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[bookmark: _Toc220623799]Executive Summary 
The significance of proper stakeholder participation regarding successful design, launch and adoption of the StaySmart+ service in Marriott International is explored in this report. This report is based on the role of structured and strategic stakeholder engagement in assisting the innovations, lessening of risk and advancement of the organisational performance within global hospitality industry. StaySmart+ is a high-end customer experience project to include artificial intelligence-enhanced guest interaction tools, personalised travel planning and amenities focused on sustainability to enhance brand differentiation and operational efficiency.
The report lists the critical internal stakeholders, such as the top leadership, the project management, the IT teams, the operations staff and the marketing and human resources functions, and the external stakeholders, including the customers, AI technology suppliers, the regulators and the local communities. These stakeholders are very different concerning their power, interest and influence and therefore particular engagement strategies are very important. To deal with this complexity, the report uses developed stakeholder engagement models, which are the stakeholder theory by Freeman, the stakeholder power-interest matrix, communication planning systems and responsibility allocation strategies (Freeman, 2010; Mitchell, Agle and Wood, 1997).
The results suggest that the successful stakeholder interaction results in better collaboration, positive customer experience outcomes, and ethical, cultural, data privacy risks reduction involved in adopting AI in the hospitality sector. The report would also extend with strategic suggestions on how the company could enhance communication, entrench ethical AI governance, and maintain long-term stakeholder relationships that would reinforce Marriott International global innovation goals (Law et al., 2025; Bulchand-Gidumal et al., 2024).
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[bookmark: _Toc220623800]1. Introduction to the Company and Project 
Marriott international is a hotel chain that ranks among the largest hospitality organisations in the world offering a wide variety of brands in luxury, premium and select-service hotels. The organization through its presence in more than 130 countries has built a good reputation in terms of service quality, innovation and customer-focused operations. London is a strategically important operational and innovation centre to Marriott international because it is conveniently placed in terms of global connectivity, customer base and regulatory impact in the international hospitality markets.
Accommodation, food and beverage operations, loyalty programmers and digitally enabled guest services are the major services offered by Marriott international. The organization is also making continued investment in the field of technological innovation in response to changing customer expectations and heightened competition to improve customer experience and operational efficiency. The Stay Smart + project is one of those initiatives, which is a premium customer experience service and has to be implemented globally with select hotels.
Stay Smart+ incorporates the guest interaction systems with artificial intelligence that facilitate prompt communication and service responsiveness. It is also in the project that individualized travel and service planning tools are presented, which customize the experiences of the guests as per their needs and behavioral information. Moreover, the amenities based on sustainability are integrated into the service to meet the growing environmental awareness and responsible tourism demands (Bulchand-Gidumal et al., 2024; Blanco-Moreno et al., 2025).
Stakeholder engagement is an important aspect in the project since it is a large and complex undertaking. Global hospitality innovation entails various stakeholders groups who have different interests, cultures and ethics. An effective engagement would allow achieving the alignment, trust and collaboration, and minimizing the resistance and risk in the implementation of AI adoption and sustainability initiatives (Freeman, 2010; Parmer et al., 2010).
[bookmark: _Toc220623801]2. Organizational Appraisal (SWOT & PESTLE Analysis) 
[bookmark: _Toc220623802]2.1 SWOT Analysis
Marriott International has a number of strengths that facilitate the adoption of the Stay Smart+ project. The organization enjoys a good international brand image, vast global presence and built online solutions. The experience it has had in the organization of large-scale technological projects gives it a strong base to develop AI-based services innovation (Bulchand-Gidumal et al., 2023). Also, a willingness to be sustainable increases the level of trust and brand credibility to Marriott by stakeholders.
Nonetheless, there are also weaknesses in the project. Adoption of AI is very expensive, especially in the deployment of systems in global markets. Moreover, the effective deployment of Stay Smart+ implies comprehensive employee training so that the staff can easily communicate with AI-based tools that can cause a temporary disruption in the operations (EHL Hospitality Business School, nod).
There are significant opportunities presented in the project. The rising demand of personalized services in the hospitality sector generates competitive advantages to organisations that effectively use AI technologies. Moreover, the increasing demand rates of sustainability among the consumers can give Marriott a chance to develop stakeholder relations and increase the customer loyalty (Sun, 2024).
Although there are these opportunities, there are a number of threats. The privacy of data and ethical concerns related to the use of AI pose regulatory and reputational dilemmas especially when such a strict framework is implemented like the GDPR. It can also have limitations to adoption due to cultural resistance of employees and customers in some markets when stakeholder issues are not adequately resolved (Law et al., 2025). 
[bookmark: _Toc220623803]SWOT Analysis – Marriott International (Stay Smart+ Project)
	Strengths
	Weaknesses

