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Hyatt Hotels Corporation was founded in 1957; however, it has evolved into a leading global hospitality company whose main focus is to provide premium services to its guests through a portfolio of products available through Hyatt Regency Corporation Park Hyatt and Corporation and Andaz Corporation (Law et al., 2020). Hyatt has a presence in more than 60 countries and has embarked on a culture of innovation, care, and inclusion to ensure that guests and employees remain loyal to the company (Fox, 2021). The purpose of this report will be to analyse Hyatt’s management by analysing its hierarchy, culture along objectives. Furthermore, it will evaluate some recent change initiatives and strategic direction, about their role in positioning Hyatt in the global hospitality market. By using this body of work, an understanding of Hyatt’s strategy towards attaining operational efficiency and improving the quality of services to guests will be given.
[bookmark: _Toc181112820]Organisation Structure, Culture, and Goals
[bookmark: _Toc181112821]Organisational Structure
Hyatt Hotels Corporation utilize a mix of the hierarchical and decentralised organizational structure. At the corporate level, to ensure sound decision making the company employs the traditional business pyramid structure while ensuring that the brand image is maintained. This structure also provides great control over each of Hyatt’s brands ranging from the one-and-two-star Hyatt Place to the luxurious Park Hyatt or extravagant Grand Hyatt (Tariq et al., 2022). However, Hyatt also unbundles particular kinds of processes, providing individual hotels with substantial freedom to operate according to regional markets and consumers’ tastes. The delegation of power to the general managers, as well as other officers within the local leadership teams, provides Hyatt with the unique capacity to adapt to the various regional guest needs and demands while managing the company on the micro-level. 
[bookmark: _Toc181112822]Corporate Culture
For Hyatt, business management is based on a system of providing respect, empathy, and integrity. Such principles create people-oriented conditions, in which both clients and workers are appreciated. More so for Hyatt, their commitment to a ‘care for people’ has been seen through corporate decisions calling to promote diversity practices and effective career mobility strategies (Wirya et al., 2023). This culture also lies in the fact that the company has DEI as one of its holistic hiring, training, and development initiatives (Hadi Atmoko et al., 2024). This reinforcement culture has a flow-down effect on operations, as employee involvement and morale improve; which in any given business leads to more efficient service delivery to the guests. Research done in the field of hospitality management emphasizes that textually involved employees act as the main driver for generating satisfying guest experiences because they are willing to exceed guest expectations.
[bookmark: _Toc181112823]Organisational Goals
Corporate Goals: The ultimate vision at Hyatt can be summed up with the statement for Hyatt to be the first choice of hospitality brand to guests, colleagues or the owners. This objective is backed up by practices of sustainable growth, creating unique customer experiences and encouraging the right company culture (Rai et al., 2022). It is at this level that Hyatt undertakes brand expansion strategies and a geographical layout to capture novel markets. This strategic growth is supported by operational focus as well as company values, such as business responsibility, environmental protection and social contributions. For example, Hyatt’s “World of Care” initiatives target even relative emission reductions for such categories as waste, energy, and suppliers.
Individual Unit Goals: Lands federally resonate corporate goals which, at an individual hotel level, are set to address both corporate objectives and local market conditions. Every single property practice should maintain Hyatt’s brand guide and standards but at the same time embrace specific identity to that area and people (Qi, 2023). Thus, goals at this level may refer to such things as achieving high scores for guests’ satisfaction, working with maximum productivity, and encouraging and motivating employees. Typically, company-focused measures like the guests’ satisfaction, employees’ satisfaction and the company’s financial position are checked often for conformity with the corporate objectives (Weed, 2020). Also, separate hotel is typically engaged in participation of the local community programs, as part of Hyatt’s general mission to be socially responsible within the organizations’ operational locations.
