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[bookmark: _Toc224412075]Executive Summary
StaySmart+ is a 6-month pilot which employs AI solutions such as chatbots and personal itineraries within the Marriott hotels in London. It will maximise guest contentment and operate the hotel more efficiently, as well as fulfil the Serve 360 sustainability objectives of Marriott. Using the robust brand name of Marriott and its existing digital platform, StaySmart+ aims to fulfil the emerging consumer needs of personalised, tech-sponsored, and environmentally friendly hospitality services and satisfy the broader sustainability promises of Marriott (Marriott International, 2025; Razzak and Mahmud, 2025). External stakeholders such as guests, technology providers, regulators, and sustainability partners balance internal stakeholders such as senior leadership, project managers, IT, hotel managers, frontline staff, and marketing divisions, with different stakeholders having varying levels of influence and interest (PMI 2015; Ashcroft, 2017). The report examines the two key frameworks. The Stakeholder Salience Model aids in determining the degree of attention to be paid to various groups, and the 4C model assists in determining how these groups would be engaged. RACI is maintained as an operational tool and does not serve as a primary method of analysis (Tiew et al., 2022; Bourne, 2022).
The frequent communication and the employee's ability to respond also make them feel they are part of it and not resistant to the AI implementation, which leads to its success (Tong and Chan, 2022; Fajonyomi, 2024). The main results include that the successful continuous stakeholder engagement positively correlates with guest satisfaction, staff motivation, operational effectiveness, brand image, and adherence to ethical and sustainability principles (Bist, 2025). Management of cultural differences, digital skills gap and departmental competing priorities continue to provide a challenge. The following recommendations are suggested for formalisation, further staff education in AI ethics and digital competencies, and the adoption of local engagement rates depending on the regional diversities (Wada, 2024; Archana, 2025). Sustaining competitive advantage and environmental commitments is also recommended by strengthening long-term sustainability partnerships (Saunila et al., 2024).
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[bookmark: _Toc224412076]Introduction
Marriott owns over 9,700 hotels across 130 countries and operates luxurious brands, and hence London is a strategic location for new digital services that its guests can utilise (Marriott International, 2025). Marriott has a substantial portfolio in London with premium and luxury brands like Marriott Hotels, Sheraton, Westin, Renaissance, and JW Marriott, which makes the city a strategic location to innovate, host international business, and upscale tourism. The operations of the group consist of hotel ownership and franchising, brand management, customer loyalty via Marriott Bonvoy, and provision of standardised and locally adapted guest experiences. Strategically, Marriott is positioned as a high-end, experience-based, and more technologically empowered organisation, with sustainability built in through projects like Serve 360, which is responsible sourcing, reducing carbon, and impacting communities (Marriott International, 2025). 
Herein, the proposed project, StaySmart+, constitutes a strategic addition to the premium service delivery at Marriott London, and is scheduled to be implemented in the selected global markets within a six-month period. StaySmart+ will combine AI-based guest management solutions, such as smart chatbots and anticipatory service orders, to enhance turnaround time and efficiency. Marriott shows additional actions supporting environmental commitments by implementing a sustainability-oriented amenity to meet consumer demands to travel responsibly (Razzak and Mahmud, 2025). Nevertheless, stakeholder involvement is complex because Marriott operates in different cultural and regulatory environments. Kim et al. (2025) argue that the expectations of guests, employee attitude to AI technologies, perceptions of data privacy, and regulatory demands concerning data protection and sustainability differ widely by the market because of the cultural differences. 

[bookmark: _Toc224412077]Situational Analysis: SWOT, PESTLE, and SMART Objectives
[bookmark: _Toc224412078]SWOT Analysis (Project-focused: StaySmart+)
SWOT considers the strengths, weaknesses, opportunities, and threats of StaySmart+ to aid in the choice of strategy and risk management.
	Strengths
	Weaknesses

	· Strong global brand reputation enhances trust in new digital services.
· Marriott Bonvoy loyalty programme provides in-depth guest information that can be used by AI to customise experiences. (Marriott International, 2025).
· Existing digital infrastructure and data analytics capability.

	· Digital skills gap among frontline staff affects AI adoption
· Due to the large number of franchised hotels that Marriott manages, there is a risk that the new digital tools will not be applicable to all of them.
· High upfront investment and integration costs.


	Opportunities
	Threats

	· Growing demand for personalised, tech-enabled guest experiences
· Rising segment of sustainability-conscious travellers.
· Offer guests sustainable, loyalty-rewarding experiences using the Bonvoy system and Serve-360 reports (Burgio, 2025).

