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[bookmark: _Toc224993904]Executive Summary 
Travelodge, one of the UK’s largest budget hotel operators, is preparing to launch StaySmart+, a customer experience initiative intended to improve guest satisfaction, operational efficiency and sustainability across its local and international markets. The service combines AI-driven guest interaction tools, personalised travel planning and sustainability-focused amenities, representing a strategic shift for a brand traditionally associated with affordability and standardised service delivery (Johnson, Scholes and Whittington, 2017).
The success of StaySmart+ will depend not only on technological capability but also on effective stakeholder engagement. Stakeholder theory stresses the importance of managing relationships with those who can influence, or are affected by, organisational activity (Freeman, 1984). This report therefore examines how Travelodge can identify, prioritise and engage the key internal and external stakeholders involved in the project, including senior management, IT and digital teams, hotel staff, marketing, technology providers, regulators, investors and customers.
Using stakeholder engagement frameworks and strategic management principles, the report evaluates tools such as stakeholder mapping, the RACI matrix, communication planning and engagement strategies to clarify roles, support collaboration and reduce conflict. Overall, the report argues that effective stakeholder engagement can strengthen customer satisfaction, brand reputation and the successful rollout of StaySmart+.
[bookmark: _Toc224993905]Introduction
Travelodge is one of the United Kingdom’s largest budget hotel operators, with a significant presence in Birmingham and across international markets. Founded in 1985, the company now operates 630 hotels with approximately 49,000 rooms across the UK, Ireland and Spain, and welcomes over 22 million guests annually, reflecting its scale and significance within the budget hospitality market. Its business model has traditionally focused on affordable accommodation, standardised service delivery and operational efficiency, enabling the company to maintain a strong position within the competitive budget hotel sector. Despite this established position, the hospitality sector is changing rapidly. Customer expectations are increasingly shaped by digital convenience, personalised service and more visible sustainability commitments, while competition continues to intensify across both budget and premium segments. Strategic management literature suggests that organisations operating in dynamic markets must adapt their service models and create value beyond cost leadership alone if they are to sustain competitive advantage. 
In response, Travelodge is preparing to launch StaySmart+, a new premium customer experience initiative designed for deployment across selected local and international hotels within six months. The project integrates AI-driven guest interaction tools, personalised travel planning and sustainability-focused amenities to improve guest satisfaction, enhance service efficiency and strengthen brand differentiation. However, the rollout of such a service represents a significant strategic shift for a company historically associated with budget accommodation. It also raises important issues relating to staff readiness, technology adoption, data governance, regulatory compliance and stakeholder trust.
This report therefore examines how Travelodge can identify, analyse and engage the key internal and external stakeholders required for the successful implementation of StaySmart+. It applies stakeholder theory and engagement frameworks to assess stakeholder roles, responsibilities, benefits, challenges and influence, before evaluating how effective stakeholder engagement can improve organisational performance and support long-term project success.
[bookmark: _Toc224993906]Situational Analysis
A situational analysis of Travelodge indicates that the proposed StaySmart+ project is strategically relevant, but it also exposes the company to operational, technological and reputational risks. Travelodge is one of the UK’s largest budget hotel chains, operating 630 hotels with approximately 49,000 rooms across the UK, Ireland and Spain, while welcoming over 22 million guests annually. This scale provides a strong platform for service innovation, but it also increases the complexity of implementation across different hotel locations, systems and stakeholder groups. In order to assess the internal and external environment affecting the project, SWOT and PESTLE analysis are applied below.
[bookmark: _Toc224993907]SWOT Analysis
	Strengths
	Weaknesses

	Travelodge has strong brand recognition within the UK budget hotel sector, a large operational network, and an established reputation for affordability and service consistency. Its scale provides a practical foundation for introducing StaySmart+ across multiple locations.
	Travelodge’s long-standing budget positioning may create tension with the introduction of a premium-style service. In addition, large-scale digital transformation may place pressure on staff capability, internal coordination, and technology integration across hotels.



	Opportunities
	Threats

	StaySmart+ creates opportunities to improve guest satisfaction, strengthen brand differentiation, and support more efficient service delivery through AI-enabled features and personalised travel support. The initiative may also reinforce Travelodge’s wider sustainability agenda.
	Key threats include possible technology failure, customer resistance to AI-led services, reputational damage if sustainability claims are perceived as weak or misleading, and legal or regulatory risks linked to data privacy and digital governance.