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Over the last few years, Hyatt Hotels Corporation has managed to implement several large-scale change efforts to meet new market and customer needs. There has been diversification which has been driven by acquisitions such as the acquisition of Apple Leisure Group (ALG) in 2021 to enter the lifestyle Hotel segment (Guataqui Avendaño, 2021). This acquisition complemented Hyatt’s focus on the luxury and the leisure segment both by diversifying its product and expanding an existing portfolio of all-inclusive resorts as well as filling gaps in its geographic footprint thus better positioning Hyatt to serve key leisure travel markets in the Caribbean, Latin America, and Europe. Also, more attention has been paid to digitalization; the company has advanced its mobile application, as well as implemented contactless check-in/checkout methods and smart room access (Yue and Xu, 2018). These digital solutions that got a boost due to the COVID-19 pandemic were meant to solve the increased guest demand for contactless experiences. Another sustainability effort includes a Hyatt initiative called “World of Care,” which provides a clear grasp on Hyatt’s sustainability and social responsibility plan for cutting carbon footprint, managing waste, and advocating the integration of people and communities at large into the company’s processes.
[bookmark: _Toc181112826]Impact of Change Initiatives on the Organisation
A recent example is the recent affiliation to the lifestyle and luxury business by the acquisition of ALG will enable Hyatt to tap into the market and share more of the hospitality industry. Therefore, not only has Hyatt augmented its physical portfolio through acquisition but has also broadened its services for dealing with all-inclusive ALG brands to attract upscale, all-inclusive clients (Tariq et al., 2022). This reason has contributed to increased brand awareness of the leisure travel market segment and improved Hyatt’s positioning against other global hotel chains which also offer all-inclusive services. ALG integration has also brought in extra sales revenues for Hyatt from the regarded most profitable and consumer-friendly sector.
It is seen that digital transformation activities increased the performance of operations and guest satisfaction, especially in the new normal created by COVID-19. There are contactless procedures for check-in, digital keys for rooms, and in-app services for rooms to help provide accommodation preferences to those who use technology that is fast and efficient (Wirya et al., 2023). These kinematics have not only helped to improve customer experience but also eased pressure on hotel workers eliminating time-consuming activities and leaving them having a more direct engagement with customers.
Hyatt company has established the World of Care program, which supports sustainability in the company and reflects the customers’ desire to choose an environmentally friendly company (Rai et al., 2022). This commitment to sustainability not only helped in reinforcing the Hyatt brand but also involves the essential framework for consistent operational cost savings including resource conservation as well as energy efficiency in the future. From experience, the initiative has been very effective in improving the employees’ morale as well as attracting customers in the unknown niche of corporate social responsibility, thus placing Hyatt in a better position than competitors who do not consider sustainability.
[bookmark: _Toc181112827]Evaluation of Change Management
These changes are even indicating the initiative causing management because Hyatt’s management of these initiatives illustrates a strategic approach to organizational change. Hyatt has acquired ALG through a structured integration whereby ALG was made to integrate with Hyatt's Brand Standards and Culture. It appeared smooth because Hyatt was able to adapt to ALG’s existing framework while making efforts to maintain brand standardization in new properties (Fox, 2021). That Hyatt has employed strategic planning in this acquisition and professionally managed the process shows that the organization has properly managed change to avoid getting trapped in operational mishaps associated with most large-scale acquisitions.
As for the digital business model, Hyatt chose an organic strategy as it determined and introduced several contactless solutions to address the customers’ urgent requirements during the pandemic. This timely response was exemplary in showing that the company is ready to adopt new measures to prioritize guest safety and convenience (Kim, 2024). Hyatt also made arrangements that allowed employees to guarantee that they could tackle offering the new digital features reflected by the company’s webpage and attend to guests’ concerns.
