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Executive Summary
This report evaluates the proposed implementation of the StaySmart+ service within Marriott International, analysing the organisational and strategic factors influencing its global rollout. It assesses Marriott’s organisational capabilities, including its international presence, diverse brand portfolio and technological innovation. A PESTLE analysis examines external opportunities such as technological advancements and changing consumer expectations, alongside challenges including regulatory compliance, cybersecurity risks and economic uncertainty. The report also identifies key internal and external stakeholders and explores stakeholder engagement through communication, collaboration, consultation and commitment. Overall, the analysis indicates that Marriott’s capabilities and effective stakeholder management support the successful global implementation of the StaySmart+ service.
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[bookmark: _Toc224981668]Introduction and company overview of marriott international
In the hospitality industry today, service innovation plays an important role in helping organisations remain competitive and achieve long-term success. Many global hotel companies are using advanced technologies, personalised guest services and sustainable practices to meet the ever-changing customer expectations, whilst endeavouring to stay competitive in a fast-changing market (Sigala, 2018). 
Marriott International is a multinational hotel company that operates thousands of hotels across the world. Marriott International has demonstrated strong recent performance, generating approximately $26.2 billion in revenue in 2025 with continued year-on-year growth and a 2% increase in global revenue per available room, driven largely by international market expansion (Macrotrends, 2025). 
Marriott International is preparing to introduce StaySmart+, a premium service that integrates artificial intelligence–driven guest interactions, personalised travel planning and sustainability-focused amenities to enhance efficiency and guest satisfaction. The service is planned for global rollout within six months across selected domestic and international properties. However, its successful implementation requires effective coordination among diverse internal and external stakeholders whose interests and influence vary across regions.
Stakeholder management, therefore, becomes a central component in ensuring that the design, development and deployment of StaySmart+ are implemented effectively. Drawing on the principles of Stakeholder Theory (Freeman, 1984) organisations must identify, understand and engage individuals or groups who can affect or are affected by the project outcomes
Effective stakeholder engagement enables organisations to build trust, encourage collaboration and mitigate potential risks associated with global service implementation (Bryson, 2004).
This report critically examines the key stakeholders involved in the launch of StaySmart+ across Marriott’s global operations. It identifies and categorises relevant internal and external stakeholders, analyses appropriate stakeholder engagement strategies and evaluates the potential benefits, challenges and ethical considerations associated with managing stakeholder relationships during the introduction of a global hospitality service innovation (Johnson, Scholes and Whittington, 2017).
[bookmark: _Toc224981669]Organisational Appraisal of Marriott International
An appraisal of Marriott International is essential for identifying the group’s capability to implement the StaySmart+ service across global markets. Marriott is one of the largest hospitality companies in the world, operating thousands of hotels across more than 130 countries. The company manages a diverse portfolio of luxury, premium and mid-scale brands, allowing it to reach a wide range of customer segments. 
Its global presence, well-established reputation and strong loyalty programme provide a substantial competitive advantage within the hospitality industry. However, the implementation of a technology-driven service such as StaySmart+ requires consideration of both internal capabilities and external environmental factors. Strategic frameworks such as SWOT and PESTLE analysis help evaluate these situations.
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Figure 1

Figure1 shows that the SWOT analysis establishes that Marriott International has strong brand recognition, extensive market reach and established customer loyalty. These strengths create favourable conditions for introducing an innovative service such as StaySmart+. Nevertheless, technological (Bansal and DesJardine, 2014) integration challenges and global operational complexity may affect implementation.
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Figure 2
PESTLE analysis, as shown if Figure 2 is a strategic framework used to assess the external macro-environmental factors: political, economic, social, technological, legal and environmental - that may influence an organisation’s strategic decisions and operational environment (Law, Buhalis and Cobanoglu, 2019). Overall, the appraisal highlights that Marriott operates in a complex, rapidly evolving environment. Whilst technological developments and changing consumer preferences present strong opportunities for service innovation, (Law, Buhalis and Cobanoglu, 2019) the company must also readily address regulatory compliance, cybersecurity risks and economic uncertainty when introducing new global hospitality services such as StaySmart+