[bookmark: _Toc224993908]PESTLE Analysis
	PESTLE Factor
	Impact on Travelodge / StaySmart+

	Political
	Growing policy attention to sustainability, corporate responsibility and environmental reporting increases pressure on hotel operators to demonstrate credible and measurable environmental commitments.

	Economic
	Inflation, rising operating costs and cost-conscious consumer behaviour may affect customer willingness to pay for enhanced services. As a result, StaySmart+ must add clear value without undermining Travelodge’s affordability appeal.

	Social
	Customers increasingly expect convenience, personalisation, digital interaction and responsible business practice. This supports the introduction of StaySmart+ as a service designed to meet changing guest expectations.

	Technological
	AI-driven service tools create opportunities for improved efficiency, convenience and customer experience. However, they also increase reliance on robust digital systems, cybersecurity, and staff readiness to adopt new technologies.

	Legal
	The project raises legal issues relating to GDPR, customer privacy, data protection and the responsible use of AI-based guest services. Compliance failures could damage stakeholder trust and brand reputation.

	Environmental
	Sustainability-focused amenities align with wider industry expectations and Travelodge’s environmental direction. However, the company must ensure these claims are genuine and measurable in order to avoid criticism or accusations of greenwashing (Travelodge, 2025).


[bookmark: _Toc224993909]SMART Objectives
To support the successful implementation of StaySmart+, the project should be guided by clear SMART objectives. First, Travelodge should achieve 70% customer adoption of StaySmart+ features across pilot hotels within six months of launch. Second, the company should ensure 90% completion of staff training for frontline and operational employees in all pilot sites before implementation begins. Third, the project should contribute to at least a 5% improvement in guest satisfaction scores within the first year of operation. Finally, the sustainability component of StaySmart+ should support a measurable reduction in energy use or waste in participating hotels within 12 months. These objectives are specific, measurable and aligned with stakeholder expectations, operational performance and long-term strategic goals.
[bookmark: _Toc224993910]Frameworks and Models for Stakeholder Engagement
To engage stakeholders effectively, Travelodge must use structured frameworks that clarify stakeholder influence, allocate responsibilities and support consistent communication throughout the StaySmart+ project. Stakeholder engagement frameworks are important because they help organisations move from general stakeholder awareness to practical stakeholder management. In this report, four tools are particularly useful: the stakeholder map, the RACI matrix, the stakeholder engagement plan, and the communication plan. Together, these frameworks help Travelodge identify who matters most, determine how they should be engaged, assign responsibility, and ensure information is communicated appropriately across the project lifecycle (Bourne, 2016; Ashcroft, 2017).
[bookmark: _Toc224993911]Stakeholder map
A stakeholder map is a visual tool used to classify stakeholders according to their level of power and interest in a project. It helps managers decide which stakeholders must be managed closely, kept satisfied, kept informed or monitored with minimal effort. This approach is commonly associated with Mendelow’s (1991) power-interest matrix and remains valuable because it supports prioritisation in complex stakeholder environments. In the context of StaySmart+, the stakeholder map helps Travelodge distinguish between stakeholders who directly influence implementation and those who shape longer-term acceptance or reputation.
For example, senior management, regulators, the project manager and key technology vendors fall into the high power / high interest category and should therefore be managed closely. Investors have high power but are generally less involved in day-to-day implementation, meaning they should be kept satisfied. Frontline staff and customers have high interest but lower formal power, so they should be kept informed and actively consulted to support adoption. Local communities and some external platforms may require lighter but still consistent engagement. This mapping process is valuable because stakeholder importance is not static; power and interest may shift as the project progresses (Johnson, Scholes and Whittington, 2017).
[bookmark: _Toc224993912]RACI matrix
A RACI matrix is a responsibility-allocation tool that clarifies who is Responsible, Accountable, Consulted and Informed for key project tasks. Its value lies in reducing confusion, avoiding duplication of effort and making decision-making structures more transparent. In complex projects such as StaySmart+, where multiple departments and partners are involved, the RACI matrix helps ensure that accountability is clear and that stakeholders understand their specific contribution to delivery.
[image: ]

