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[bookmark: _Toc180677637]INTRODUCTION
Hyatt Hotels Corporation has its origin in 1957 with its headquarters in Chicago and is today a worldwide chain with over 1150 hotels and resorts in 70 countries (Statista, 2024). Hyatt is famous for its luxurious brands such as Park Hyatt, Andaz, and Grand Hyatt, and the corporation aims at the high-end segment offering superior service, unique customer experience, and product innovation (Statista, 2024). Hyatt’s ability to expand in different geographic locations and competitive segments shows that it has a strong strategic plan, especially regarding sustainability and digitization (Luiten, 2020). Therefore, this report aims to critically evaluate Hyatt’s organizational structure, culture, objectives, change activities and strategic plan. Based on these aspects, the report seeks to assess Hyatt’s business functions at the corporate level as well as at individual hotel levels. Some of the important areas are the company structure, corporate culture’s impact on the business, business goals, managing recent changes, and strategies for long-term goals. Recommendations will be given to further improve Hyatt’s position within the context of the hospitality industry.
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Figure 1: Revenue of Hyatt Hotels Corporation worldwide 2008-2023 (Statista, 2024)
[bookmark: _Toc180677638]ORGANISATION STRUCTURE, CULTURE, AND GOALS
[bookmark: _Toc180677639]Organisational Structure
Hyatt Hotels Corporation features a divisional organizational structure and has a distinctive organizational hierarchy: corporate level, regional level, and hotel level. Such a structure provides a great level of decentralization with each division being managed by regional managers who control several properties in the defined geographic area. At the corporate level, strategy formulation is done, but the regional managers are charged with the responsibility of strategy implementation in light of market conditions (Chibili, 2019). Hyatt also fits into Mintzberg’s divisionalized structural form in the sense that every division is relatively autonomous but controlled by the main office. It allows regional responsiveness at the same time as corporate control in different overseas markets. From a theoretical viewpoint, Hyatt has a less centralized structure in regional divisions, thereby decentralizing, innovating and even allowing flexibility based on regional necessities (Wang and Chung, 2015). Corporate structural elements like centralised decision-making and a clear hierarchy enable worldwide company control and management. This method lets Hyatt combine standardised operations and local customisation for efficiency and creativity at many levels (Alberti, 2016).
[bookmark: _Toc180677640]Corporate Culture
Hyatt’s corporate culture can be described as substantially caring, respecting, and inclusive since Hyatt’s leaders aim at “caring for people so; the people can be their best.” This people orientation is present in both the management teams and employees (Holcomb et al., 2007). Hyatt’s leaders are expected to promote employee relationships by recognizing them as valuable partners in pursuing the goal of satisfying guests.
When analyzing Hyatt’s organizational culture, Schein’s Model of Organizational Culture involves the following: Artifacts: Service excellence programs Espoused values: Diversity and inclusion Basic underlying assumptions: Mutual respect and care. Such a match between what we believe in and how we act helps to create a harmonious organizational culture. Organizationally, at the individual hotel level, this culture helps employees make their own decisions regarding the guest services to offer, thus improving customer satisfaction (Krupskyi et al., 2019). According to Hofstede’s Cultural Dimensions, Hyatt has a low power distance which means that the employees of Hyatt from all the hierarchical levels can freely express themselves and participate. This cultural integration fosters both stability and change throughout operations since local employees can align Hyatt’s core values with regional expectations while adhering to the corporation’s standards of service delivery (Kumar and Sharma, 2014).
[bookmark: _Toc180677641]Organisational Goals
The organizational and strategic goals of Hyatt include internal and external objectives such as environmental sustainability, innovation, and guest’ satisfaction at both the corporate and individual hotel levels. On the corporate level, Hyatt’s objectives include increasing the brand’s geographical coverage, decreasing the brand’s carbon footprint, and strengthening brand identity through technology and customer satisfaction (Arif and Hossin, 2016). These concern trends in the hospitality industry, namely sustainability, digitization, and individualisation of clients, services and products.