	• Strong global brand reputation and market leadership in the hospitality industry
	• High initial costs associated with AI system development and deployment

	• Extensive international presence enabling large-scale rollout of Stay Smart+
	• Significant staff training requirements to support AI-enabled services

	• Established digital infrastructure and experience with technology-driven innovation
	• Dependence on external AI technology vendors

	• Strong customer loyalty programmers and data-driven service capabilities
	• Potential internal resistance to change from employees

	Opportunities
	Threats

	• Growing demand for personalized and technology-enhanced guest experiences
	• Data privacy and cybersecurity risks associated with AI adoption

	• Increasing customer and stakeholder focus on sustainability initiatives
	• Ethical concerns surrounding AI use and algorithmic transparency

	• Competitive differentiation through AI-driven premium services
	• Regulatory complexity across international markets (e.g. GDPR compliance)

	• Long-term operational efficiency and cost optimization
	• Cultural resistance to AI adoption in certain global regions
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The political aspects comprise different global laws that regulate the protection of data and digital services, which directly affect the implementation of systems based on AI. Financially, changing international tourism demand and an increase in the costs of operations can have an impact on the investment ability. Increasing customer demands on individualized, responsible and sustainable hospitality are evident in social factors.
Technological forces focus on the fast innovation of AI and digital transformation that generates opportunities as well as implementation threats. The compliance with GDPR and data governance requirements prevail in the legal domain. In the environmental context, sustainability norms and responsible tourism remain the factors that influence the stakeholder expectations and corporate strategy (KPMG, 2024; Blanco-Moreno et al., 2025).
[bookmark: _Toc220623805]PESTLE Analysis – Marriott International (Stay Smart+ Project)
	Factor
	Key Issues Relevant to Stay Smart+

	Political
	• Varying international regulations affecting AI deployment and digital services
• Government policies influencing tourism and international travel
• Regulatory oversight on data protection and consumer rights

	Economic
	• Fluctuating global travel demand impacting revenue forecasts
• Rising operational and technology investment costs
• Economic uncertainty affecting hospitality spending patterns

	Social
	• Growing customer expectations for personalized and seamless digital experiences
• Increasing awareness of sustainability and ethical business practices
• Cultural differences in acceptance of AI-driven services

	Technological
	• Rapid advancements in artificial intelligence and data analytics
• Dependence on reliable digital infrastructure and cybersecurity systems
• Need for continuous technology upgrades and staff training

	Legal
	• Compliance with GDPR and international data protection laws
• Legal accountability for AI decision-making and data governance
• Contractual obligations with technology vendors

	Environmental
	• Pressure to reduce environmental impact and support sustainable tourism
• Implementation of eco-friendly amenities and energy-efficient operations
• Stakeholder expectations for transparent sustainability reporting