	· Data privacy and cybersecurity risks
· Cultural misalignment in service expectations across regions
· Technology failure or system downtime affecting service quality
· EU/UK AI regulations and GDPR may result in fines and restrictions of personalised services (Noah et al., 2024).




[bookmark: _Toc224412079]PESTLE Analysis (Global Context)
PESTLE considers politics, economics, social, tech, law, and the environment that influence hotels all around the world and the application of AI in StaySmart+.
	Factor
	Key Implications for StaySmart+

	Political / Legal
	Compliance with GDPR in Europe and emerging AI governance frameworks globally requires transparent data use and consent mechanisms, increasing stakeholder scrutiny (Krook et al., 2025). A 2018 Starwood data breach gave regulators further caution about new digital services at Marriott.


	Economic
	Inflationary pressures and rising operating costs challenge capital-intensive technology investments, increasing the need for cost control and clear return on investment (Dahlberg and Coen, 2022).

	Social
	Cultural expectations of hospitality vary widely; while some markets value high-touch human service, others readily accept digital self-service, influencing acceptance of AI-driven interactions (Kim et al., 2025).

	Technological
	Uneven AI adoption maturity across regions creates disparities in infrastructure readiness, staff capability, and guest familiarity with intelligent systems (Aderibigbe et al., 2023).

	Environmental
	Increasing regulatory and consumer pressure for sustainability reporting and carbon reduction places emphasis on eco-friendly amenities and transparent performance metrics (Razzak and Mahmud, 2025).



[bookmark: _Toc224412080]SMART Objectives (StaySmart+ Project)
	SMART Element
	Objective

	Specific
	Deploy StaySmart+ across selected Marriott London properties and international pilot hotels.

	Measurable
	Achieve 80% staff system adoption and a 15% increase in guest satisfaction scores.

	Achievable
	Leverage existing digital platforms and internal training programmes.

	Relevant
	Aligns with Marriott's premium, technology-enabled, and sustainability-led strategy.

	Time-bound
	Complete rollout in 20 pilot hotels across 5 regions within 6 months.



[bookmark: _Toc224412081]Identification and Categorisation of Stakeholders
The launch of StaySmart+ is bound to succeed when a broad network of internal and external stakeholders is involved, whose interests, influence, and expectations vary greatly, both in local and international markets (PMI 2015). Unlike focusing solely on shareholders, the stakeholder theory focuses on organisations creating value through identifying and managing the links with entities that have the ability to influence or are influenced by strategic choices (Ashcroft, 2017). Within the global hospitality environment, this multiplicity of interests is especially acute because of the differences in culture and regulatory differences, and the technologies are not evenly prepared. Stakeholders can also be identified as either primary or secondary stakeholders whose influence will be indirect but significant in the value creation process. Internal stakeholders are the Board and senior leadership of Marriott, to whom StaySmart+ provides strategic direction, funding approval, and governance. 
The Project Manager will coordinate the integration of the inputs provided by the stakeholders, delivery, and risk management across the regions. The digital resources of AI-controlled interaction with the guests are created, tested, and maintained by IT and AI development teams, and operations and hotel managers ensure that the service is put into practise at the property level. Frontline staff denotes a vital category of stakeholders because the quality of their feedback and the successful application of StaySmart+ directly influence the quality of guest experience. Marketing and sales divisional teams will position the service in premium markets, sustainability teams will provide assurance of compliance with environmental commitments, and capability development and change management will be supported with the help of HR and training functions. The external stakeholders, such as the guests, vendors, regulators and the sustainability partners, have various expectations. Guests will require customisation, but they need to retain their privacy; vendors may prioritise rapid production of new features over data governance on a long-term basis; regulators demand transparency and comprehensibility; etc. 
Research in hospitality reports that the failure of front-end digital innovations is not a failure of tech, but a failure in how stakeholders anticipate such innovations to be implemented (Christopher et al., 2013). Besides this, the use of AI-enabled personalisation brings up the issue of privacy and surveillance. StaySmart+ follows booking inclinations, area data and how patrons get into services to customise guest experiences. Although this is capable of enhancing convenience, it will make some guests feel uneasy about the extent of data gathering involved. It has been found that customers are growing more concerned about how service providers manage their personal data, particularly when AI infiltrates without clearly explaining the purpose of intent (Kim et al., 2025). Without Marriott being tremendously transparent about data usage and attaining clear consent, trust will plummet to the ground.