Bottom of Form
For the development and worldwide launch of the StaySmart+ service within Marriott International, a wide variety of stakeholders must be recognised. These stakeholders can be generally classified into internal and external groups based on their relationship with the organisation and their degree of influence on the project. Identifying these parties is crucial because their interests, resources, and decisions can greatly impact the planning, execution, and long-term success of the service (Clarkson, 1995).
[bookmark: _Toc224981670]Internal Stakeholders
Internal stakeholders are individuals or groups operating within the Marriott organisation who directly contribute to the design, delivery and management of the StaySmart+ initiative.
· Executive leadership and corporate strategy teams – Responsible for approving strategic investments, allocating resources and ensuring the service aligns with long-term organisational goals.
· Digital innovation and technology teams – Develop and integrate artificial intelligence tools, guest interaction systems and smart technologies required for the StaySmart+ platform.
· Operations and hotel management teams – Ensure the service is implemented effectively within individual properties and integrated into daily hotel operations.
· Customer experience and service design teams – Focus on improving guest journeys and ensuring the new service enhances comfort, convenience and personalisation.
· Human resource departments – Responsible for staff training, workforce readiness and ensuring employees understand how to deliver the new service effectively.
· Finance and investment teams – Evaluate project costs, budgeting requirements and financial feasibility.
· Sustainability and corporate responsibility teams – Oversee the environmental aspects of StaySmart+ ensuring eco-friendly amenities and sustainable practices are incorporated.
[bookmark: _Toc224981671]External Stakeholders
External stakeholders are individuals or organisations outside the Marriott organisation who influence or are influenced by the project outcomes.
· Hotel guests and loyalty programme members – The primary users of the StaySmart+ service whose feedback and satisfaction determine its success.
· Technology partners and software providers – Companies supplying AI systems, digital platforms and smart hotel infrastructure.
· Travel partners and booking platforms – Organisations that integrate travel planning services and promote hotel offerings to global travellers.
· Government authorities and regulatory bodies – Ensure compliance with tourism policies, safety regulations and data protection requirements such as the General Data Protection Regulation.
· Local communities and tourism organisations – Stakeholders affected by the sustainability initiatives and broader economic impact of hotel operations.
· Investors and shareholders – Interested in the financial performance and long-term profitability of the new service.
Together, these stakeholders form a complex (Reed, 2009) network of influence that must be effectively managed to ensure the successful development, launch and adoption of StaySmart+ across Marriott’s international hotel portfolio.
[bookmark: _Toc224981672]Roles and Responsibilities of the key stakeholders
The successful design and global implementation of the StaySmart+ service within Marriott International depends on the coordinated involvement of multiple stakeholders who contribute specialised knowledge, resources and strategic oversight throughout the project lifecycle. Each stakeholder group performs distinct roles and responsibilities that collectively ensure the service is effectively developed, delivered and adopted across international markets. At the same time, these stakeholders bring significant benefits to the project whilst also encountering operational, technological and organisational challenges (Mendelow, 1991).
Senior leadership and strategic management teams play a critical role in shaping the overall direction of the StaySmart+ initiative. Their primary responsibility is to provide strategic vision, approve investment decisions and ensure the project aligns with the organisation’s long-term innovation and competitive strategy. 
By supporting digital transformation and sustainability initiatives, leadership enables Marriott to strengthen its position within the global hospitality sector. The main benefit these stakeholders bring is strong strategic governance and resource allocation, which are essential for large-scale service innovation. However, they may face challenges in balancing financial risk, managing investment priorities and ensuring consistent implementation across diverse geographic regions.
Technology and digital innovation teams represent another key stakeholder group. These specialists are responsible for designing and integrating the artificial intelligence tools, personalised travel planning systems and smart hotel technologies that form the foundation of StaySmart+. Their role includes software development, cybersecurity management, system integration and continuous technological improvement. The contribution of this group is particularly valuable because it enables Marriott to deliver advanced digital guest experiences and improve operational efficiency. Despite these advantages, technology teams may face challenges such as complex system integration across existing hotel infrastructure, cybersecurity risks, and the need to comply with data protection regulations such as the General Data Protection Regulation (European Commission, 2016).
Hotel operations managers and frontline employees also play a central role in the delivery of the StaySmart+ service. These stakeholders are responsible for translating strategic plans into practical service experiences within individual hotels. 
Their responsibilities include implementing new operational procedures, assisting guests with digital tools, and maintaining high service standards. Frontline staff provide the direct human interaction that remains essential even within technologically enhanced hospitality environments. 
Their involvement benefits the project by ensuring that the service remains guest-focused and operationally practical. Nevertheless, employees may encounter challenges related to training requirements, adaptation to new technologies and concerns about the potential impact of automation on traditional hospitality roles.
External stakeholders also contribute significantly to the success of the project. Technology partners and digital solution providers support the development and maintenance of AI-driven systems, bringing specialised expertise and innovation capabilities that may not exist internally. Similarly, hotel guests and loyalty programme members provide critical feedback that helps refine the service and ensure it meets evolving customer expectations. These stakeholders contribute valuable insights into guest preferences, enabling Marriott to deliver highly personalised travel experiences. However, managing guest expectations, ensuring data privacy and maintaining consistent service quality across global markets remain ongoing challenges.
Overall, effective collaboration between these internal and external stakeholders is essential for ensuring that StaySmart+ delivers its intended benefits. By combining strategic leadership, technological expertise, operational experience and customer insight, Marriott can successfully introduce an innovative hospitality service that enhances guest satisfaction while strengthening the organisation’s global competitive position.
[bookmark: _Toc224981673]Frameworks, model, and theories to engage with stakeholders
The successful delivery of the StaySmart+ service within Marriott International requires structured stakeholder engagement supported by established management frameworks and models. These tools allow project managers to identify stakeholder influence, clarify responsibilities, and ensure consistent communication throughout the project lifecycle. Using recognised stakeholder management frameworks also improves transparency, collaboration, and decision-making during complex global projects. One of the most widely used models for analysing stakeholders is the Power - Interest Grid. This framework categorises stakeholders according to their level of power and interest in the project. It helps project managers prioritise engagement strategies and allocate resources effectively.
[bookmark: _Toc224981674]Stakeholder Power - Interest Matrix
	Stakeholder
	Power
	Interest
	Engagement Approach