[bookmark: _Toc220623806]3. Identification and Categorization of Stakeholders 
Stakeholders are individuals or groups of people, which may influence or be influenced by accomplishment of organizational objectives. The stakeholder theory of Freeman underlines that organisations should put into focus the interests of the entire stakeholders instead of focusing on those of shareholders (Freeman, 2010). The identification and categorization of the stakeholders used in the discussions on the context of the Stay Smart+ project is necessary because of the global nature of the project and the complexity of the technology.
The other critical internal stakeholders are the senior leadership that gives the strategy, resource allocation and governance control. The project management team has the role of coordinating activities, managing time and keeping the stakeholders on track. IT and operations teams are very important in the adoption of AI systems and integrating them into the existing service processes. Marketing and human resources functions have the role of communicating value propositions, change management and staff capability development.
Customers are external stakeholders and they are the key determinants of the success of the Stay Smart+ as customers receiving the AI-driven and personalized services. The acceptance and trust they have had a direct impact on adoption and brand reputation. Vendors of AI technology are also key stakeholders, who are able to offer technical expertise, reliability of the system, and continued support. Another impactful group is regulators because there is a requirement to comply with data protection and ethical standards of AI. Stakeholders also include local communities, especially where the sustainability efforts and employment practices have any implications on the social and environmental performance (Mitchell, Gale and Wood, 1997; Wood, Mitchell and Gale, 2021).
These stakeholders have different power and influence. The senior leadership and regulators have high power and influence, and customers have high interest and indirect power by the market behaviour. This means that to engage stakeholders effectively, differentiated strategies have to be used based on the analysis of stakeholder salience and power-interest (Mitchell, Gale and Wood, 1997).
(Visual required: Stakeholder Power–Interest Matrix)
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The proper coordination of various stakeholder groups with different roles and responsibilities and level of influence is the key to successful implementation of the Stay Smart+ project at Marriott International. The strategic value of senior leadership is to offer the vision, a decision that will be approved to make investments and alignment between the project and the long-term business objectives of Marriott. They play a crucial role in legitimizing the project, and they are also instrumental in getting organizational wide support (Freeman, 2010).
Planning, coordination and implementation of the Stay Smart+ initiative is the task of project management team. This also involves the control of time, budgets, risks and stakeholder expectations within different geographical markets. IT and operations teams bear technical and operational tasks, such as integrating AI systems, securing information, ensuring reliability of the system, and its overall availability. The marketing teams will promote the value of Stay Smart+ to the customers, whereas; human resources teams will take care of training the staff, managing change, and engaging the staff to be ready to work (Ulla, 2023).
The external stakeholders are also involved in the project success. Customers give necessary feedback that determines service design and rates of adoption. The vendors of AI technologies provide technical skills, ability to maintain and innovate the system, which allows Marriott to provide higher-level personalized services. Regulators are also meant to make sure that the data protection and ethical standards of AI are followed, and the local community is influenced by the sustainability programs and the employment policy related to the project (Law et al., 2025).
These are stakeholders that are significant to the implementation of the Stay Smart+. Internal stakeholders bring organizational knowledge, operation know-how and strategic management, whereas the external stakeholders bring technological innovation, market legitimacy and regulatory assurance. Efficient teamwork helps to improve the quality of services, increase brand credibility and help to achieve a competitive edge in the worldwide hospitality sector (Bulchand-Gidumal et al., 2024).
Nevertheless, a number of challenges have to be dealt with. The operational complexity is based on the need to coordinate the stakeholders in the international markets characterized by different regulatory and technological conditions. The cultural diversity can cause dissimilar attitudes to the adoption of AI and personalization of the services, which can cause resistance amongst employees or consumers. Ethical and AI-related issues, especially on data privacy, transparency and algorithmic bias are reputational and compliance risks to be actively addressed (Yilmaz, 2025; Law et al., 2025).
The stakeholder salience theory emphasizes that high power stakeholders possessing high legitimacy and urgency must be given priority approaches as stakeholders. When the power of the stakeholders is not recognized, the impact can be conflict, sluggish or less adoption. Consequently, it is necessary to know the stakeholder roles, advantages and difficulties so as to create viable engagement mechanisms that promote effective project deliverables (Mitchell, Gale and Wood, 1997).
[bookmark: _Toc220623808]5. Stakeholder Engagement Frameworks and Tools 