This matrix positions the project manager as the link between strategy, operations and stakeholder communication. Senior management are accountable for approval and direction, while IT, operations and vendors deliver implementation. Regulators are not involved daily but remain important for compliance, highlighting that stakeholder engagement must define both key actors and their roles (PMI, 2021). 
[bookmark: _Toc224993913]Stakeholder engagement plan
A stakeholder engagement plan outlines how different stakeholder groups will be engaged throughout the project. It identifies the level of engagement required, the purpose of engagement, and the methods that will be used. This is important because stakeholders do not all require the same type or frequency of engagement. As Kujala, Lehtimäki and Freeman (2022) argue, effective stakeholder engagement combines strategic, moral and pragmatic elements, meaning organisations must balance performance goals with trust, fairness and context-sensitive communication.
	Stakeholder
	Engagement objective
	Method
	Frequency

	Senior management
	Maintain strategic support and decision-making alignment
	Review meetings, progress reports
	Monthly

	Project team / internal departments
	Coordinate delivery and resolve issues
	Project meetings, dashboards
	Weekly

	Frontline staff
	Build understanding, confidence and adoption
	Workshops, training sessions, feedback forums
	Weekly / pre-launch

	Customers
	Increase awareness and gather user feedback
	Surveys, pilot testing, app feedback tools
	Pre- and post-launch

	Technology vendors
	Ensure system reliability and implementation support
	Technical review meetings
	Weekly

	Regulators
	Demonstrate compliance and transparency
	Formal reporting, compliance reviews
	At key milestones

	Investors
	Maintain confidence and demonstrate value
	Performance updates, summary reports
	Quarterly



This engagement plan shows that stakeholder management must be differentiated rather than uniform. High-priority stakeholders require direct and frequent engagement, while others may need periodic updates or consultation. The plan also supports trust-building because it makes engagement more deliberate and less reactive (Ashcroft, 2017).
[bookmark: _Toc224993914]Communication plan
A communication plan is a structured document that identifies what information should be communicated, to whom, by what method, and how often. It is a critical project management tool because ineffective communication is one of the most common causes of misunderstanding, stakeholder resistance and project failure. In stakeholder terms, communication is not simply the transmission of information; it is also a mechanism for building legitimacy, managing expectations and encouraging collaboration (Bourne, 2016).
	Stakeholder
	Message / information needed
	Channel
	Owner
	Frequency

	Senior management
	Strategic progress, risks, budget updates
	Executive reports, meetings
	Project manager
	Monthly

	IT & digital team
	Technical requirements, deadlines, system issues
	Project platform, meetings
	Project manager
	Weekly

	Operations managers
	Implementation schedules, training needs
	Team briefings, email updates
	Project manager
	Weekly

	Frontline staff
	Service expectations, training guidance, guest process changes
	Workshops, internal briefings
	Operations managers
	Weekly / pre-launch

	Customers
	Benefits of StaySmart+, how to use features, privacy information
	Website, app, email marketing
	Marketing team
	At launch and ongoing

	Vendors
	Integration progress, support requirements
	Technical calls, email
	IT lead
	Weekly

	Regulators
	Compliance evidence, policy documentation
	Formal submissions, review meetings
	Compliance lead
	At key milestones

	Investors
	Return potential, progress, strategic fit
	Summary reports, investor updates
	Senior management
	Quarterly



