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I confirm that I have not presented any AI generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.

	Element
	Description
	Yes
	No

	RESEARCH
	For this assessment, you can use Generative AI to support you in research, including searching for bibliography, using tools to summarise, compare and interrogate materials.
	
	No

	STRUCTURE
	For this assessment, you can use Generative AI to support you in structuring your submission, including creating a draft argument structure, identifying parts and headings, etc.
	
	NO

	PROOFREADING
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your own work within specific standards.
	
	no

	WRITING
	For this assessment, you can use Generative AI to create text for submission.
	
	no

	CREATIVE
	For this assessment, you can use Generative AI to create creative materials, such as images.
	
	no

	PROGRAMMING
	For this assessment, you can use Generative AI to create and check code.
	
	no

	NONE
	For this assessment, you are not allowed to use any type of Generative AI support. This includes research support, structure support, writing/proofreading support and creative support.
	
	


[bookmark: _Toc181973185]Executive Summary
This report consists of an exploration of Hyatt Hotels Corporation’s organisational structure, culture, recent changes, and future strategy. Hyatt makes use of a semi-decentralised system in order to create more fluidity, yet they remain in tune with the overall company brand. There are organisational cultures that reflect the welfare of its employees and guests, and this has been a plus for the company. The latest actions, such as digitalisation and sustainability actions, have improved the company’s market stance and operations. The report includes an analysis of the given strategies based on the literature and results in recommendations for further improvements. Promising conclusions point out that Hyatt’s key messages on innovation, expansion, and sustainability are supportive of the general trends within the segment, increasing competitive advantage.
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Hyatt Hotels Corporation is a multinational hospitality company that is famous for the variety of its brands, exquisite services, and luxurious hotel chain. Hyatt was established in 1957 by the Pritzker family and now has more than 1,150 locations in 70 countries as of 2023, including the top-tier Park Hyatt, lifestyle Andaz, and business Hyatt Place brands. The company has established loyal relationships with its clientele and is innovatively keen on the environmental conservation aspects and the provision of exceptional hospitality. As it was mentioned earlier, Hyatt had a decline in revenue in the years of the pandemic, but in the year 2022, the revenue of the company was about $5.89 billion.
It is the purpose of this report to evaluate Hyatt Hotels Corporation critically from the corporate level as well as from the individual hotel level. Independent on the issues that are presented in this report, this work will assess Hyatt’s organisation structure, culture, and goals, the characterisation of recent change initiatives, and the organisation’s strategy. Using related management and organisational behaviour theories, the expectation is to achieve a critical appreciation/understanding of the Hyatt organisation and its strategies. In addition, at the end of the report, specific recommendations that may enhance the competitive position of Hyatt in the hospitality industry will be highlighted. Topics of focus will be organisational analysis highlighting the activity period, recent activity, strategic plan, and evidence-based recommendation section that offers the best understanding of Hyatt and its functioning in the competitive global hotel industry.
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Organisation Structure
A semi-decentralized model of decision-making is followed at Hyatt Hotels Corporation, which still retains a few features of each model. At the Hyatt Corporation level, decisions related to the brand identity, financial performance, and the extent of coverage to be provided by the Hyatt brand are taken at this level in order to provide homogeneity all across the globe. It allows a company to maintain strong central control over almost all aspects of the business, that is, brand image, quality, and financial objectives to fit Hyatt’s strategic direction. Nonetheless, decisions about the day by day, things like room management, guest interactions, and local promotional campaigns are left to individual hotels. This decentralised structure makes it possible for the local managers to customise their services to meet the needs of customers in their regions and quickly respond to the demands of the local markets, a feature that has been particularly important within a complex and fast-evolving industry such as hospitality (Hyatt, 2023).
This hybrid model benefits Hyatt in a way of presenting a united face of the company while at the same time empowering particular hotels to launch new regional campaigns that would improve guests’ experiences. For example, if Hyatt has a property in a culturally diverse area, this motel might theme guest experiences around the local culture or food, which will make guests engage in an experience that is characterised by Hyatt’s brand quality but also integrates cultural elements. This level of flexibility is especially beneficial compared with Marriott International, which, while running a semi-decentralised organisational model, is generally considered to be slightly more centralized. Marriott’s approach means that brand standards are strong and are supported well, but may also restrict local adaptation of service delivery since requirements differ from country to country, etc. (O’Neill & Mattila, 2010).