Marriott international needs to use systematic stakeholder engagement models and instruments to handle the complexity of the stakeholder relationships in the Stay Smart+ project. These tools facilitate the process of systematic decision making, define responsibilities and improve communication between the internal and external stakeholder groups.
The stakeholder power-interest matrix is an important tool that is used to group the stakeholders according to the amount of interest and influence to the project. Senior leadership and regulators usually are in high-power, high-interest category and need close engagement and constant communication. The customers and the local communities tend to be quite interested with different levels of power and require consultative and informative engagement strategies. The matrix helps project managers to rank the resources and fit the engagement strategies accordingly (Mitchell, Gale and Wood, 1997).
RACI matrix is a compulsory obligation assignment device that displays who is responsible, accountable, consulted and informed of the activity undertaken in a project. The position of senior leadership in the Stay Smart+ project is to approve the strategic aspects of the project, the project manager to deliver, the system implementation part of the project to the IT teams, and the marketing and HR teams to consult on communication and training processes. The RACI matrix eliminates confusion, role-invasiveness and improves responsiveness, which is needed in intricate global projects (Oxford University, 2020).
The stakeholder engagement plan details the engagement approach of all the stakeholder groups in the lifecycle of the project. This involves setting goals of engagement, frequency, process and success measures. An example of this is regular briefings with the senior leadership to ensure that the strategy is on track, and workshops and feedback sessions with employees and customers to facilitate acceptance and adoption. This kind of planning leads to trust and long-term commitment (Parmer et al., 2010).
Communication plan is the complement of the engagement plan, as it acts as a deed that delineates the communication channels, message, time and accountability. Effective communication enhances transparency and solves resistance especially in the introduction of AI-driven services because they are clear and consistent. Ethical issues and cultural differences within the international markets should be managed with effective communication (KPMG, 2024).
[bookmark: _Toc220623809]6. Stakeholder Engagement Process and Conflict Management (4C’s Model) 
The Project Manager in the Marriott international is central to the efficient involvement of stakeholders in the process of the lifecycle of projects of the Stay Smart+. The Project Manager plays the role of the central coordinator, who has a role to align the strategic objectives to the operation execution and balancing the different interests of the internal and external stakeholder in the global markets. The intricacy of technology and the international nature of Stay Smart+ require organized engagement processes to reduce the risk, control the expectations and achieve the successful project delivery (Freeman, 2010).
To do so, the Project Manager uses the model of 4Cs of communication, collaboration, consultation and commitment, which offers a systematic and pragmatic way of engaging stakeholders in a complex project. All the components of the model assist various phases of engagement and result in conflict prevention and resolution.
Effective stakeholder engagement is based on communication. Communication in the case of Stay Smart+ will entail the open, prompt and transparent sharing of information with project stakeholders about the project objectives, as well as progress, risks and probable results. In the case of internal stakeholders especially the employees and operation teams, communication is very essential in articulating how AI-based systems will facilitate service delivery as opposed to human roles being eliminated. Uncertainty and anxiety are some of the main causes of resistance in technology-based change programs, which are minimized through clear messaging (KPMG, 2024). To external stakeholders, like customers and regulators, the openness of data use, privacy protection and ethical AI actions is crucial to their trust and legitimacy (Law et al., 2025).
Collaboration is about establishing collaborative relationships among the stakeholders in order to reach common objectives. In Marriott international, coordination is necessary among the project management team, IT team, operations team and AI technology vendors in order to incorporate the Stay Smart+ into the current systems and service process. The cross-functional working allows to share the knowledge, be innovative and solve problems faster, which decreases the possibility of technical failures or disruption of operations. On the external front, they should form partnership with technology partners to facilitate perpetual enhancement and innovation, as well as develop partnership with regulators to promote compliance in various jurisdictions (Parmer et al., 2010).
Consultation is based on active seeking of the input of stakeholders in decision-making processes. Consultation with employees in the case of Stay Smart+ would enable the Project Manager to recognize operational issues, training requirements and concerns associated with the adoption of AI. This participative strategy makes employees more accepting and less resistant since the staff feels that the change process is theirs. Customer consultation is also crucial since feedback by customer’s shapes personalization of services, usability as well as experience. Studies have shown that consultation leads to a sense of fairness and trust especially in initiatives that involve digital surveillance or data-driven technology (Bulchand-Gidumal et al., 2024).
