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[bookmark: _Toc180706185]Executive Summary
One of the world's foremost luxury hotel chains, Hyatt Hotels Corporation is noted for the exceptional guest experiences it provides, the innovative service offerings it presents, and the remarkable global reach it enjoys. This report critically analyses Hyatt's organizational structure, culture, goals, and recent change initiatives. It also assesses Hyatt's strategic direction, which is firmly grounded in relevant management and organizational theories. The impact of these factors—especially the organizational culture and the chain's core ideals—on operations at both corporate and individual hotel levels is examined in detail. The report concludes with recommendations to enhance the chain's market position and future sustainability.
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[bookmark: _Toc180706186]1. Introduction
In 1957, Jay Pritzker founded Hyatt Hotels Corporation, and has expanded the company into a universal hospitality organization managing more than 1,150 properties in over 70 countries. With luxury and premium brands such as Park Hyatt, Hyatt Regency, and Andaz, Hyatt has positioned itself as a leader in the hospitality sector (Schein, 2017). The company aims at offering distinctive high-quality service, unique people-oriented experience, and cherishes the memories of its guests; this is why the company has won countless awards in the industry. Hyatt’s mission and vision focus on two simple things, people caring about people, and achieving this through luxury, innovation, and a diverse corporate culture (Mullins and Dosser, 2013).
The focus of this report is to comprehensively investigate the business and its attacks within the scope of Hyatt Hotels Corporation’s organizational structure, corporate culture, purposes, recent strategies and strategic focus. In addition, and through management and organisational behaviour frameworks, the paper will offer strategic solutions that can indeed place Hyatt amongst the competitiveness of the hospitality sector. The analysis incorporates global corporate lens and individual hotel cases, offering readers a complete picture of how Hyatt as a brand operates in the marketplace (Mullins, 2019).




[bookmark: _Toc180706187]2. Organisational Structure, Culture, and Goals
[bookmark: _Toc180706188]2.1 Organisational Structure
[image: The Hyatt Regency Hotel in Kiev | Free Essay Example]Hyatt uses a matrix structure which has some functional and divisional characteristics, in which US region is at the highest level. The organization has identified four geographic zones, namely, Americas, Europe, Middle East, Africa and Asia Pacific. Each zone manages several brands, including Grand Hyatt, Hyatt Centric and Alila which are part of the Hyatt group. The matrix structure gives some degree of freedom and local autonomy to the individual hotels so that the needs of the relevant markets can be catered to, though in general terms, the overall business strategy is not compromised (Mullins, 2023).
Figure: Organisational chart of Hyatt Hotels (source: studycardi.com)
Minztberg Structural Configuration theory has classified Hyatt in the matrix structure as a divisionalized form structure which is best suited for large multi-business organizations. This structure allows Hyatt to empwower its regional offices making decision at field level which helps the organization to be more flexible and faster to its market. The disadvantage to this, however, is that a matrix structure is prone to role ambiguity, conflicts of interest between the operational and strategic regional perspectives (Boddy, 2017). 
To address these issues, Hyatt has set up channels of communication, collaboration and regular training for its leaders. The company has also provided funds for technology platforms that improve the interaction between central offices and their respective regional units to synchronize global and local goals.
[bookmark: _Toc180706189]2.2 Corporate Culture
Hyatt upholds a unique culture which, according to its founders, rests on the most fundamental value – care. The mission of the company states, ‘to care for people so they can be their best’ and this is a conviction expounded upon all levels of the organization from the top corporate executives to frontline workers (Adair, 2009). Its inclusive, respectful, and employee-centric culture has made Hyatt one of the best companies to work for. Schein’s organizational culture model provides an explanation as to why the company has been millet for so long. It identifies three layers of culture – artifacts, espoused values and basic assumptions (Armstrong, 2012).
Artifacts can be defined as the most visible manifestations of the culture of Hyatt, such as hotel architecture and branding, service delivery standards, and even the identity of the brand among its different branches (Armstrong, 2021).
Espoused values reflect how we interpret spousal relations as relations that integrate our loyalty, inclusion, and concern for our spouse. In order to enhance gender diversity in leadership positions, the company founded the Hyatt Women@Work program and established global inclusion and diversity councils that advocate for an inclusive culture throughout the organization.
Hyatt essentially is an example of a low power distance culture, whereby, according to Hofstede's cultural dimensioning theory, employees at all levels and strata are encouraged to air their ideas and take part in the decision-making process. This installs a sense of mutual trust and cooperation wherein it significantly increases employee engagement and satisfaction. 
[bookmark: _Toc180706190]2.3 Goals
The strategic objectives for Hyatt are three-pronged: growth, sustainability, and innovation to keep its edge in the luxury segment of the hospitality industry (Arnold, 2020). At the corporate level, it aims to establish more presence around the globe by expanding into new markets or increasing market share in existing markets through strategic acquisitions, partnerships, and diversification of its brands. The acquisition of Apple Leisure Group significantly expanded Hyatt's footprint within the all-inclusive resort segment, especially in Latin America and Europe, back in 2021.
On the individual hotel level, Hyatt focuses on delivering excellent guest experiences and high levels of service, hence ultimately driving operational efficiency. Indeed, each property is required to develop its own performance goals regarding guest satisfaction scores and occupancy rates and even extend to the implementation of sustainable practices (Kotter, 1996).
The goal-setting theory postulated by Locke and Latham posits that setting goals that are specific, challenging, yet attainable, is a linchpin for an important employee motivator, hence a driving force behind organisational performance. Hyatt implements the theory with clear, quantifiable targets for each of its hotels. Such targets need to be congruent with the overall corporate strategy. As such, for example, Hyatt's hotels are encouraged to apply environmentally sustainable practices that help the company further its objective of lessening its impact on the environment (Daft, 2020).