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On sustainability plans, Hyatt Hotels Corporation's strategic focus is based on the growth of Hyatt’s presence across the globe, building up brand recognition among clients, and improving guest satisfaction with provided services and products. The goal of the organization is that of being the ‘choice’ branded organization, especially within the hospitality industry; with particular attention given to ‘prestige,’ ‘target,’ and ‘luxury’ segments (Novianto, 2018). As to the example, Hyatt continues its expansion for the leisure and resort segment driven by the acquisition and affiliated growth opportunities in the appealing high-growth markets (Gomes, 2023). Furthermore, Hyatt addresses a strategic corporate responsibility by aiming to have sustainable operations as a strategy for the company’s long-term position in an expanding market of customer and socially-oriented values.
[bookmark: _Toc181112830]Strategies to Achieve Long-Term Objectives
Acquisitions have been the driving force of Hyatt’s development in its attempt at actualising strategic management plans. One of them is an acquisition of Apple Leisure Group (ALG) which makes Hyatt one of the key players in the luxury and all-inclusive resort business (Xu, 2023). This acquisition provided Hyatt with additional scale and geographic diversification, especially in high-desire leisure locations consistent with the company's goal of being the preeminent operator of upscale hotel assets. Additionally, Hyatt has cloned more and more selective affiliations with other wholesalers, irrespective of being luxury as well as boutique, to come up with a new chain of products and services and obtain a bigger customer base while not compromising the brand value.
Finally, its ‘World of Care’ sustainability campaign presents efforts by the Hyatt corporation to ensure they adopt sustainable business operations, bearing high regard for the environment and community (Roy, 2022). Another strategic implementation of goal 13 is that the goal mentioned above, they are working to build a sustainable brand image to gain more customers that would be loyal to the company, thus obtaining more financial profits for the company in the long term (Toma and Grădinaru, 2018). Altogether, Hyatt’s multiple strategies effectively place it to accomplish sustainable profitable growth, innovation, and leadership in the worldwide premium hospitality industry.
[bookmark: _Toc181112831]Conclusion
Consequently, the Hyatt Hotels Corporation’s strategic map focuses on growth via acquisition, digital evolution, and environmentalism. In addition to ALG, Hyatt acquired Apple Leisure Group, which helped the company to expand into the high-end all-inclusive segment, and thus increase its penetration through the popularity of this segment among high-end travellers. Measures are taken in such sectors as the use of Information technology has enhanced efficiency and customer experience since many people prefer easy access and minimal interaction with others. Moreover, the programme called “World of Care” enlightens such aspects of the company’s activity as concern for environmentally friendly and socially responsible policies which may satisfy a modern consumer with his/her focus on the environmental issue. By such approaches that Hyatt has adopted in its business model, the firm has provided clear and integrated strategies that can ensure it balances growth and flexibility in the evolving global hospitality industry to become one of the leading and ready-to-take-on competitors in the market.
[bookmark: _Toc181112832]Recommendations
1. Enhance Localized Experiences: Hyatt should continue decentralising individual hotel units to create differentiated culturally meaningful experiences. Hyatt can also choose to implement local art, food and culture; this will create a more distinctive identity for each property, capture guests who are interested in the local experience and forge closer links with each location (Anderson and Han, 2018).
2. Strengthen Digital Personalization: Adding value-added services to guests, especially in line with individual guests’ preferences, would add value to the digital capabilities. Such services as guest preferences for room services, meals, and entertainment may build loyalty around the Hyatt brand and further boost the company’s image as a customer-oriented organization (Bekele, 2020).
3. Expand Sustainability Efforts: Further to the “World of Care” management could set property-level targets that may include water conservation campaigns where the property is located in a water-scarce area (Jha, 2018). This level of operation proves the company's environmental sensitivity and caters for the demands of various regions.
4. Invest in Staff Development: Everyday customer service, cultural competency, and technology would enhance the ability of the employees to provide excellent guest service (Guataqui Avendaño, 2021). It is a form of investment into staff and people that, when reciprocated affects employee satisfaction which then improves guests’ satisfaction thus driving the Hyatt brand.
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