Commitment is the continuous interaction of the stakeholders. To the Project Manager, commitment is to ensure that the stakeholders are involved not only in the planning but also during implementation and evaluation. The commitment of senior leadership is in particular important, because it is an indicator of organizational priority, and it grants the power to eliminate the crisis and distribute resources. Long-term commitment also facilitates flexibility so that the project team can react positively to risks and stakeholder issues as the project develops (Freeman, 2010).
Nevertheless, in spite of the use of structured engagement processes, there is no possibility of avoiding conflict in this global hospitality project of this magnitude. Attitudes towards AI, privacy and service personalization may be affected by cultural differences in different international markets. Some areas have customers and employees that are not as used to the automated interactions or data collection. The Project Manager is thus required to change the engagement approaches to fit the cultural norms and expectations of the locals so that misunderstanding and resistance is averted through culturally sensitive communication and consultation techniques (Yilmaz, 2025).
Another challenge is resistance among the personnel to the adoption of AI. Workers will be afraid of being displaced or losing autonomy or even being monitored. To overcome this resistance, it is necessary to combine open communication, skills building, and reassurance that AI is not supposed to supplant human service provision, but rather improve it. Fear can be minimized through the training programmers and participatory consultation to create a more favorable attitude toward technological change (Law et al., 2025).
Ethics and privacy of data is also another significant source of possible conflict. Data protection, standards like GDPR, and ethical use of AI are critical in ensuring the confidence of stakeholders. Lack of addressing these issues could lead to reputational losses, sanctions on the regulatory system and loss of trust. The Project Manager should thus collaborate with the legal, compliance and technology stakeholders to entrench the mechanisms of ethical governance and accountability into the engagement process (Law et al., 2025).
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Stakeholder engagement is effective as it has a massive impact on the business performance outcomes of large-scale hospitality innovation projects like Stay Smart+ at Marriott International. Through strategically involving both internal and external stakeholders in the entire project lifecycle, Marriott can increase project success, customer satisfaction, the brand reputation, and financial and operational performance. Nevertheless, the effect of stakeholder engagement should be considered critically so as to identify the benefits as well as the limitations inherent in the process.
Stakeholder engagement will help in enhancing the coordination, effectiveness of decision making, and mitigation of risk in terms of the success of a project. The involvement of senior leadership gives it a strategic direction and resources are allocated in good time, eliminating uncertainty and delays. Cooperation of project managers, IT teams and operational staff makes sure that the systems based on AI are implemented successfully into the current service processes. Studies indicate that projects with high intensity of stakeholder engagement will experience increased adherence to time, cost and quality goals because any potential risk is detected early and there is a collective ownership of the project outcomes (Ulla, 2023). The work with the vendors of AI technologies at Marriott International also improves the reliability of the system and its innovation opportunities, which raises the chances of the successful implementation of the Stay Smart+.
Stakeholder engagement directly influences customer satisfaction, especially via consultation and feedbacks. The involvement of customers in the development and testing of Stay Smart+ will help Marriott to provide customers with customized and reactive services according to their wishes. With a transparent and ethically deployed AI-based personalization, convenience and perceived quality of service increase, resulting in greater satisfaction and loyalty (Bulchand-Gidumal et al., 2024). Yet, these advantages can be compromised due to poor engagement in case the customers are not comfortable with data gathering or robot interactions. This underscores the essence of continuous communication and trust-building in order to maintain positive customer results.
The involvement of the stakeholders is also essential in the development of the brand reputation. The attention to regulators, employees, and customers in implementing AI technologies shows that Marriott is a responsible company with ethical leadership. Effective communication on the topic of privacy, transparency, and sustainability of data enhances confidence in stakeholders and ensures brand reputation in a very competitive international hotel industry (KPMG, 2024). On the other hand, engagement failure potential puts the organization at the risk of reputational loss tied to moral issues of AI, or legal failure or unfavorable publicity. According to Law et al. (2025), any ethical vices in the implementation of AI can quickly undermine the trust of stakeholders and harm the brand that has been built over a long time.
