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1. Introduction 
                                                                                                                                                          Marriott International is one of the largest and most influential hospitality organisations globally, operating more than 8,000 properties across 130+countries. In the United Kingdom, particularly in London, the company has established a strong presence through luxury, premium, and business-oriented hotel services, it’s operations include accommodation, event hosting, food and beverage services, and customer experience innovation.

I response to evolving customer expectations and increased competition within the hospitality sector, Marriott is preparing to launch a new premium service known as “Stay smart.” This initiative integrates artificial intelligence. (AI)-driven guest interaction tools, personalised travel planning services, and sustainability-focused amenities. The projects aim to enhance guest satisfaction, improve operational efficiency, and strengthen the organisation’s competitive advantage in both domestic and international markets.

The rollout of Stay Smart+ is scheduled over a six-month period across selected hotels worldwide. As Project Manager, the success of this initiative is highly dependent on effective stakeholder identification, engagement, and management.

Stakeholders play a critical role in influencing project outcomes, particularly in global organisations where cultural diversity, operational complexity, and technological integration present significant challenges.

According to Freeman (1984), Stakeholder theory emphasises that organisations must consider the interests of all stakeholders, not just shareholders, to achieve sustainable success. This report critically evaluates the role of stakeholder engagement in the successful implementation of Stay Smart+, and the 4Cs engagement model (communication, collaboration, consultation, and commitment).

This report Analytically explore Stakeholder identification, engagement strategies, and the impact of stakeholder involvement project success.



                                                                                                                                                                                        2. Company Appraisal’s SWOT and PESTEL Analysis 

2.1 SWOT Analysis:

A SWOT Analysis Provides a structured evaluation of internal and external factors influencing Marriott International.

A SWOT Analysis provides insight into the internal and external factors affecting Marriott International and Stay smart+ project.



SWOT Analysis / Diagram using to Marriot International
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                W
    
       WEAKNESSES
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                       OPPORTUNITIES
	                
                T
                           
        THREATS
                                                 

	Marriott benefits from strong global brand recognition, financial stability, and an extensive international network. 
	The organisation faces high operational costs.
	There is increasing demand for personalised, technology-driven experiences.
	Competition from global hotel chains, economic uncertainty, and regulatory challenges pose significant risks.

	Its investment in digital transformation and customer retention and engagement. 
	Implementing Stay Smart+ requires significant investment and may encounter resistance from employee’s unfamiliar with AI technologies.
	Sustainability trends also create opportunities for Marriott to differentiate itself.
	Data privacy concerns, related to AI systems also present potential reputation risks.

	Financial strength
Enabling innovation investment.
	Complexity in managing global standardisation vs localisation.
	Expansion into emerging markets further supports growth.
	Economic stability affecting travel demand.

	Established customer loyalty programmes (e.g., Marriott Bonvoy).
	Dependence on tourism trends.
	Digital transformation in customer experience.
	Regulatory differences across countries.







2.2 PESTEL Analysis


A PESTEL Analysis provides a framework for evaluating the external macro-environment affecting an organisation and its stake holders (Johnson et al. 2020). For global hospitality company such as Marriott International operating in London, involves several political, economic, social, technological, environmental, and legal factors significantly influence strategic decision-making.


Political Factors:
Political significantly influence Marriott’s operations in UK. Government policies relating to tourism, visa regulation and taxation affect international travel demand. The UK government promotes tourism through organisation such as VisitBritain, which benefits hotel chains in London. However, policy changes following Brexit have created uncertainties around labour supply and international travel regulations (Deloitte, 2023).



Economic Factors:

Economic is strongly affect the hospitality industry. London remains a major global tourism and business hub, generating high demand for accommodation.  When the economy grows and disposable income increases, tourism and business travel also rise, benefiting hotels such as Marriott. However, economic uncertainty and rising optional costs in the UK can reduce profitability and affect hotel demand (Research Mythology, 2023).



Social Factor:

 Increasing international tourism, cultural diversity in London and growing expectation for personalised services encourage hotels to improve their system, prefer convenient online booking systems and unique travel experiences, which shape Marriott’s service and marketing strategies (Pestle analysis, 2023).