At the individual hotel level, goals can be operational and long-term, focused on such tangible targets as room occupancy, customer satisfaction ratings, and the company’s sustainability standards. These objectives fit into Hyatt’s overarching goals in that they guarantee standard and distinction across its managed facilities (Tomašević, 2018). Analysing the application of Locke’s Goal-Setting Theory, Hyatt has clear and difficult goals, especially in the sphere of sustainability where the company aims at lowering the CO2 emission and energy consumption figures. It also has adopted the SMART goal-setting strategy to improve goal specificity in customer service and environmental conservation (Jones and Comfort, 2019). It is common to report progress in achieving targets both at the corporate level and in individual local hotel operations to ensure that objectives are consistent with industry changes and advancement.
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[bookmark: _Toc180677643]Identification of Change Initiatives
Hyatt has launched several major change processes in recent years, mainly related to digitalisation, environmental management, and organization redesign for better efficiency and resilience in the rapidly changing hotel industry. A primary digital transformation initiative is to broaden its World of Hyatt application to allow guests to customize their experience, access contact-free services, and implement AI-based solutions (Chathoth, 2016). This move complies with the modern trends of using more technologies in the delivery of services to guests.
On the sustainability front, Hyatt has unveiled its “World of Care” plan which envisages goals aimed at minimising the carbon footprint, enhancing energy intensity, and sourcing responsibly in its hotels. This concurs with the current global hospitality industry that is working to shift to sustainable practices (Gardetti and Torres, 2017). In terms of human capital, Hyatt has streamlined its organizational structure and reduced layers of management to enhance flexibility, including during COVID-19, without compromising its cost foundations and service delivery. These measures depict Hyatt as an organization that is keen to remain relevant by embracing innovation, sustainability, and efficiency in operations in the evolving market environment (Luiten, 2020).
[bookmark: _Toc180677644]Impact of Change Initiatives
The recent changes inside Hyatt, including digital transformation, sustainability and operational restructuring have had a multi-faceted impact on the company’s performance, employee satisfaction, customer service and profitability. Digital transformation, marked by the bettering of the World of Hyatt app, greatly enhances customer service by providing personalized, seamless experiences that enhance guest satisfaction and loyalty (O’Connor, 2020). Contactless services also improved operational efficiency and profitability by automating manual tasks and facilitating streamlined operations. Through the “World of Care” initiative, Hyatt has raised the brand’s profile among eco-conscious customers and saved costs through energy efficiency measures. But to implement such initiatives requires a huge investment, hurting short-term profitability (Manoharan et al., 2024). However, the financial benefits are long-term, as well as the benefits to brand loyalty.
Hyatt applied the three stages of change using Lewin’s Change Management Model. Hyatt unfroze the need for digitalization and sustainability in response to evolving customer demands and market trends. During the changing phase of the company, these initiatives were implemented in a structured way, with training and technological support to employees to help the transition (Ristova and Dimitrov, 2019). In the refreezing stage, Hyatt integrated these changes by continuous monitoring and continuous optimization, so that new processes became a routine part of daily operations. The change management approach structure has helped maintain employee satisfaction by offering clear communication and support for the employee, a smooth transition, and improved overall performance (Fleseriu et al., 2014).
[bookmark: _Toc180677645]Evaluation of Change Management
While largely successful in driving innovation and sustainability, Hyatt’s recent change initiatives experienced several management challenges, most notably employee adaptation and resource allocation. Changing the daily operations of the company was often met with resistance from staff as the company transitioned to digital transformation and sustainability (Law et al., 2020). For example, employees who were used to traditional service models had difficulty embracing the increase in technology leverage in guest interactions, especially in properties in areas with less developed technological infrastructure (Wang and Chung, 2015).
Hyatt successfully dealt with many of these challenges using Kotter’s 8-Step Process for change management, but not without its difficulties. The first step to communicating urgency around the need for digitalization and sustainability was well communicated, but the second step of coalition building to lead change has not been as cohesive across regional properties. Senior leadership supported these initiatives but middle management in some locations simply did not have the resources or the will to make these changes (Kim, 2023). Implementation was further challenged (steps 5 and 6) when some employees resisted the operational changes, based on concerns about job security and the complexity of new digital tools. Hyatt improved its training programs and supported employees better. While these challenges have been faced, Hyatt was able to anchor the changes (step 8) by embedding them within its corporate culture, but ongoing employee feedback indicates that refinement and stronger middle management buy-in are needed for long-term success (Wang and Chung, 2015).