Stakeholder engagement is effective on financial and operational performance in terms of efficiency, innovation and long-term profitability. By cooperating with its technology partners, Marriott can use AI to optimize its operations, including better responsiveness of its services and resource distribution. The involvement of employees also increases productivity, service stability and flexibility, at times of technological transformation. Moreover, sustainability-oriented stakeholder relations may lower operating expenses and attract socially minded customers, which can also lead to the increase of the revenue and competitive edge (Blanco-Moreno et al., 2025). Engagement has strategic value, as evidenced by these advantages that extend past the short-term project results.
Nonetheless, there are no limitations on stakeholder engagement despite these positive effects. The engagement processes may be resource-demanding, and they take much time and financial resources as well as managerial efforts. In organisations of international nature like Marriott International, the need to coordinate the activities in different cultural, regulatory and technological environments may slow down of the decision-making process and make it more complex. When efficiency and inclusivity are at odds with competing interests, this can also cause tension especially when one is on a tight time frame and quick innovation is needed (Parmer et al., 2010).
Moreover, quantifying the direct influence of the stakeholder engagement on the business performance may be hard. There are several external factors that affect performance outcomes among which are market conditions, technological change and regulatory developments. Consequently, the attributive role of engagement initiatives in improving performance and performance may be putting too much complex organizational dynamics. Another threat is over trusting AI-driven solutions which can create vulnerabilities in operations in the event of system failures, or when trust in the system is undermined due to stakeholders (Yilmaz, 2025).
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In order to increase the efficiency of stakeholder participation in the upcoming projects like Stay Smart+, the Marriott International needs to be more formal, proactive and ethically oriented. To begin with, communication strategies need to be reinforced further to provide uniformity, openness and availability to all global markets. Effective communication to the various stakeholder groups, such as employees, customers and regulators, will lower the level of uncertainty and counteractions, especially regarding AI-powered services and data utilization practices (KPMG, 2024). Periodic refreshing of knowledge through various channels may facilitate mutual knowledge and consistency.
Second, Marriott ought to create feedback loops with its stakeholders instead of conducting consultations occasionally. Constant feedback systems, including the employee forums, customer survey and post implementation review, helps the organization to determine arising issues and modify the engagement strategies to suit them. Consultation Continuous consultation builds trust and enables stakeholders to feel their value in making decisions especially in technology-driven innovation projects (Bulchand-Gidumal et al., 2024).
Third, the organization must institutionalize ethical AI governance systems to overcome the stakeholder issues surrounding privacy, transparency and accountability. Clearly stated policies of data collection, usage and algorithmic decision-making will be an example of ethical leadership and regulatory adherence. Incorporating ethical control into the systems of project governance will also minimize the reputational and legal risks linked to the adoption of AI (Law et al., 2025).
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This report has critically discussed the role of stakeholder engagement in helping Marriott International to launch and implement the Stay Smart+ project successfully. Using the stakeholder theory and engagement theories, the analysis revealed that managing the complexity behind global hospitality innovation and AI-based service delivery is based on proper engagement.
The report has recognized key internal and external stakeholders and considered their roles, duties, gain and limitations. It showed how the clarity, accountability, and collaboration are facilitated by structured engagement tools and structures, such as the power-interest matrix, RACI matrix and engagement planning. The use of the 4Cs model brought out the relevance of communication, collaboration, consultation and commitment in the management of the stakeholder relationship and conflict resolution in a variety of cultures and regulatory environment.
The results underlined that the positive effects of proper stakeholder engagement are the success of the project, satisfaction of customers, brand reputation and financial and operational performance. Nevertheless, the analysis also identified limitations such as the resource-consuming character of engagement and the inability to harmonies the interests of competing stakeholders in global organisations. These facts support the idea of the necessity of adaptive, ethical, and contextual engagement practices.
The primary lessons learned during the Stay Smart+ project include the fact that stakeholder engagement should be a continuous process that should be transparent and strategic towards the organizational goals. As a way of ensuring trust and legitimacy, ethical governance, especially concerning the adoption of AI, is necessary. Such conclusions are directly related to the learning outcomes of the module, as they show the possibility to develop the stakeholder engagement mechanisms and evaluate their advantages and disadvantages critically.
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