[bookmark: _Toc224412082]Roles, Responsibilities, Benefits, and Challenges of Key Stakeholders
An effective definition of roles with the help of a RACI-matrix will decrease ambiguity and increase accountability, which is necessary in huge and multi-market projects like StaySmart+. Role clarification forms an understanding that the expectations of the stakeholders are in harmony with the organisational goals, which enhances collaboration and minimises conflict (Mahajan et al., 2023). The top management bears a responsibility of strategic management, whereas the Project Manager is accountable and responsible for performing the same, and acts as a focal point in moderating competing interests of stakeholders across regions. Internal users provide the expertise of specialists, such as IT and AI personnel who can enhance their knowledge in technical matters related to the reliability of the system, operations managers, and frontline employees, who can provide an extensive understanding of the realities of service delivery. Local hotel managers and employees bring in invaluable local market intelligence, which will help to modify the StaySmart+ to cultural norms and guest expectations.
	Stakeholder
	Key Roles in StaySmart+
	R
	A
	C
	I

	Board & Senior Leadership
	Strategic approval, funding, governance
	
	✓
	✓
	✓

	Project Manager
	Overall coordination, delivery, risk, and stakeholder management
	✓
	✓
	✓
	

	IT & AI Development Teams
	System design, testing, integration, and cybersecurity
	✓
	
	✓
	✓

	Operations & Hotel Managers
	Local implementation, operational alignment
	✓
	
	✓
	✓

	Frontline Staff
	Service delivery, guest interaction
	✓
	
	
	✓

	Marketing & Sales
	Service positioning, customer communication
	✓
	
	✓
	✓

	Sustainability Team
	Sustainable amenities, compliance, and reporting
	✓
	
	✓
	✓

	HR & Training
	Skills development, change management
	✓
	
	✓
	✓

	Technology Vendors
	AI platforms, technical support
	✓
	
	✓
	✓

	Regulators
	Oversight of data protection and AI use
	
	
	✓
	✓

	Guests / Customers
	Service adoption and feedback
	
	
	✓
	✓



Third-party stakeholders like technology suppliers can offer high-level capabilities in AI that Marriott might not already have internally, and will reflect the tenets of the resource dependence theory, which states that organisations ought to leverage external actors to gain access to essential resources and mitigate uncertainty (Jiang et al., 2023). The legitimacy is further increased by regulators and sustainability partners, who verify that this data is used ethically and that credible environmental practices are being maintained, which makes guests and investors trust. According to Aderibigbe et al. (2023), typically, AI implementation in service sectors fails when businesses merely contemplate technology capability and dismiss the idea of staff preparedness. This underscores the need to engage frontline staff in the execution of the implementation of StaySmart+. Moreover, departments may have different priorities, such as those departments of marketing and operations, where the marketing department would prefer a rapid rollout compared to the operations department, whose aim is uniformity of services and reduction of risk.
The other pitfall is cultural resistance. Because the perception of AI, data sharing and sustainability varies between the various regions, differing opinions will affect employee acceptance and also guest acceptance. Ethical stakeholder management implies achieving a balance between productivity, social responsibility, transparency and respect for the stakeholder value. The knowledge of the lows and highs of every stakeholder can make the Project Manager design engagement approaches that will prioritise long-term value over short-term technological successes. Although one-on-one services seem to be an obvious perk for a guest, sometimes AI is collecting behavioural data, and it may seem like spying. Visitors in a hotel can respond unkindly when they believe they are being followed, profiled or when the system makes sensitive assumptions without their approval (Stringam et al., 2023). Some of the essential measures that can be taken to pass this on to StaySmart+ are: conduct a Data Protection Impact Assessment (DPIA) prior to launching; be privacy-by-design (limit data collection; pseudonymise; impersonalise) this; enable clear consent flows and straightforward opt-outs in the app; conduct ongoing privacy audits and external compliance reporting; and make it transparent what personalisation is and what data it is powered by.