Due to the semi-decentralized form of organisation structure, Hyatt is well adaptable to changes in market demand and customer demands. The relative freedom of the organisational structure was invaluable during the COVID-19 pandemic when travelling and guests’ expectations changed drastically. Local managers were able to adapt to changes in instructions from the head office by adding focus on safety, hygiene, and no-contact services as demanded by health safety concerns by their guests. This system flexibility also ensured continued operations of Hyatt properties during the disruptive period and ensured customer attention remained a Hyatt strength. The structure allowed the fast implementation of the pandemic measures, proving the efficiency of change as well as upholding Hyatt’s core values regarding guests and employees.
Corporate Culture
Hyatt’s operating model is based on a concept called "caring for people so they can be their best," which underpins its operational ethos (Hyatt, 2023) . This culture fosters good health for the employees and diversity and passion for guests. Hyatt as a company respects a positive work environment, and for this reason, it is part of the “World’s Best Workplaces” list from Great Place to Work in the year 2022 (Great Place to Work, 2022). Analysing the company, it is possible to conclude that it absolutely conforms to Schein’s organisational culture model because it perfectly reflects the artefacts (the visible framework of the organisation), the values (shared visions and beliefs), and the hidden implicit assumptions (beliefs regarding the treatment of employees).
In the light of culture, Hyatt has a distinct policy that enforces employment and non-discrimination of diversity. According to the Hyatt official website, in 2023, 53% of the global workers were women, and 50% of workers in leadership positions were also women (Hyatt, 2023). Using Hofstede’s Cultural Dimensions with the Hyatt, one can see that the degree of ‘Individualism,’ which is relatively high, is well represented at the company owing to its insistence on the individual growth and appreciation of its employees that at the same time fosters teamwork and competition (Hofstede, 1980).
Hyatt has taken time to develop a culture that has credited it with low turnover rates and high customer satisfaction. A motivated employee is one who includes the company in its operations and recognises its efforts; it results in excellent customer service, a competitive advantage in the hotel business (Hinkin, 2010).
Organisational Goals
However, at the Hyatt, the overall strategic management objectives that guide the corporation are within growth, innovation, and sustainability themes. The strategic objectives of the firm include increasing its geographical coverage externally while ensuring that its service delivery is excellent and adopting environmentally friendly practices of business operations. Presently, Hyatt plans to open an additional 100 hotels every year by 2023, with the strategic growth in Asia-Pacific and the Middle East (Hyatt, 2023). Also, the sustainability goals are important, where they aim at limiting emissions of carbon by 27.5% by the year 2030 from the year 2017 as an indication of the company’s environmental conservation efforts.
At the property level, the strategic objectives reflect the scope of the business at the corporate level of delivering superior service and operation. Examples of organisational goals may include things such as achieving a guest satisfaction score of 90% or achieving the lowest possible operational cost and achieving market dominance within the locality. These objectives are well aligned with Hyatt’s vision statement in the area of ‘Caring for People So They Can Be Their Best’ that is reciprocated with an equal focus on fiscal profitability as well as guest satisfaction.
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Identification of Recent Change Initiatives
Over the past few years, Hyatt Hotels Corporation has embarked on a number of sharply focused change levers with the objective of increasing the firm's competitiveness in the international hospitality sector. One of the major shifts for customers has been a holistic digital transformation strategy that centres on using technology to enhance the customer experience. In 2022, Hyatt focused on creating a new digital platform that was to meet guest needs by using data analysis for customisation of guest experiences and other efficiencies within system bookings (Hyatt, 2023). The second important plan includes a continuous focus on sustainability/environmental responsibility. It is under this plan that Hyatt pledged to decrease its impact on the surrounding environment. Hyatt confirmed the “World of Care” plan in 2021 and bears a 27.5% cut down on carbon emissions by 2030 and remains an aspiration to get 100% renewable electricity for its hotels by 2030 (Hyatt, 2021). Furthermore, to meet the emerging markets, particularly the luxury or lifestyle sectors, Hyatt has been working to reposition some of its brands, such as Thompson and Alila, to fit into the growing market base.
 Impact Analysis of Changes
The recent changes of operation at Hyatt have substantially affected the firm and its public image. Technology is taken to improve the customer experience. The new platform is expected to increase the direct booking by a quarter in 2023 from 2020, and thus an indication that their dependence on third-party booking sites has been successful (Statista, 2023). In addition, the company has enhanced its brand associate through sustainability practices. In fact, the result has shown that Hyatt had managed to reduce its operational expenses by about fifteen percent through embracing energy-efficient activities and waste minimisation practices, as stated by Hyatt in 2023. Shifting toward prestige brands of luxury and lifestyle has helped reach the under-40, experience seekers, hence growing the business in these segments by 12% yoy (Skift, 2023). Such measures have served the purpose of putting Hyatt on a better pedestal in relation to consumer expectations and helping the company position itself as a progressive and environmentally friendly organisation.


