aims to make quality healthcare accessible and affordable. Their overarching mission is to solve critical issues around healthcare access and cost burden in the country.
Hyatt's strategies can be effectively aligned to various management theories. Hyatt's multidivisional structure supports Burns and Stalker's organic theory by enabling adaptation in a dynamic industry. Their emphasis on employees and customers aligns with Pfeffer and Veiga's "profits through people" model. The Ansoff Matrix informed Hyatt's diversification into new territories and market segments. Kotter's change model and Lewis's unfreezing-refreezing process aid in refining acquisitions. Community engagement and talent development strategies reflect stakeholder and institutional theories. Hyatt's use of data analytics demonstrates resource-based and relationship marketing theories, optimizing segmentation and customer experience.
Some of Hayatt's key goals include building a sustainable digital healthcare platform that can serve both urban and rural populations at scale. They seek to connect patients to qualified doctors for virtual consultations using technology. This allows Hyatt to significantly reduce overhead costs and pass the savings to patients in the form of affordable consultation fees.
Another goal is to develop a network of partner hospitals and clinics where patients can access diagnostic tests, medicines or referrals for specialised care. This aims to ensure patients have end-to-end healthcare services, from basic consultations to speciality care, through a single platform.
Ultimately, Hyatt aspires to make universal health coverage a reality in India by helping to improve health outcomes, especially in underserved regions where healthcare access remains limited. If successful, their model hopes to enhance access to affordable primary care and help reduce India's disease burden over the long run. Hayat's work also has the potential to be replicated across other developing countries with similar healthcare challenges.
[bookmark: _Toc181987797]Recent Change Initiatives
Hyatt has implemented several notable change initiatives in recent years to enhance service quality and increase efficiency. A major program was Project Wise, a digital transformation effort from 2018-2020 involving extensive technology upgrades (‌IBM, 2024). This included fully mobilising the guest booking and registration experience via mobile apps and web check-ins/check-outs. Additionally, back-office operations were streamlined through investments in cloud-based PMS systems and advanced revenue management tools (Khosla, 2024). Project Wise helped Hyatt dramatically scale online bookings while reducing staff workloads, allowing them to devote more efforts to elevating the on-property experience. Guest satisfaction metrics showed the new convenience of digital offerings like keyless entry significantly improved the check-in process. However, staff felt unprepared for such wide-scale changes due to inadequate training per Kotter’s 8-step change model, resulting in inefficiencies as they adjusted. More extensive change management adhering to Lewis’s unfreezing-change-refreeze process could have accelerated benefits realisation.
According to ‌Kim (2024), Hyatt has diversified their portfolio through acquisitions of lifestyle brands appealing to new demographics like Generation Z. This includes the 2019 purchase of independent lifestyle brand Joie de Vivre Hotels with properties mainly in California and Colorado (Jdvhotels, 2024). While the introduction of these concept hotels succeeded in broadening Hyatt's market reach consistently with Ansoff's diversification strategy, integrating varying franchise and management operations proved challenging. In the future, change programs would benefit from pilot rollouts prioritising affected stakeholders to ensure stronger alignment across a more complex enterprise.
Hyatt's recent efforts to change have helped its business grow and change, but it has not been easy to adapt to these changes. Digital changes like mobile check-in/out made the customer experience much better for Project Wise. But the employees faced difficulties with the fast changes because they had not been trained enough according to Kotter's plan. In the same way, Ansoff's plan worked when Hyatt expanded its market reach by buying leisure brands. But adding different companies to a complicated business made it hard to work together. This showed how important it is to prioritize partners who will be affected by test programs. Hyatt can better help workers through change to get the most out of the perks while diversity and technology upgrades improve services. Hyatt is in a good situation to benefit from changes while reducing delays thanks to better change management. 
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Hyatt's strategic vision is to strengthen its position as a leading global hospitality company through innovation and international expansion. A core tenet of their growth strategy involves diversifying the portfolio to capture more market share beyond traditional luxury and business traveller segments. According to Hyatt (2023), acquisitions of lifestyle brands like the 2019 addition of Joie de Vivre Hotels broadened Hyatt's reach into the lucrative space, appealing to guests demanding unique, locally influenced experiences. Further bolstering this initiative, Hyatt launched their independent brand portfolio, Hyatt Centric, in 2014, catering to modern explorers (Hyatt, 2023). Franchising these brands also allows Hyatt to grow their presence through lower capital expenditures relative to managed properties.