Technological Factors:

 Online booking platforms, mobile check-in systems, artificial intelligence and digital marketing allow hotels to improve operational efficiency and enhance customer experience. Marriott continues to invest in technology to streamline operations maintain competitiveness (Pestle Analysis, 2023).



Environmental Factors: 

Environmental sustainability is becoming increasingly important in the sector hospital sector.  Marriott has implemented environmental initiatives to support sustainability and reduce its environmental initiatives to support sustainability and reduce its environmental impact (Pestle Analysis,2023).



Legal Factors: 

Hotels operating in the UK must comply with strict regulations including health and safety laws, employment legislation and data protection rules. Compliance with these legal requirements is essential to maintain operational standards and protect brand reputation (Pestle Analysis, 2023).
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	Government regulations and international policies influence global operation.
	Economic fluctuations affect travel demand and customer spending.
	Consumers increasingly value sustainability and personalised services.
	Rapid technological advancements drive innovation but require continuous investment.
	Pressure to adapt sustainable practices aligns with Stay Smart+.
	Compliance with GDPR and data protection laws is essential.


	
Objective-s

 Objective of Smart+
	
       S
    Specific
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     Measurable        
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   Relevant
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Time- bound



	1.) Improve stakeholder communicator
	Identify key stakeholders,
Use meetings and emails for updates,
Share clear project goals,
Encourage two-way communication. 
	Counts meeting held,
Track feedback received, Survey communication, Monitor reduce understanding.
	Marriott has communication system, Managers coordinates Staff training supports communication, Digital tools assist engagement.
	Buids trust with stakeholders, reduces project conflicts, Improves collaborate-on, Supports smooth project delivery.
	Strategy created in 2 months, monthly updates provided, Evaluation after 12 months.

	2.) Increase stakeholder participation
	Invite stakeholders to planning meetings, collect suggestion and feedback, involve partners decisions, Encourage consultations.
	Track meeting participation, Records feedback numbers, Measure decision input, Monitor engagement rates. 
	Existing relationships with stakeholder-s, Project managers lead sessions, Workshops easy to organise, Collaborations tools.
	Participation improves decisions, builds stronger relationships, identifies risks early, Increases project support.
	Plans develop in 3 months, Quarterly, meetings held, continues engagement, annual review.

	3.) Improve transparency in projects.
	Share project reports, provide regular updates, explain projects risks, Ensure information clarity.
	Number of reports shared, stakeholder understanding surveys, Feedback on clarity, reduced information complaints.
	Reporting systems already exists, communication teams support updates, managers oversee reporting, digital platforms assist sharing.
	Transparency, builds trust, improves stakeholder, understanding, reduces resistance, supports ethical management.
	Reports produced monthly reviews, every quarter, monitoring throughout project, final evaluation after 1 year.

	4.) Strengthen Collaboration
	Organise stakeholder workshops, encourage teamwork, promote joint problem solving, discuss project challenges openly.
	Count collaborative meetings, track problem resolutions, evaluate teamwork feedback, monitor efficiency improvements.
	Experienced project teams available, collaboration tools exist, managers create activities, training enhances teamwork.
	Collaboration increases innovation, strengthens relationships, solves problem faster, improves project success.
	Workshops every 3 months, monitoring during project, mid-project review, final evaluation after completion. 










 
2.3 SMART Objectives

Organisation: Marriot International, London, UK

SMART objectives are widely used in hospitality organisations to ensure clear and measurable performance outcomes. SMART stands for Specific, Measurable, Achievable, Relevant, and Time-bound, helping managers set structured goals and evaluate progress effectively (Doran, 1981). As a manager responsible for stakeholder management at Marriott International, SMART objective satisfaction could include improving customer satisfaction scores by 10% within 12 months, strengthening supplier partnerships through quarterly performance reviews, and increasing employee engagement through training and feedback. programmes. 


                                                                                                                                                 



3. Stakeholder Identification and categorisation 

Stakeholders are individual or groups can in fluence or are affected by organisational activities (Freman, 1984). In the context of hotel digital transformation or AI implementation, stakeholders can be divided into Internal Stakeholders (within the organisation) and External Stakeholders (outside the organisation but affected by its operations) (PMI, 2021).



3.1 Internal Stakeholders

	IT & AI Development Teams
	Technical Development Specialist
	Design, develop and maintain AI technologies, ensure system integration and cybersecurity.