[bookmark: _Toc224412083]Frameworks, Models, and Engagement Tools
Real stakeholder involvement in the case of StaySmart+ begins with the application of formal models that summarise the international scope of the project, technical intensity, and service orientation. The Stakeholder Salience Model is also suitable in the context of StaySmart+ since the stakeholders are examined in terms of power, legitimacy, and urgency, so the Project Manager can determine who has to be approached with urgency and intensity (Tiew et al., 2022). The Stakeholder Salience Model allows for prioritising stakeholders according to power, legitimacy and urgency, but it may simplify relationships between the stakeholders in the hospitality environment (Sarungu, 2024). Indicatively, customers may have less direct influence but have the ability to alter brand image with reviews and social media, implying that Marriott may have to invite them even if they do not score highly on the model. The model is a beneficial beginning, yet the project manager is to remain flexible and apply common sense.
Frontline staff and guests have low formal power, but turn out to be highly legitimate and urgent due to the direct impact of their acceptance on the service quality and rate of adoption. Using this model would facilitate ethical stakeholder management to ensure that there is no marginalisation of people who are less technologically literate in the process of decision-making during decisions that affect specific groups, as this is critical in the hospitality sector, where value is built upon through human interaction. In order to operationalise engagement, the Stakeholder Engagement Plan based on the 4Cs model provides systematic engagement through which the collaboration and commitment between the regions are built.
Table 1: Stakeholder Engagement Plan (4C’s Model)
	4C Element
	Description
	Application to StaySmart+
	Key Stakeholders Involved

	Communication
	Clear, timely information sharing
	Regular updates on AI use, sustainability goals, and rollout timelines
	Leadership, staff, guests

	Collaboration
	Joint problem-solving
	Co-designing service workflows and pilot testing
	IT teams, hotel managers, vendors

	Consultation
	Seeking feedback and input
	Gathering staff and guest feedback to refine features
	Frontline staff, guests

	Commitment
	Securing long-term buy-in
	Training, incentives, and leadership endorsement
	All internal stakeholders



Nonetheless, the 4C model pays primary attention to the process of communication and is not entirely concerned with the imbalance of power between stakeholders (Costa et al., 2022). Frontline staff can be marginalised because decisions in large organisations such as Marriott are often controlled by its senior leadership and the technology vendors. This is why the engagement strategy should ensure that the feedback of the employees is not viewed as an exception but as a checkbox. An organised Communication Plan also strengthens transparency and trust, which is essential in the ethical issues related to AI and information use.
Table 2: Communication Plan
	Stakeholder Group
	Communication Method
	Frequency
	Purpose

	Senior Leadership
	Strategic briefings, dashboards
	Monthly
	Governance and decision-making

	Hotel Managers
	Virtual meetings, reports
	Bi-weekly
	Implementation alignment

	Frontline Staff
	Training sessions, intranet updates
	Weekly
	Adoption and capability building

	Guests
	App notifications, emails
	Ongoing
	Awareness and service usage

	Regulators
	Compliance reports
	As required
	Legal and ethical compliance



These structures combined will enable teamwork, dedication, and loyalty through information about the priorities, roles, and channels of communication. This can be tailored to fit worldwide markets; hence, consultancy can be more intense in those cultures that appreciate participatory decision making, and the mode of communication can be different depending on how advanced the technology is. Bourne (2022) argues that this adaptive and structured engagement is a major contributor to trust and successful projects of international service innovations.

[bookmark: _Toc224412084]Stakeholder Engagement Process and Conflict Management
For StaySmart+ to succeed, stakeholder engagement must be continuous rather than a one-time activity. This project is global, sensitive to technology and service-oriented, and, therefore, the 4C structure, which includes Communication, Consultation, Collaboration, and Commitment, offers a strong framework for managing stakeholder relationships and pre-empting and fixing conflicts.

[bookmark: _Toc224412085]Communication
Communication is the core of the engagement process and has to be explicitly 2-way to create trust and legitimacy (Simmons 2026). In the case of StaySmart+, this is in the form of digital dashboards that bring real-time updates on rollouts, system health, training coverage, and guest reviews by region. Such dashboards allow senior leadership to be transparent as well as hotel managers to take actionable insights. Bi-directional communication pathways like virtual town halls and feedback portals provide a way through which front-line employees should be able to express concerns regarding the use of AI in the company, workload effects, or responses of the guests. My role as a Project Manager is to ensure that the communication is not only frequent, but also culturally sensitive. Kim et al. (2025) contend that Global hospitality needs to use cross-cultural messaging because the communication styles, power distance, and attitude towards technology in various regions are widely different. Failure to change messaging implies potential misunderstanding, resistance, and disengagement. I minimise ambiguity and ensure that even minor disputes do not build up to big wars by making language, tone, and communication channels appropriate to local norms. A study has demonstrated that dialogic communication, which is transparent, is among the most effective methods of reducing opposition to digital transformation projects (Tong and Chan, 2022). 