	Executive leadership
	High
	High
	Manage closely and involve in strategic decisions

	Hotel operations managers
	High
	High
	Regular updates and active collaboration

	Technology partners
	Medium
	High
	Continuous coordination and technical meetings

	Employees and frontline staff
	Medium
	High
	Training and internal communication

	Government and regulators
	High
	Low
	Keep satisfied with compliance reporting

	Hotel guests
	Low
	High
	Engage through feedback and service testing


Figure 3
The model in Figure 3 helps the project team focus on stakeholders who have the greatest influence on the implementation of StaySmart+, particularly senior leadership, hotel management and technology partners.  Another key framework is the stakeholder engagement plan (Figure 4), which outlines how stakeholders are involved at each stage of the project (PMI, 2021). It ensures communication and participation are tailored to the needs of each group.
[bookmark: _Toc224981675]Stakeholder Engagement Plan 
	Stakeholder
	Engagement Method
	Purpose
	Frequency

	Executive leadership
	Strategy meetings
	Project approval and direction
	Monthly

	Technology teams
	Technical workshops
	System development and integration
	Weekly

	Hotel managers
	Implementation briefings
	Operational preparation
	Bi-weekly

	Employees
	Training sessions
	Skills development
	Before launch

	Guests
	Surveys and pilot testing
	Service improvement
	During testing phase


Figure 4
Effective stakeholder engagement also requires a clear communication plan (Figure 5) that ensures stakeholders receive the right information at the right time.
[bookmark: _Toc224981676]