The communication plan highlights that stakeholder engagement is only effective when information is relevant, appropriately presented and shared at the right frequency. This is especially important for Travelodge, where technological, operational and ethical issues may be interpreted differently by different stakeholders. Together, the stakeholder map, RACI matrix, engagement plan and communication plan provide a structured basis for engagement by supporting prioritisation, clarifying accountability, defining interaction methods and ensuring consistent communication. These frameworks strengthen project governance and underpin the next stage of analysis: managing stakeholder engagement and conflict through communication, consultation, collaboration and commitment.
[bookmark: _Toc224993915]Stakeholder Engagement Process and Conflict Management
The successful implementation of StaySmart+ depends on more than identifying stakeholders and assigning responsibilities. Travelodge must manage the ongoing process of stakeholder engagement throughout the project lifecycle. This is important because stakeholder relationships are dynamic, and the concerns, priorities and influence of different groups may change as the project develops. Effective stakeholder engagement therefore requires a structured process that supports cooperation, reduces uncertainty and manages conflict before it disrupts implementation. As Bourne (2016) argues, stakeholder relationship management is not a one-off activity but a continuous process of analysis, communication and adaptation.
The stakeholder engagement process should begin with planning and prioritisation. At this stage, the project manager must identify which stakeholders are most significant to the success of StaySmart+, assess their expectations and determine the appropriate methods of engagement. This aligns with Bryson’s (2004) argument that stakeholder analysis is most effective when it is linked directly to strategic decision-making rather than treated as an administrative exercise. In the case of StaySmart+, stakeholders such as senior management, IT teams, frontline staff, customers, regulators and technology vendors require different levels of involvement because they hold different forms of power, legitimacy and urgency.
This report applies the 4C framework specified in the assignment brief—communication, consultation, collaboration and commitment—as a practical structure for analysing stakeholder engagement. These four elements are especially relevant to Travelodge because the project involves technological change, service innovation and sustainability claims, all of which require broad stakeholder support. Rather than treating the 4Cs as a standalone published model, this report uses them as four practical dimensions of stakeholder engagement supported by wider academic literature on dialogue, participation, relationship management and trust-building.
Communication
Communication is the foundation of effective stakeholder engagement because it shapes how stakeholders understand the project, its benefits and its risks. For Travelodge, communication must be clear, consistent and adapted to the needs of different stakeholder groups. Senior management require strategic updates on progress, risk and return on investment, while frontline staff need practical information about new systems, service expectations and training requirements. Customers require simple explanations of how StaySmart+ will improve convenience and service quality, while regulators need evidence of compliance, transparency and responsible data use.
Communication should not be treated as a one-way flow of information, if Travelodge relies only on top-down messaging, stakeholders may feel excluded or sceptical, particularly where AI-driven tools raise concerns about privacy, surveillance or changing work practices. Greenwood (2007) argues that stakeholder engagement becomes ineffective when it is used merely as a managerial technique rather than as a meaningful process of dialogue. This suggests that Travelodge must use communication not simply to announce change, but to build mutual understanding and credibility. In practical terms, this means combining executive reporting, team briefings, training sessions, guest-facing communication and compliance reporting in ways that are relevant to each audience.
Consultation
Consultation refers to actively seeking stakeholder views before and during implementation. This is particularly important for StaySmart+ because the project will affect multiple stakeholder groups in different ways. Frontline staff should be consulted on operational practicality, customers should be consulted through pilot testing and feedback mechanisms, and technology vendors should be consulted on system capability, integration risks and delivery timescales. Regulators may also require consultation where data governance or sustainability claims involve compliance complexity.
Consultation is valuable because it improves the quality of decision-making and helps identify risks earlier in the project lifecycle. It can also reduce resistance by giving stakeholders a sense of involvement and recognition. However, consultation must be genuine rather than symbolic. If Travelodge requests feedback but disregards it in practice, stakeholders may see the process as tokenistic, which may weaken trust and project legitimacy. Ashcroft (2017) emphasises that effective stakeholder relationships depend not only on contact, but also on the perceived quality and authenticity of that engagement. Therefore, consultation in the StaySmart+ project should be linked to visible action, such as changes to training design, user experience improvements or revised implementation timetables.
Collaboration
Collaboration goes further than consultation because it involves stakeholders working together to shape implementation and solve problems. In the StaySmart+ project, collaboration is essential between the project manager, IT teams, operations managers, marketing staff and technology vendors. These groups must coordinate system development, staff training, service design and customer messaging. Collaboration is also important between management and frontline staff, since the success of the service depends heavily on employee understanding, confidence and willingness to support adoption.