Evaluation of Change Management

	Kotter's Step
	Application at Hyatt
	Effectiveness

	1. Establish a Sense of Urgency
	Emphasized the need for digital and sustainable transformation post-pandemic.
	High

	2. Form a Guiding Coalition
	Created cross-functional teams for digital and sustainability projects.
	Moderate

	3. Create a Vision
	Clear vision through "World of Care" and digital personalization initiatives.
	High

	4. Communicate the Vision
	Regular updates via internal and external channels, including stakeholder briefings.
	High

	5. Empower Employees
	Provided training for digital tools and sustainability practices at hotel level.
	Moderate

	6. Generate Short-Term Wins
	Celebrated initial success with direct booking increases and cost reductions.
	High

	7. Consolidate Gains
	Reinforced change by integrating digital tools and sustainability into daily operations.
	High

	8. Anchor New Approaches
	Built a culture that values innovation and environmental responsibility.
	High
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Assessment of Strategic Management
The choice of corporate-level strategy of Hyatt Hotels Corporation aims at growth, diversification, and sustainability, which sets the company as a premier global hospitality brand in the luxury and lifestyle space. In the long run, the company has its major objective of expanding its global portfolio with a focus on the fast-growing markets of Asia-Pacific and the Middle East. This expansion strategy is a combination of the expansion by increasing the number of luxury properties to accommodate the youths searching for experience. Hyatt has set their annual growth rate for 2023 at over 100 hotels; Hyatt Place and Hyatt House brands are especially orientated on business clients and long-term accommodation (Hyatt, 2023).
Hyatt would like to minimise environmental impacts and prioritise the development of environmentally friendly forms of activity through the “World of Care” program. This ranges from obtaining energy from natural sources to practicing the use of environmentally friendly building construction to the control of water and energy usage in the properties. 
Strategy Implementation Analysis
Hyatt’s strategic initiatives can be evaluated using SWOT analysis, which provides a clear view of the strengths, weaknesses, opportunities, and threats the company faces.
· Strengths: Strong brand portfolio, focus on luxury and lifestyle markets, high customer loyalty.
· Weaknesses: Dependence on North American market, vulnerability to economic downturns.
· Opportunities: Expansion in emerging markets, increasing demand for sustainable tourism.
· Threats: Intense competition, economic volatility, and geopolitical instability.

Porter’s Five Forces analysis also describes Hyatt’s strategic environment. The threat from new entrants is moderate because of high fixed costs, while the threat of attitude rivalry is high, with major players in the circuit being Marriott and Hilton. Supplier power is low and buyer power is high due to the fact that Hyatt has diversified suppliers and customers have numerous choices of where to stay. Substitutes pose a moderate threat, most significantly from online short-term rental agencies such as Airbnb, which has contributed to Hyatt selecting more localised unique selling propositions.
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This paper analysed Hyatt Hotels Corporation with a focus on the organisational structure, culture, changes within the last 2 years, and plans. Hyatt’s organisational structure could be classified as semi-decentralised because, while most decision-making processes are to some extent centralised, the company still puts enough freedom in its local markets to be innovative yet remain corporate. Such a corporate culture focuses on the welfare of such stakeholders as the employees and customers, and this has a unique effect on business performance and customer experiences. Innovations, environmental responsibility, and brand positioning advances within the past year have improved Hyatt’s competitiveness in the market. The strategic direction can be seen as coherent with the concept of expansion, innovation, and sustainability that can meet the new demands of travellers.

While the strategies that Hyatt has applied for the current fiscal year are justifiable from the contemporary strategic management rationales, they align with industry trends of the hospitality industry, specifically the following: Other hotel firms may also require emulating comparable strategies to remain relevant, certainly in today’s world where a consumer is becoming more conscious of the sustainable product and the unconventional, experiences-based type of tourism. The best practices used in managing change at Hyatt can help hotel groups aspiring to transform themselves to meet consumers’ increasing demanding needs in the market.
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Invest in Advanced AI-Driven Customer Service Technology: Spend capital on AI specialising in real-time monitoring of customer communication trends and preferences. This can also help Hyatt provide incredibly individualised consumer experiences, including specific lighting in rooms, suggestions for restaurants to visit, and favourite activities to do. The additional options of the chatbots and voice-activated services that will help facilitate guests’ requests will also lower response time and enhance the experience of guests.
Expand Operations in Targeted Emerging Markets: Development and growth in Asia-Pacific area, Middle East, and Africa because the markets in these regions are quickly developing and require elite and lifestyle brands. Through extending coverage to urban markets as well as regions that attract environmentally conscious consumers, Hyatt can involve local stakeholders in extending place responsiveness as well as brand customisation.
Diversify Revenue Streams Beyond North America: Hyatt could focus new revenue streams to decrease dependency on North American revenues; for instance, it should strive to add the concept of the branded residences and villa vacation clubs in different countries. Exclusive experience packages might engage those well-to-do travellers who look for optimum package solutions through local cooperation agreements with operators.
Examples of Best Practices
Marriott International’s “Marriott Bonvoy” Loyalty Program: Marriott promotes a loyalty program through which guests are able to be awarded depending on their preferences and other special privileges, and the method shows how customer loyalty can be achieved since it correlates breakthrough reward programs with guests’s interests.
Accor’s “Planet 21” Sustainability Program: Planet 21, the program designed by Accor to make sustainability part of the company's strategic management, has promoted an environmentally sensitive approach to operation, thus regaining the confidence of environmentally conscious customers.
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