Communication Plan
	Stakeholder
	Communication Method
	Key Information Shared

	Senior management
	Executive reports
	Project progress and performance

	Hotel management
	Operational meetings
	Implementation updates

	Employees
	Training platforms and emails
	Service procedures

	Technology partners
	Technical documentation
	System requirements

	Customers
	Mobile apps and feedback surveys
	Service features and improvements


Figure 5
Finally, a RACI (Figure 6) matrix helps clarify roles and responsibilities within the project. The RACI model defines who is Responsible, Accountable, Consulted and Informed for each key task.
[bookmark: _Toc224981677]RACI Matrix – StaySmart+ Implementation
	Task
	Responsible
	Accountable
	Consulted
	Informed

	Service design
	Innovation team
	Senior leadership
	Technology partners
	Hotel managers

	Technology integration
	IT department
	Project manager
	External vendors
	Staff

	Staff training
	HR department
	Operations manager
	Hotel managers
	Employees

	Service launch
	Project team
	Executive leadership
	Marketing team
	Customers


Figure 6
Together, these frameworks provide a structured approach for managing stakeholders during the rollout of StaySmart+. By clearly identifying stakeholder influence, defining communication processes and assigning responsibilities, Marriott can improve collaboration, reduce misunderstandings and ensure the successful global implementation of the new service.
Stakeholder Engagement and Conflict Management Using the 4C’s Model (Communication, Collaboration, Consultation, and Commitment)
	4c
	Application
	Purpose

	Communication
	Meetings, digital updates
	Clarity and alignment

	Collaboration
	Workshops, pilot testing
	Shared solutions

	Consultation
	Surveys, feedback sessions
	Easy issue identification

	Commitment
	Training, performance tracking
	Long-term support

	
	
	


Figure 7 
The global implementation of the StaySmart+ service across Marriott International requires a structured and strategic stakeholder engagement process. Given the complexity of launching a technology-driven hospitality service across multiple international markets, the role of the project manager is not only to coordinate operational activities but also to foster strong stakeholder relationships. Effective engagement ensures that stakeholders remain informed, involved and supportive throughout the project lifecycle. One practical framework that can guide this process is the 4C’s stakeholder engagement model (Figure 7), which emphasises communication, collaboration, consultation and commitment. These four elements provide a structured approach for building trust, managing expectations and addressing potential conflicts among stakeholders. The importance of recognising and managing stakeholder interests has been widely discussed in stakeholder theory (Donaldson and Preston, 1995; Mitchell, Agle and Wood, 1997).

The first stage of the engagement process focuses on communication. Clear and consistent communication is fundamental to ensuring that stakeholders understand the objectives, scope and expected outcomes of the StaySmart+ initiative. As project manager, the initial step would involve establishing structured communication channels that enable information to flow efficiently between different stakeholder groups. This may include executive briefings for senior leadership, operational meetings with hotel managers, and digital communication platforms for frontline employees and technology teams. Communication also plays an essential role in aligning stakeholders with the strategic goals of the project, ensuring that each group understands how StaySmart+ contributes to improved guest experiences and organisational competitiveness. Effective communication can also reduce uncertainty and resistance to change, particularly among employees who may be adapting to new digital systems and operational procedures.Managing stakeholder expectations through transparent communication is considered a key aspect of successful stakeholder management (Hillman and Keim, 2001).

The second component of the 4C’s model is collaboration. Collaboration involves actively involving stakeholders in the development and implementation of the project rather than simply informing them of decisions. For a project such as StaySmart+, collaboration is particularly important because the service integrates multiple elements including artificial intelligence, personalised travel planning and sustainability initiatives. Technology specialists, hotel operations teams and customer experience experts must work together to ensure that the service functions effectively within real hotel environments. As project manager, fostering collaboration may involve cross-functional project workshops, innovation sessions and pilot testing programmes in selected hotels. These collaborative activities enable stakeholders to share expertise, identify operational challenges early and co-create solutions that improve the quality of the final service. In addition, collaboration strengthens stakeholder relationships by encouraging shared ownership of project outcomes.