[bookmark: _Toc224412086]Consultation
Consultation is used to enhance involvement through the active involvement of the stakeholders in the processes of decision-making. In the project of a StaySmart+, consultation takes place in the form of organised staff discussions, pilot-hotel feedback meetings, and guest surveys. Staff trainings provide frontline employees and hotel managers with an opportunity to express operational issues, including system responsiveness or the division of AI and human service. Pilot hotels are used as the experimental models, where the feedback is gathered and analysed systematically before being adopted widely. Guest surveys get personalisation, ease-of-use, and trust of the AI-enabled services, which are key factors that drive adoption in hospitality environments. As Project Manager, my role is assisting these consultation mechanisms, interpreting the responses, and converting them into design or process changes. Interest-based negotiation is also helped by consultation, which involves resolving conflicts by establishing underlying interests as opposed to positions. This shows that staff opposition is not always due to resistance towards technology but may arise from the fear of job loss or the quality of service delivery. Conflicts can be addressed constructively by resolving them through role redefinition and training assurances (Fajonyomi, 2024). 

[bookmark: _Toc224412087]Collaboration
Collaboration increases the activity beyond feedback to joint ownership. In the case of StaySmart+, collaboration is operationalised by co-designing with frontline employees, being a close partner to technology suppliers, and co-creating with external partners in sustainability matters. Co-designing workshops enable engineers to develop service processes where AI solutions should only enhance interactions with humans and not take them away (Ajmal et al., 2024). The collaboration with vendors is also of paramount importance as the AI system performance, the data security, and scalability require that there is a shared responsibility. Co-creation of sustainability with suppliers and community partners also ensures that the ecologically viable amenities are regionally suitable and well-founded, thus avoiding greenwashing claims. These collaborative relationships and interdependencies are coordinated, goals are clarified, and managed by me as Project Manager. Teamwork also needs cultural intelligence, especially when working with international suppliers or mixed groups, where misunderstood assumptions can easily result in a conflict that is not delicately resolved in advance (Ashcroft, 2017). 

[bookmark: _Toc224412088]Commitment
Devotion is the final stage of successful engagement, and it is necessary to preserve change beyond the first implementations (Moyal-Smith et al., 2023). The commitment is supported by specific training awards, visible leadership sponsorship, and by incorporating the StaySmart+ results into the performance measures. Training rewards, like certification or career mobility, fill skill disparities and also serve to indicate that the organisation invests in individuals. Constant communication and engagement of senior executives are examples of leadership sponsorship that validate the project and minimise doubts. The integration of the StaySmart+ into daily operation priorities involves the performance metrics such as guest satisfaction scores and system adoption rates. As the Project Manager, I coordinate these mechanisms, keep a track of the rates of engagement, and provide a perspective of clear escalation routes through which no settled conflict could come through. Structured escalation should be applied when problems cannot be addressed at the property level and therefore guarantees an appropriate intervention is delivered within a secure local autonomy. 

[bookmark: _Toc224412089]Impact of Stakeholder Engagement on Business Performance
The core of business performance is not an activity on its own, but instead, stakeholder engagement, especially in service-based and technology-intensive hospitality projects like the StaySmart+ at Marriott International (London). Effective engagement can be quantified as a performance measure by aligning stakeholder efforts and strategic objectives. Inviting guests to participate in the design and pilot stages of StaySmart+ allows Marriott to gain real insights into individual preferences in terms of personalisation, convenience and trust in AI-enabled services. It has a direct influence on key performance indicators (KPIs) or Net Promoter Score (NPS), guest satisfaction index, Marriott Bonvoy enrolment, and repeat bookings. It has been shown that personalised online experiences greatly improve perceived quality of service, loyalty to the company, and customer satisfaction when the expectation and privacy needs of customers are fulfilled (Aderibigbe et al., 2023). 
Ongoing feedback will make sure that AI complements, as opposed to supplants, the human touch that the relationships of fine hospitality are founded on. Employee engagement is also essential. StaySmart+ is also seen as an enabler instead of a threat when it is frontline staff that is consulted, trained and co-designed. Engagement effectiveness is measured by such KPIs as training completion rates, system usage, employee engagement scores, and staff turnover. It has been empirically demonstrated that engaging employees in change efforts promotes psychological ownership, lessens resisting forces, and enhances service delivery (Tong and Chan, 2022). Greater involvement thus results in greater system adoption, resulting in standard service delivery and visitor contentment. Stakeholder involvement is also a determinant of brand image and risk management. 
Open communication with regulatory agencies, sustainability stakeholders and local communities is likely to increase legitimacy and brand recognition, and decrease reputational risks associated with data privacy and AI ethics. This is indicated in KPIs like brand trust indices, social media sentiment, sustainability ratings and the compliance audit results (Bist, 2025). Job efficiency and sustainability are other gains of working with IT specialists, hotel managers, suppliers and guests. The engagement will facilitate streamlined operations, fewer mistakes, lower room rates, and quantifiable sustainability outcomes such as decreased energy consumption and waste (Razzak and Mahmud, 2025).