From a theoretical perspective, collaboration reflects the networked nature of organisations, where outcomes are influenced by patterns of interdependence rather than isolated decisions (Nohria, 1992). For Travelodge, this means the success of StaySmart+ depends on the quality of relationships across functions and partners, not solely on the quality of the technology itself. A major risk is that collaboration may become fragmented if departments work in silos, if responsibilities are unclear, or if certain stakeholders are involved too late. This reinforces the importance of the stakeholder map, engagement plan and RACI matrix developed earlier in the report. Effective collaboration therefore requires not only willingness, but also formal structures that support joint working and shared problem-solving.
Commitment
The final element of the 4C framework is commitment, which refers to the extent to which stakeholders are willing to support the project over time. Commitment is essential because stakeholder engagement does not end at launch; Travelodge will need sustained support from employees, managers, customers and partners if StaySmart+ is to become embedded in routine practice. Commitment is more likely when stakeholders believe the project is beneficial, achievable and managed fairly.
For example, staff commitment is more likely when Travelodge provides training, listens to concerns and demonstrates that AI tools are designed to support rather than replace employees. Customer commitment is more likely when the new features deliver genuine convenience and respect privacy expectations. Senior management commitment will depend on whether the project demonstrates measurable strategic value, while investor commitment depends on evidence of long-term competitiveness and controlled risk. This suggests that commitment is both relational and strategic: stakeholders are more likely to remain supportive when they can see both practical value and fair treatment.
Managing conflict
Conflict is likely to arise in a project of this scale because stakeholder interests are not always aligned. Senior management may prioritise speed and return on investment, while frontline staff may prioritise workload, training and job security. Technology vendors may favour rapid rollout, whereas regulators may require slower and more cautious compliance checks. Customers may welcome convenience but remain uneasy about AI-based interaction or data collection. These tensions are not unusual; they are a normal feature of stakeholder-rich projects.
Not all conflict is harmful. Organisational behaviour theory distinguishes between functional conflict, which can improve decisions and expose hidden issues, and dysfunctional conflict, which damages relationships and delays implementation (Griffin and Moorhead, 2014). Travelodge should therefore aim not to eliminate all disagreement, but to manage it constructively. The project manager has a central role here by identifying tensions early, encouraging open discussion and reframing disagreement as a shared problem-solving process rather than a personal or departmental battle.
One practical way to manage conflict is to link it back to the 4C framework used in this report. Poor communication creates misunderstanding; weak consultation creates resentment; low collaboration creates silos; and weak commitment creates resistance. By strengthening each of these dimensions, Travelodge can reduce the risk that disagreement escalates into project failure. This supports Kujala, Lehtimäki and Freeman’s (2022) argument that stakeholder engagement should combine strategic, moral and pragmatic dimensions. In other words, Travelodge must engage stakeholders not only because it improves project performance, but also because it strengthens fairness, trust and legitimacy.
Overall, the stakeholder engagement process for StaySmart+ should be continuous, adaptive and relationship-based. By applying communication, consultation, collaboration and commitment throughout the project lifecycle, Travelodge can improve trust, reduce conflict and strengthen the likelihood of successful implementation across its local and international markets.
[bookmark: _Toc224993916]Evaluation of the Impact of Stakeholder Engagement on Business Performance
Effective stakeholder engagement can improve Travelodge’s business performance by strengthening service quality, innovation, reputation and long-term competitiveness. In the case of StaySmart+, the project’s success depends not only on the technical design of AI tools and sustainability features, but also on whether key stakeholders are willing to support, adopt and legitimise the service. This supports the view that organisational value is created through relationships rather than through internal strategy alone (Donaldson and Preston, 1995).
One important area of impact is customer satisfaction and loyalty. If customers are properly engaged through clear communication, pilot testing and responsive service design, StaySmart+ is more likely to meet expectations regarding convenience, personalisation and ease of use. In turn, this can improve repeat bookings, online reviews and customer trust. Christopher, Payne and Ballantyne (2013) argue that stakeholder value is created through relationship-building rather than isolated transactions, which is highly relevant in hospitality where service experience directly shapes brand perception.
Stakeholder engagement also affects employee performance and service delivery. Frontline staff and operations managers play a critical role in turning the project into an actual guest experience. If they are trained, consulted and supported, they are more likely to deliver the service consistently and with confidence. However, if staff perceive the initiative as imposed or threatening, service quality may decline and resistance may increase. This reflects the argument that stakeholder cooperation contributes directly to organisational wealth and performance (Post, Preston and Sachs, 2002).