	Marketing & Sales Department
	Market communication and demand generation
	Promote digital services, analyse customer behaviour & support revenue growth strategy.

	Hotel Operation Staff
	Operational service providers
	Deliver daily services, interact with guests and ensure effective use new technologies in operation.







3.2 External Stakeholders


	                                                                                                                    Stakeholder
	                                     Role
	Key Responsibilities

	                                                                                                                                      Customer/Guest
	Primary beneficiaries of services
	Use hotel services, provide feedback and influence service improvement and organisational reputation.

	                                                                                                                Technology Vendors
	Technology providers
	Supply AI systems, software infrastructure and technical support for digital transformation.

	                                                                                                   Government and Regulatory Bodies
	Legal and regulatory authorities
	Establish regulation related to tourism, safety standards and data protection compliance.

	Travel Partners
	Marketing & distribution partners.
	Promote hotel services, facilitate, online bookings and increase global market reach.


			




3.3) Stakeholder Mapping Power-Interest Matrix

	     High Level Power                
Regulators
(Keep Satisfied)
	                      
Senior Executive

                                                                                                                                                                                                                                                                                                                                  

	    Low Level Power
Level of Power


	
Customer


                       Low                       Level of Interest               High                    
The Power-Interest Matrix (often attributed to Mendelow) is a strategic tool used to determine how to communicate with different stakeholder groups based on their influence and concern for a project.

Based on your specific examples, here is how they map out:

· High Power, High Interest
(Manage closely): Senior Executives. These are your “Key Players.” They have the authority to stop or accelerate a project and are deeply invested in the outcome. They require proactive, frequent engagement.

· High Power, Low Interest (Keep Satisfied): Regulators. They hold significant legal or bureaucratic power but may only interact with the project on a compliance basis. The goal is to meet their needs enough to avoid them using their power against you.
 
· Low Power, High Interest (Keep Informed): Customers. They are highly impacted by your decisions but often lack direct individual power to change them. Keeping them updated helps build community supports and prevents them from organizing to gain power.

· Low Power, Low Interest

(Monitor): General Public. These groups require the least amount of effort. You simply monitor them to ensure their status doesn’t Change (Marriott if local issue suddenly gains national public interest).

This approach ensures efficient stakeholder prioritisation (Mitchell et al., 1997).




4. Roles, Responsibilities, Benefits and Challenges 

Stakeholders play vital role in ensuring project success.




4.1 Roles and Responsibilities 

· Project Manager:
Oversees execution and coordination
· IT Teams:
Develop AI Systems
· Marketing Teams: 
Promote Stay Smart+
· Operation Staff:
Deliver to customers
· Senior Management:
Direction and funding

Stakeholder Roles, Responsibilities, Benefits and Challenges in the Stay Smart+ Project.
The successful implementation of the Stay Smart+ initiative within Marriott International relies on the collaboration of several internal stakeholders include the Project Manager, IT Team, Marketing Team, and Operations staff. Each group play a significant role in ensuring the project achieves its objectives of improving guest experience, operational efficiency, and digital innovation in the hospitality sector.

A. Project Manager

The Project Manager is the responsible for planning, coordinating and monitoring all aspects of Stay Smart+ project. Their primary responsibilities include defining project objectives, allocating resources, managing budgets, overseeing timelines and ensuring communication between departments. The project Manager also identifies potential risks and ensures that the project aligns with the organization’s strategic goals (Kerzner, 2022). Effective leadership and communication skills are essential for coordinating multiple teams and ensuring projects deliverables are achieved.

Benefits:

· Ensures structured project planning and execution.
· Improves collaboration between departments
· Supports timely delivery of project outcomes

Challenges:

· Managing stakeholder’s expectations
· Addressing unforeseen project risks and delays
· Coordinating complex interdepartmental activities



B. IT Team

The IT Team plays a critical role in developing and maintaining the technological systems required for the Stay Smart+ initiative. Their responsibilities include implementing digital platforms, integrating smart technologies within hotel rooms, maintaining cyber security, and providing technical support. Technology integration is particularly important in modern hospitality operations as it enhances efficiency and customer experience (Buhari’s and Leung, 2018).