[bookmark: _Toc180706191]3. Recent Change Initiatives
[bookmark: _Toc180706192]3.1 Identification of Change Initiatives
Over the last couple of years, Hyatt has unveiled numerous strategic change initiatives in its endless race to become competitive in the kaleidoscopic world of hospitality. Another very significant initiative is the Global Wellness Strategy launched in 2021. Its purpose was to make wellness part of every experience at Hyatt, from guest-facing wellness programs related to fitness, nutrition, and mental well-being through all its properties. This strategy is in line with the recent growth of wellness tourism, which has gained much steam especially with the COVID-19 pandemic (Robbins and Judge, 2021).
Equally important has been the digital transformation that Hyatt has pursued within its wider agenda for change. In 2020, the company introduced a slew of digital enhancements, including updates to a mobile app that featured contactless check-in among a variety of other AI-driven guest services. These digital solutions have thus been developed in an attempt to make it convenient for the guests, to ease hotel operations, and to enhance the experience of the guests at large.
[bookmark: _Toc180706193]3.2 Impact of Change Initiatives
The Global Wellness Strategy has put Hyatt in the front line within the wellness hospitality market, setting them apart from competitors like Marriott and Hilton. This move has attracted health-conscious travelers while simultaneously offering new business streams. According to a survey conducted by the Global Wellness Institute in 2022, the properties of Hyatt with wellness offerings recorded a 10% increase in their guest satisfaction scores, a factor that has further set reason for the move (Hill et al., 2020).
Equally important, the digital transformation initiatives have been very positive for Hyatt's operations. Using AI-driven tools, Hyatt automates routine tasks like check-in and room assignment of guests to make staff free for personalized service to clients. Increased direct bookings due to an enhanced mobile app further reduces company reliance on third-party booking platforms. In 2023, Hyatt also reported that 35% of its bookings came through direct bookings via its app-a 20% increase from 2020 (Quinn et al., 2020).
[bookmark: _Toc180706194]3.3 Management of Change
Therefore, Hyatt managed the change using the Kotter's 8-Step Change Model; thus, a structured approach to the change management was realized. First, it involves creating a sense of urgency. This is accomplished because the management showed the workers reasons for the need to change to meet the expectations of the guests, including other compelling trends within the industry. Create a guiding coalition of senior leaders and key stakeholders to drive the change efforts (Burnes, 2020).
Kotter's model emphasizes the need to empower employees to take broad-based action. Hyatt made staff better equipped to do so through training and resourcing to adapt to new technologies and wellness programs. Anchoring the new approaches in the culture-as covered by the final steps of the model-were integral parts of Hyatt's initiatives. For instance, Hyatt embedded wellness offerings into core service standards; in this way, new practices were going to stick with the guest experience (Johnson et al., 2019).
While generally successful, Hyatt's set of change initiatives also encountered some degree of difficulties during the implementation phase. For instance, some employees accustomed to the traditional way of service delivery resisted the introduction and use of digital tools to deliver services. In such cases, Hyatt applied Lewin's three-step Change Management Model: unfreezing, changing, and refreezing. 
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[bookmark: _Toc180706196]4.1 Strategic Analysis