Hyatt has focused on penetrating high-potential emerging markets through new-build properties and acquisitions. Recent openings in regions like Southeast Asia, India, and Africa capitalise on rising travel demand from Asia's growing middle class. Hyatt also aims to increase their Chinese portfolio to 165 properties, recognising China as a strategic long-term opportunity (Hyatt Newsroom, 2024). Hyatt transformed through modernization efforts like Project Wise enhancing digital capabilities. Leveraging analytical insights from programs integrating sales and marketing data supports Hyatt's revenue optimization goals. Strategic partnerships pursuing non-traditional distribution channels further broaden reach. Through diversifying brands, international expansion into underrepresented areas forecast for gains, and innovation transforming the guest journey, Hyatt crafts an agile, encompassing strategy to achieve their vision (Geller and French, 2024). Hyatt moves competently between core growth vectors of market penetration, product development, and diversification to navigate industry shifts (Chernov et al., 2020). Sustaining this balanced, multidimensional strategic approach positioning for all travel segments should propel Hyatt's continued ascent. 
Hyatt and Marriott both aim to enhance their positions as the largest hotel corporations in the world. However, their strategies for achieving success differ in several key respects. Hyatt aims to entice travellers seeking distinctive local experiences by incorporating lifestyle brands such as Joie de Vivre into its portfolio. In contrast, Marriott relies more on expanding its primary luxury and business travel brands globally. Hyatt expands by acquiring other companies and utilizing leases, reducing their capital expenses. In contrast, Marriott prefers managed properties that necessitate larger investments. Hyatt and Marriott are both keen on developing nations that show significant potential. Nonetheless, Hyatt is concentrating on China, a market where Marriott has established a significant presence. Marriott emphasizes loyalty connections and co-branded credit cards, whereas Hyatt generates innovative concepts through initiatives like Project Wise. Overall, Hyatt manages a variety of factors more effectively, whereas Marriott emphasizes growth through larger, more well-known brands.
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Hyatt Hotels Corporation has demonstrated effective strategy implementation and change management to drive performance over the years. Its organic organisational structure, people-focused culture and balanced corporate and hotel goals have Hyatt well-positioned in the highly competitive hospitality industry. However, to sustain its competitive edge, some areas could still be refined. Streamlining acquisition integration through stronger planning will maximise the benefits of portfolio diversification. Enhancing coordination between regional divisions via improved communication and incentive alignment will leverage Hyatt's global scale. Healthy long-term growth is made possible by investing in local communities and building talent pools in growing areas. 
[bookmark: _Toc181987800]Recommendations
Adding leisure and small brands to Hyatt's portfolio has helped them become more diverse. However, an easy integration of different processes into the Hyatt system is still something that could be done better. For future mergers and acquisitions, Hyatt should do more thorough due research before the purchase and plan for integration after the merger. A better shift would be made possible by clear rules that spell out cultural harmony, technology roadmaps, branding rules, and success measures. Pilot programs that try different ways of integrating at a few sites before the full rollout could also help keep problems to a minimum (Kim et al. 2024). Using theories like Kotter's to improve change management techniques would help get people ready for change. 
Hyatt's multidivisional structure gives each area its own independence, but company and hotel goals could be more closely aligned to get the most out of benefits. Structured communication that shares strategy goals and best practices across areas would make it easier for people to work together. Cooperative tactics would be encouraged by pay programs that balance network-wide goals with the needs of local markets. Regular cross-functional meetings and information systems connecting divisions can overcome structural barriers to cooperation (Ewim et al. 2024). Hybrid organic-mechanistic elements balancing centralization and decentralisation, as per Burns & Stalker's framework, could optimise coordination.
Kotter's eight-step strategy for managing change is a proven approach that Hyatt can utilize to more effectively prepare their employees for transitions. Establishing a sense of urgency, forming a solid coalition, creating a vision for transformation, communicating that vision, empowering employees to act, achieving quick wins, capitalizing on successes for further change, and embedding new practices into the culture are the necessary steps (Khuadthong and Kasim, 2020). Hyatt can ensure that the processes resulting from mergers and acquisitions are implemented sustainably by allocating sufficient time and resources to each phase of completion.
Burns and Stalker's concepts regarding organic and mechanical structures are beneficial for organisations, which aims to achieve a balance between control and decentralization (Sibindi, and Samuel, 2019). Their current multidivisional setup is somewhat organic as it provides flexibility, yet objectives could be more seamlessly aligned throughout the organization with a few additional mechanical elements like standardized KPIs. Grounded in this concept of potential outcomes, hybrid frameworks tailored for each market might facilitate coordination that promotes collaboration among individuals from different regions.
It can be said that Hyatt will be prepared for continuous disruptions if they consistently evaluate how effectively their organizational structure aligns with the uncertainties in their external environments. This is grounded in concepts from structural contingency theory. Hyatt will more effectively manage industry changes with their diverse, balanced approach if they maintain an open, adaptable framework that embraces new opportunities, as indicated in the initial case.
Leveraging insights collected through enhanced CRM capabilities, Hyatt is well-placed to provide even more personalised experiences. Deploying analytic profiles to improve segmentation could optimise digital marketing initiatives. Piloting innovative service concepts like consolidated mobile check-ins tailored to cultural preferences would refine the guest journey. 
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