A further impact is seen in innovation and implementation capability. The project depends on effective cooperation between internal departments and external technology vendors. Strong engagement improves coordination, reduces implementation errors and increases the likelihood that the service is both technically reliable and operationally realistic. Frooman (1999) suggests that stakeholder relationships influence organisational behaviour through resource dependence and influence strategies, meaning that poor relationships can weaken project outcomes even when technical plans appear sound.
Stakeholder engagement also has consequences for reputation, legitimacy and sustainability performance. Because StaySmart+ includes sustainability-focused amenities and AI-driven services, Travelodge faces scrutiny over whether these claims are credible, ethical and compliant. If stakeholders view the initiative as genuine, it may strengthen brand reputation and support strategic differentiation. However, weak engagement may lead to accusations of tokenism, poor accountability or greenwashing. Manetti and Bellucci (2016) show that stakeholder dialogue plays an important role in building accountability and trust, particularly where sustainability issues are involved.
Finally, effective stakeholder engagement can improve long-term competitiveness by supporting trust, reducing conflict and strengthening stakeholder commitment. Jones, Harrison and Felps (2018) argue that trust-based stakeholder relationships can contribute to sustainable competitive advantage when firms align stakeholder cooperation with strategic goals. For Travelodge, this means that stakeholder engagement should be viewed as a strategic investment rather than a short-term administrative activity.
Overall, effective stakeholder engagement can improve Travelodge’s customer experience, employee support, innovation capability, reputation and long-term market position. However, these benefits depend on whether engagement is meaningful, well-structured and aligned with stakeholder expectations.
[bookmark: _Toc224993917]Recommendations
Based on the analysis in this report, several recommendations can be made to improve Travelodge’s stakeholder engagement during the rollout of StaySmart+. First, Travelodge should adopt a phased implementation strategy beginning with selected pilot hotels before wider rollout. This would allow the organisation to gather stakeholder feedback, identify operational weaknesses and refine the service before expanding across more locations.
Second, Travelodge should invest in targeted staff training and change support. Because frontline employees and hotel operations managers are essential to service delivery, they must understand not only how the new system works but also why it is being introduced. Training should therefore combine technical instruction with reassurance around job roles, service expectations and customer interaction.
Third, the company should strengthen customer engagement and trust-building by clearly communicating the benefits, limits and privacy safeguards of AI-driven features. Customers are more likely to adopt the service if they view it as convenient, transparent and genuinely beneficial rather than intrusive or confusing.
Fourth, Travelodge should maintain regular stakeholder review points throughout the project lifecycle. Stakeholder priorities may shift as implementation progresses, so stakeholder mapping, communication planning and engagement strategies should be reviewed continuously rather than treated as static tools.
Finally, the organisation should ensure that the sustainability dimension of StaySmart+ is supported by measurable evidence. Environmental claims should be realistic, transparent and linked to actual performance outcomes to avoid reputational damage and strengthen stakeholder trust.
Overall, these recommendations would help Travelodge improve cooperation, reduce resistance and support the long-term success of the StaySmart+ initiative.
[bookmark: _Toc224993918]Conclusion
This report has critically examined how Travelodge can engage key stakeholders in the design and implementation of StaySmart+, a premium customer experience initiative intended to improve guest satisfaction, operational efficiency and sustainability performance. The analysis showed that the success of the project depends not only on technological capability, but also on the effective identification, prioritisation and engagement of both internal and external stakeholders.
Through the application of stakeholder theories and practical engagement tools, the report demonstrated that stakeholder management is essential for clarifying roles, reducing uncertainty and supporting implementation across complex organisational settings. The use of SWOT, PESTLE, stakeholder mapping, a RACI matrix, engagement planning and communication planning highlighted the importance of structured and proactive management. In particular, the 4C framework used in this report—communication, consultation, collaboration and commitment—showed how Travelodge can strengthen stakeholder relationships and manage conflict more effectively.
The report also found that meaningful stakeholder engagement can positively influence business performance by improving service quality, customer trust, employee support, compliance and long-term competitiveness. However, these benefits depend on whether engagement is genuine, consistent and aligned with stakeholder expectations. Overall, Travelodge’s ability to manage stakeholder relationships effectively will be central to the successful rollout and sustainability of StaySmart+.
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Key task  Senior  management  Project  manager  IT & digital team  Operations  managers  Frontline staff  Marketing  Finance  Vendors  Regulators  

Approve project scope and budget  A  R  I  I  I  I  C  I  I  

Develop AI guest interaction tools  I  C  A/R  I  I  I  I  R  I  

Staff training and implementation  preparation  I  A  C  R  R  I  I  C  I  

Launch customer communication  campaign  I  C  I  I  I  A/R  C  I  I  

Monitor compliance and data  governance  I  C  R  I  I  I  I  C  A/R  

Evaluate performance and guest  feedback  C  A/R  C  R  C  C  C  I  I  