[image: 2022 Hotel Visionary Winner: Hyatt Hotels | Hospitality Technology]Global expansion, brand differentiation, and sustainability form the three pillars of the strategic direction of Hyatt. A SWOT analysis from the perspective of the current strategy of Hyatt would reveal the following:
Figure: AI using Hyatt’s guest experience innovations
· Strengths: Strong brand recognition, Hyatt's loyal customer base, along with its diverse portfolio of luxury properties within the portfolio, contribute to the competitive advantage in the global arena (Dessler, 2020). The company's eagerness to ensure guest satisfaction, along with personalized services, strengthens this reputation as a quality hospitality brand.
· Weaknesses: The increase in dependence on premium markets by Hyatt signifies the vulnerability towards economic decline since high-end travelers cut down on discretionary spending during weak economic periods. It also means increased financial pressure owing to the high fixed costs associated with this business. This is something witnessed in the COVID-19 pandemic, where many resorts are experiencing disruption in tourist flow.
· Opportunities: Hyatt can invest in the new emerging markets of Asia, Africa, and Latin America where demand for luxury stays is growing (Drucker, 2018). Newer wellness tourism and growth in experiential travel create more opportunities for the company to expand its offerings.
· Threats: Competitor Threats Strong competition from world-class chains like Marriott and Hilton; an alternative accommodation marketplace entrant like Airbnb threatens to whittle away at Hyatt's market share. Besides that, continuous effects of climate change and growing awareness about sustainability may impinge on the long-time survival of Hyatt if the company does not get into motion.
[bookmark: _Toc180706197]4.2 Recommendations for Strategic Development
The following are recommended to further strengthen Hyatt's strategic position and ensure its long-term success.
1. Diversification of service offerings: The company should further expand mid-tier and economy-class brands available in its portfolio. Whereas being a step above, targeting the upscale segment, was supposed to be one of the stronger sides of the company, further expansion into more budget-friendly segments could help Hyatt attract customers across a wider array of market sectors and soften potential blows during an economic downturn (Mintzberg, 2013).
1. Sustainability Leadership: While Hyatt has so far made various significant moves in terms of sustainability, the company should target positions of sustainability leadership. The company would seek to reassure ecologically sensitive travelers through clear ambitious sustainability targets-carbon neutrality by 2030-and also ensure differentiated competitive advantage. Such investment in green technologies reduces environmental impacts from the company and cuts the long-term operational costs.
2. Emerging Markets Expansion: Hyatt will seize growth opportunities in developing markets such as Asia and Africa. Such strategic partnerships in the region with local developers, investing in new properties, would offer Hyatt a foothold in high-growth regions with diversification avenues.
3. Platform Hyatt: Embrace Technology and Innovation-Sure, the digitization initiatives at Hyatt have already updated the guest experience and operational efficiencies, but Hyatt should invest more in new technologies. With AI, machine learning, and data analytics, Hyatt can further offer more personalized experiences to its guests, predict customer needs, and dynamically optimize pricing. Additionally, Hyatt should aggressively pursue blockchain technology to make loyalty programs even more secure and transparent (Bryman and Bell, 2015).