The third element of the engagement process is consultation. Consultation ensures that stakeholders have opportunities to provide feedback and contribute insights that can improve decision-making. Within the hospitality sector, consultation is particularly valuable because service quality is closely linked to the experiences and expectations of guests as well as the operational knowledge of employees. For example, hotel staff may provide practical insights into how digital tools affect daily operations, while guests may offer feedback regarding usability and personalisation features. Consultation mechanisms may 
include surveys, focus groups, pilot programme evaluations and feedback sessions with technology partners. Through these processes, the project manager can gather diverse perspectives and identify potential issues before full-scale implementation occurs. Consultation therefore reduces the risk of project failure by ensuring that stakeholder concerns are acknowledged and addressed during the planning and development stages. According to stakeholder identification theory, organisations must recognise stakeholders with legitimate interests and incorporate their perspectives into decision-making processes (Mitchell, Agle and Wood, 1997).

The final stage of the 4C’s model focuses on commitment. Commitment refers to the process of securing long-term stakeholder support and ensuring that all parties remain engaged throughout the project lifecycle. For StaySmart+, stakeholder commitment is essential because the successful adoption of the service depends on consistent implementation across multiple hotels and regions. As project manager, building commitment may involve establishing clear responsibilities, recognising stakeholder contributions and demonstrating the value that the service provides to both guests and employees. For instance, training programmes can empower staff to confidently deliver the new service, while performance monitoring systems can highlight improvements in guest satisfaction and operational efficiency. When stakeholders see tangible benefits from the project, they are more likely to remain committed to its success.

While the 4C’s framework supports effective stakeholder engagement, conflicts may still arise during complex projects. Conflicts can occur due to differences in priorities, resource allocation, technological challenges or resistance to organisational change. As project manager, conflict management requires a balanced and transparent approach. Open communication is often the first step in resolving disagreements, as it allows stakeholders to express concerns and clarify misunderstandings. Collaborative problem-solving techniques can also be used to identify mutually beneficial solutions that satisfy multiple stakeholder interests. In situations where conflicts involve strategic decisions or resource constraints, structured negotiation and mediation processes may be required to reach an agreement.