Benefits:

· Improve service automation and operational efficiency



C. Marketing Team

The Marketing Team is responsible for promoting the brand, attracting customers, and supporting revenue growth.  Effective marketing ensures that product and services reach the correct target audience and enhance customer engagement (Kotler & Keller, 2016).



Benefits:

The marketing Team benefits from opportunities to develop creative strategies and influence business growth. Their work allows them gain experience in market research, branding, and digital marketing technologies, Successful campaigns can enhance their professional recognition and career development (Chaffey & Ellis-Chadwick, 2019). 



Challenges:

Marketing things often face challenges such as rapidly changing market trends, increased competition, and pressure to achieved measurable results. Budget limitations and the need to constantly adapt digital marketing innovations can also create additional workload and stress (Armstrong et al., 2020). 


D. Senior Management

Senior Management is responsible for setting the strategic direction of the organisation. Their roles include decision-making, resource allocation policy. They also provide leadership, guide organisational culture and ensure collaboration between marketing, operations, and other departments (Johnson, Scholes & Whittington, 2017). 



Benefits: 

Senior Management benefits from greater decision-making authority and the ability to shape organisation strategy. 

Challenges: 

Despites these benefits, senior managers face significant responsibilities and pressures.
They must manage risks, and balancing stakeholder expectations while maintaining organisational performance can be a complex challenge (Mintzberg, 2009).



4.2 Benefits Stakeholders Bring Stakeholders. According to Christoper et al., (2013), strong stakeholder relationships create long-term value, and competitive advantage. Stakeholders contribute expertise, innovation, financial resources, and operational efficiency (Christopher et al., 2023).




4.3 Challenges Face by Stakeholder

· Resistance to change
· Cultural differences
· Communication barriers
· Ethical concerns related to AI

Applying the stakeholder is salience model enables prioritisation based on influence and urgency (Mitchell et al., 1997).

5. Stakeholder Engagement Frameworks - Frameworks and Models 

Here are four RACI matrix examples tailored to Marriott’s global CSR strategy, focusing on environmental impact t in the London region.



5.1 RACI MATRIX



	Task/ Stakeholder
	UK, Sustainability Manager
	London Hotel GM
	Local Food supplier
	Hotel Guest

	Reduce Single – Use Plastics
	                                         AR
	                                   R
	                                 C
	                                    I

	Local Sourcing Audit
	                                   A
	                                  R
	                                  R
	                                       I

	Carbon Footprint Report
	                                 R
	                                 C
	                                   I
	                                 I

	Green Certification
	                                   A
	                                 R
	                                   I
	                                   I






 
· Insights: The sustainability Manager holds Accountability (A) for regional compliance with UK environmental standards.                                                                                                                      






1. Guest Digital Engagement (Marriott Bonvoy)

Focuses on how technology stakeholders interact to improve the London guest experience.



Guest Digital Engagement: (Marriott Bonvoy)
	                                    Task /Stakeholder
	                        Regional IT Director
	                   Front Office Manager
	                      Marketing Team
	                                  Bonvoy Members

	                                     Mobile check-in Rollout
	                                          AR
	                                          R
	                                     I
	                                   C

	                                  Guest Feedback Analysis
	                                                     I
	                                      A
	                                   R
	                                   C

	                 Loyalty Promo Launch
	                                       I
	                                   C
	                                 AR
	                                     I

	                              App Feature
	                                                 R
	                                     I
	                                    C
	                                     I




Insight: Guest are consulted (C) via surveys, ensuring that the digital framework is responsive to real user needs.






2. Crisis management & Health Safety

Crucial for high-traffic London locations like the London Marriott Hotel County Hall or Grosvenor House.


Crises Management & Safety:

	   Task/Stakeholder
	                      Security Officer
	                               UK Executive Team
	  Staff/Housekeeping
	                        Local Authorities

	                               Health Protocol Updates
	                               R
	                             A
	                                        I
	                              C

	                                   Staff Safety Training
	                                  A
	                                  I
	                                          R
	                               I

	                             Emergency Response Plan
	                               R
	                                A
	                                          C
	                              C








5.2 Stakeholder Engagement Plan

· Identify stakeholders
· Analyse expectations
· Develop engagement strategies
· Monitor and evaluate engagement


5.3 Communication Plan

· Weekly progress meetings
· Digital dashboards
· Feedback system
· Cross-cultural communication strategies


5.4Theoretical Frameworks

· Stakeholder Theory (Freeman, 1984)
· Relationship Marketing (Christopher et al., 2013)
· Relational Lens (Ashcroft, 2017)

These frameworks emphasis trust, collaboration and long-term engagement.