[bookmark: _Toc180706198]5. Conclusion
Hyatt Hotels Corporation has carved a niche for itself among global leaders within the luxury hospitality industry through the development of innovative service, strong corporate culture, and an attitude toward ensuring satisfaction for guests. However, for the company to remain competitive and create a pathway to a successful long-term outcome, it will need to adapt to continuously changing market dynamics and become more open to technology and innovation in sustainability. This will be further diversified by Hyatt service offerings, growth into emerging markets, and embedding more sustainable practices within the organization.



[bookmark: _Toc180706199]References 
Adair, J. (2009) The Inspirational Leader (2nd Ed), London: Kogan Page.
Armstrong, M. (2012) Armstrong’s Handbook of Management and Leadership (3rd Ed), London: Kogan Page.
Armstrong, M. (2021) Armstrong's Handbook of Performance Management (7th Ed), London: Kogan Page.
Arnold, J. (2020) Work Psychology (7th Ed), Harlow: Pearson Education Limited.
Boddy, D. (2017) Management: An Introduction (7th Ed), Harlow: Pearson.
Bryman, A. and Bell, E. (2015) Business Research Methods (4th Ed), Oxford: Oxford University Press.
Burnes, B. (2020) Managing Change (7th Ed), Harlow: Pearson.
Daft, R.L. (2020) Management (14th Ed), Boston: Cengage Learning. https://doi.org/10.1007/s10479-019-03324-7. 
Dessler, G. (2020) Human Resource Management (16th Ed), Harlow: Pearson. https://doi.org/10.1080/09585192.2020.1761024. 
Drucker, P. (2018) The Practice of Management, New York: HarperCollins. https://doi.org/10.4324/9781315260108. 
Hill, C.W.L., Schilling, M.A. and Jones, G.R. (2020) Strategic Management: Theory & Cases (13th Ed), Boston: Cengage Learning.
Johnson, G., Scholes, K. and Whittington, R. (2019) Exploring Corporate Strategy: Text and Cases (12th Ed), Harlow: Pearson.
Kotter, J.P. (1996) Leading Change, Boston: Harvard Business School Press. https://doi.org/10.1111/1467-6486.00179. 
Mintzberg, H. (2013) Simply Managing: What Managers Do – and Can Do Better, San Francisco: Berrett-Koehler Publishers. https://doi.org/10.1080/03634523.2022.2091508. 
Mullins, L. (2019) Organisational Behaviour in the Workplace (12th Ed), Harlow: Pearson.
Mullins, L. (2023) Management and Organisational Behaviour (13th Ed), Harlow: Pearson.
Mullins, L. and Dosser, P. (2013) Hospitality Management and Organisational Behaviour (5th Ed), Harlow: Pearson.
Quinn, R.E., Faerman, S.R., Thompson, M.P., McGrath, M.R., and Bright, D.S. (2020) Becoming a Master Manager: A Competing Values Approach (7th Ed), Hoboken: John Wiley & Sons.
Robbins, S.P. and Judge, T.A. (2021) Organizational Behavior (18th Ed), Harlow: Pearson.
Schein, E.H. (2017) Organizational Culture and Leadership (5th Ed), Hoboken: John Wiley & Sons. https://doi.org/10.1002/9781119390319. 

2

image3.jpeg




image1.png
Prifysgol Cymru
2+ Y Drindod Dewi Sant

& University of Wales
Trinity Saint David

25




image2.jpeg
Managing Director

Deputy Managing

Finance Manager

Purchases Unit

Salary Unit

Human Resource
Manager

ssesowector | [

sales personnel

Reservation

Invantory Supervior

Advertisement

Personnel

Revenue Unit

Trainine Unit

Interns