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[bookmark: _Toc180677647]Examination of Strategic Direction
It is Hyatt’s vision to deliver exceptional hospitality experiences and its mission to care for guests and colleagues, build loyalty and create sustainable growth. According to Hyatt, its growth plans are about expanding its global footprint in emerging markets, and in terms of customer experience, digital innovation and personalised services. Hyatt is committed to sustainability as a key element in its strategy including Carbon Neutrality and sustainable sourcing through the 'World of Care' program (Kim, 2024). Porter’s Generic Strategies show that Hyatt is primarily following a differentiation strategy in a premium guest experience, luxury service, and unique offerings through its high-end brands like Park Hyatt and Andaz (Alberti, 2016). Hyatt uses this strategy so that it can be different from the competition by providing a better level of service and personalization and charging more. Furthermore, Hyatt’s emphasis on sustainability and digital transformation bolsters its competitive edge in serving eco-conscious travellers and what is more, improves the operational aspects (Luiten, 2020). 
[bookmark: _Toc180677648]Strategies for Long-Term Objectives
There are several specific tactics that Hyatt has used to accomplish its long-term goals, such as strategic alliances, IT solutions, and selective advertising campaigns. One such tactic is Hyatt’s affiliation with Small Luxury Hotels of the World, which has broadened its selection and increased its worldwide appeal, especially to the luxury market (Singal and Rhou, 2017). This has helped Hyatt provide high-quality services and diversify its audience of high-net-worth customers thereby enhancing its market position.
In terms of technology, Hyatt has incorporated a digital strategy, especially through its World of Hyatt mobile application, which enhances the guest experience by providing tailored services including mobile key, room selection, and touchless payment. It has also led to enhanced customer satisfaction and organizational effectiveness, a key factor in a world where convenience and technology are increasingly the rules of engagement (Wang and Chung, 2015). In the area of marketing, Hyatt has targeted special campaigns, for example, World of Care, oriented toward sustainable travelers. These strategies have been successful in supporting Hyatt’s competitive advantage by responding to trends with a greater focus on guest loyalty and affirming the company as a leading luxury hospitality provider (Kim, 2024).
[bookmark: _Toc180677649]RECOMMENDATIONS
To move up in the ranks of vigorous competition within the hotel industry, Hyatt should expand its AI technological advancements for improving guest profiling and streamlining processes. Specifically, the use of AI-enabling technologies such as chatbots for round-the-clock customer support and business intelligence for demand sensing enables Hyatt (Kim, 2024). The technology team must be in charge of this process, and initiate the process in tech-savvy markets like North America and Europe within the next 12-18 months to allow for proper training and system fine-tuning.
Second, Hyatt must strengthen its sustainability initiatives and goals, for example, by targeting zero waste in areas that are popular among environmentally conscious travelers, known as the Asia-Pacific and Europe markets. These measures should be initiated in the next 2-3 years by operations and sustainability teams with pilot projects in cities that have high environmental standards such as Singapore and Amsterdam. This will not only improve cost management in the operations of Hyatt but also enhance its brand reputation (Singal and Rhou, 2017). Furthermore, there is also a need to improve the training programs of employees, especially the staff, and enhance their knowledge and skills in the use of technology and sustainability measures. The human resources department should be charged with this mission, implementing new training modules for all the regions within the next year (Alberti, 2016). This strategy helps Hyatt to always have flexible human capital to suit its future innovation and environmental policies.
[bookmark: _Toc180677650]CONCLUSION
Overall, Hyatt Hotels Corporation has followed a divisional organisational structure that was centralized but offered enough autonomy in regions to cater to local requirements. A well-developed corporate culture based on care and inclusion creates employee motivation and high levels of customer satisfaction. In terms of sustainable development, innovation, and customer satisfaction, Hyatt’s objectives are compatible with the industry’s needs, and the company has already achieved most of them through digitization and organizational changes. However, though these changes have created positive effects on performance and customer satisfaction, there are issues like employee issues and resources. The direction that Hyatt has charted for itself, including sustainability initiatives, technological advancements, and global expansion, would ensure its long-term success in the global hospitality industry.
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