[bookmark: _Toc224412090]Recommendations for Future Stakeholder Engagement
Marriott International London should adopt ongoing stakeholder feedback loops to improve interactions and maintain performance retention. This recommendation is based on stakeholder analysis and the performance of StaySmart+, considering the changing needs of guests and employees in global hospitality (Wada, 2024). Whereas StaySmart+ engaged in consultation as part of experiments, the process must be formalised in markets. Both online and offline channels can be integrated to focus on real-time communication with guests using AI-supported services, such as room choice and sustainability, or allow staff members to report usability, operational, and ethical issues. This is consistent with the stakeholder theory that underlines continuous interaction and perceptiveness to retain legitimacy and dedication (Mahajan et al., 2023). Further feedback to technology suppliers and regulators would help in the early detection of vulnerabilities within the system and compliance risks. 
The effectiveness can be tracked with the help of KPIs, such as response rate to feedback, attendance, and the number of such improvements implemented. The second priority is the higher level of staff training in AI ethics and digital skills (Archana, 2025). Since StaySmart+ is based on AI-assisted guest interaction and data analytics, it requires employees to possess technical expertise and moral consciousness. Studies point out that the key to service innovation is strong employee knowledge, trust, and reasonable use of technology (Curto da Costa et al., 2023). A lack of adequate training can cause resistance and/or costly mistakes, as well as a tarnished reputation (Aderibigbe et al., 2023). The training needs to include both scenario-based training and moral role-playing, cultural intelligence courses, and performance-based certification. This directly impacts gaps in digital skills and resistance to AI, as well as improving service consistency and satisfaction among guests. 
The implementation of localised engagement strategies is a medium-term suggestion. The salience of various stakeholders is different in different regions because of the variations in the regulatory stringency, the cultural orientation to AI, and the expectations of guests (Tiew et al., 2022). Trust and teamwork can improve through region-specific workshops, tailored communication, and culturally-aware messaging. Digital dashboards and liaison officers can help coordinate teams spread across different areas. Long-term sustainability partnerships should also be strengthened for better stakeholder management and a competitive edge (Saunila et al., 2024). Carbon-neutral stays and circular sourcing are initiatives supported by collaborations with sustainability organisations, suppliers, and NGOs. Joint reporting enhances responsibility and aligns with resource dependence theory for sustainability expertise (Jiang et al., 2023). 


[bookmark: _Toc224412091]Conclusion
This report has discussed how stakeholders are identified, analysed, and engaged within the framework of the StaySmart+ project at Marriott London, with the overall aim of guaranteeing the effective design, implementation, and adoption of a technology-driven, high-end hospitality service within the global markets. The aims of the report have been tackled both analytically and logically. Through the deployment of models, including the Stakeholder Salience Model, the RACI matrix, the 4Cs engagement model, and formal communication and consultation models, the project illustrates how intentional and evidence-based engagement aids alignment, trust, and commitment between various stakeholder groups. Stakeholders are increasingly becoming a critical factor in the success of any project, particularly where there is a global hospitality business and a strong technical innovation focus. Cultural differences, regulatory environments, ethical issues associated with the use of AI, etc., make the need for ongoing dialogue, consultation and cooperation critical to success. 
Through formalised engagement, Marriott will be able to successfully engage its frontline staff, increase the efficiency of operational processes, create a higher level of guest satisfaction, and reduce the reputational and compliance risks associated with these operations. Continued engagement with external stakeholders such as guests, technology partners, regulators, and sustainability partners will also help to build relationships, creating a sense of legitimacy and shared value, which is critical to long-term competitiveness. The StaySmart+ project illustrates that stakeholder engagement has gone beyond just a function within the organisation; it has become a mechanism for creating value. By establishing feedback loops, training programs, developing location strategies, and creating sustainability partnerships, Marriott can transform its use of stakeholder engagement into tangible outcomes, including increased loyalty, improved brand image, increased efficiency, and improved sustainability performance.
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