Ultimately, the effective application of the 4C’s model enables the project manager to create an inclusive and structured engagement process that supports cooperation among diverse stakeholder groups. By prioritising communication, encouraging collaboration, facilitating consultation and building commitment, the project manager can minimise conflict, strengthen 
stakeholder relationships and ensure the successful implementation of the StaySmart+ service across Marriott’s global operations.
[bookmark: _Toc224981678]Stakeholder Engagement and Business Performance at Marriott International 
Stakeholder engagement plays a key role in the success and long-term performance of innovative initiatives such as StaySmart+ at Marriott International. In the hospitality sector, where service quality, customer satisfaction and operational efficiency are closely linked, effective engagement with both internal and external stakeholders can directly improve organisational performance. Involving stakeholders throughout the planning, development and implementation stages strengthens collaboration, reduces operational risks and enhances the value delivered to customers.
One of the key impacts of stakeholder engagement on business performance is improved service quality and customer satisfaction. Involving hotel managers, frontline employees and guests in the development of StaySmart+ at Marriott International helps the organisation better understand operational needs and customer expectations. Employee participation supports effective service delivery, while guest feedback refines digital features and personalisation. This alignment between service design and user needs increases guest satisfaction, encourages positive reviews, strengthens brand loyalty and ultimately supports stronger financial performance.
Stakeholder engagement also strengthens organisational innovation and competitiveness. In the highly competitive hospitality industry, collaboration with technology partners, sustainability experts and customer experience teams enables Marriott International to access specialised knowledge that supports advanced service development. Partnerships with technology providers, for example, allow the integration of artificial intelligence to improve operational efficiency and personalise guest experiences. These innovations help differentiate Marriott from competitors such as Hilton Worldwide and Hyatt Hotels Corporation, strengthening market positioning, increasing potential market share and enhancing long-term brand reputation (Marketing for Hospitality and Tourism; Philip Kotler, John T. Bowen and James Makens, 2017).
Stakeholder engagement also improves risk management and organisational resilience. In large hospitality projects, involving regulators, investors and local communities helps organisations identify potential risks early and develop effective mitigation strategies. For example, when implementing AI-driven guest interaction systems that process personal data, engaging legal experts and regulatory authorities ensures compliance with international data protection laws such as the GDPR. This proactive approach reduces the risk of legal penalties and reputational damage while supporting sustainable business practices (Porter and Kramer, 2011; UNWTO, 2021).
Despite its benefits, stakeholder engagement can also create challenges if not managed effectively. Coordinating multiple stakeholder groups across different regions and organisational levels can be complex, particularly in a global organisation such as Marriott International, where stakeholders may have diverse cultural perspectives and operational priorities. Managing these differences requires strong leadership and structured engagement strategies. Furthermore, extensive stakeholder involvement can sometimes slow decision-making, as multiple viewpoints must be considered before reaching strategic agreements (Prahalad and Ramaswamy, 2004).
Another challenge relates to potential conflict between technological innovation and employee concerns. While AI-powered guest interaction systems can improve efficiency at Marriott International, some employees may fear automation replacing traditional hospitality roles. Without clear communication and training, this concern may lead to resistance and negatively affect service delivery. Therefore, stakeholder engagement must support both technological implementation and workforce adaptation (Ashcroft, 2017). To maximise the positive impact of stakeholder engagement on business performance, several recommendations can be proposed for future initiatives.
To improve stakeholder engagement, organisations should implement structured frameworks that define stakeholder roles, responsibilities and communication channels throughout the project lifecycle. Tools such as stakeholder mapping and engagement plans help maintain active involvement while supporting efficient decision-making. Organisations should also invest in employee training to support technological adoption, improving staff confidence, reducing resistance to change and enhancing service quality. In addition, transparency and ethical responsibility in handling guest data are essential to maintain customer trust through clear privacy policies and secure digital systems.
Finally, adopting continuous feedback mechanisms, such as guest surveys and employee consultations, enables organisations like Marriott International to evaluate and improve services such as StaySmart+, ensuring they remain responsive to evolving customer expectations and technological developments (Christopher, Payne and Ballantyne, 2013).
[bookmark: _Toc224981679]Conclusion
The successful introduction of the StaySmart+ service within Marriott International highlights the importance of effective stakeholder management in delivering innovative hospitality solutions across global markets. As the hospitality industry continues to evolve through digital transformation, personalisation and sustainability initiatives. Organisations must ensure that a wide range of stakeholders are actively involved throughout the project lifecycle. This report has demonstrated that identifying, analysing and engaging both internal and external stakeholders is essential for ensuring that complex service innovations are implemented efficiently and deliver meaningful value to customers and the organisation.
The analysis first identified the key stakeholders involved in the project, including internal groups such as senior leadership, technology teams, hotel operations managers and employees, as well as external stakeholders such as guests, technology partners, regulators and investors. Each of these stakeholders plays a distinct role in shaping the development, implementation and adoption of the StaySmart+ service. Their contributions provide important resources, expertise and feedback that support the successful execution of the project (Freeman, 1984).
The report also examined stakeholder engagement strategies using established management frameworks such as stakeholder mapping, communication plans and responsibility matrices. These tools provide structured approaches for managing stakeholder influence, clarifying responsibilities and ensuring consistent communication across the organisation. In addition, the application of the 4C’s model—communication, collaboration, consultation and commitment - demonstrated how project managers can build strong stakeholder relationships, manage conflicts and maintain alignment between different stakeholder groups.
Furthermore, the evaluation of stakeholder engagement highlighted its significant impact on business performance, innovation and customer satisfaction. Effective engagement enables organisations to improve service quality, strengthen brand reputation and enhance operational efficiency. However, the analysis also identified challenges such as stakeholder coordination, technological integration and employee adaptation to new systems.
Overall, the findings emphasise that successful hospitality innovation requires not only advanced technology but also strong stakeholder collaboration. By adopting structured engagement strategies and maintaining transparent communication, Marriott can effectively implement services such as StaySmart+ while strengthening its competitive position within the global hospitality industry.
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