6. Stakeholder Engagement Process and Conflict Management 



6.1 Engagement Process

The engagement process involves several stages:

1.) Identification and Analysis

Using stakeholder mapping tools to understand influence and interest.

2.) Planning Engagement Strategies

Tailoring strategist based on stakeholder needs and cultural context.




Stakeholder engagement Process & Conflict Analysis (Marriott International Hotel-London, Uk.


	   A. Identification of Stakeholders
	                                                                  Stakeholder Mapping

	                                                                     Stakeholder
	                                                                        Interest Expectation

	                                                                                        Guests
            Leisure & Business..                         This Photo by Unknown Author is licensed under CC BY-NC

	· Quality service, comfort, safety
· Authentic local experience
· Value for money sustainability

	                                                                      Employee
[image: ]
	· Fair wages, career growth
· Safe & inclusive work environment
· Training & well-being

	                                                                                                               Management (Marriot UK & Hotel   

            Leadership)This Photo by Unknown Author is licensed under CC BY-SA

	· Profitability, reputation, compliance
· Operational efficiency
· Brand standards

	Local Community & Cultural Groups  

                                                                    This Photo by Unknown Author is licensed under CC BY

	· Respect for local culture
· Employment opportunities
· Minimized environmental impact

	                                                                 Supplier (local & global)
      This Photo by Unknown Author is licensed under CC BY-SA-NC

                
	· Fair contracts, Timely payment
· Long-ter partnerships
· Ethical sourcing

	Government &Regulators
(Greater London Authority Uk Gov.)
 This Photo by Unknown Author is licensed under CC BY-NC-ND

	· Compliance with Laws
· Tax contributions
· Health safety & environmental regulations

	           Investors & Owners 
    (Marriott Intl. HQ, Shareholder)This Photo by Unknown Author is licensed under CC BY-NC-ND

	· Financial performance
· Risks management
· Sustainable Growth

	                                                                      NGOs& Environment Group

This Photo by Unknown Author is licensed under CC BY-NC-ND

	· Environmental sustainability
· Carbon reduction
· Community welfare







B. Stakeholder Influence-interest matrix



High Influence
	                                                           KEEP SATISFIED 
· Investors & Owners
· Government & Regulators
· Suppliers


   This Photo by Unknown Author is licensed under CC BY

	                                                         MANAGE CLOSELY
(High Influence – High Interest)
· Management
· Employees
· Guest

        This Photo by Unknown Author is licensed under CC BY


	MONITOR
(Low Influence-Low Interest)

· Some NGOs/External Groups

                   This Photo by Unknown Author is licensed under CC BY-NC-ND


Low Influence                                                      
	KEEP INFORMED
(Low Influence – High Interest)
· Local Community & Cultural Groups.

  This Photo by Unknown Author is licensed under CC BY-NC





             Low interest                                            High Interest



Key Insight Guest, Employees, and Management are the most critical stakeholder requiring continuous and proactive engagement due to their high influence and interest. Local community and NGOs show high interest but lower influence. So, they should be kept informed and involved to build trust and support.





6.2 The 4Cs Model




4Cs Stakeholder Model (Diagram)

	· CONSULTATION
	Seeking stakeholder opinions and feedback before decisions are made to improve inclusiveness and decisions quality.

	· COMMUNICATION
	Sharing clear, timely, and relevant information with stakeholders to ensure transparency and understanding.

	· CONSULTATION
	Seeking stakeholder opinions and feedback before decisions are made to improve inclusiveness and decision quality.

	· COMMITMENT
	Building trust by demonstrating reliability, accountability, and long-term engagement with stakeholder needs.

	· COLLABORATION
	Working jointly with stakeholders in partnerships to achieve shared goals and mutual benefits.







6.3 Conflict Management

Conflict may arise due to:

· Resource Allocation
· Cultural differences
· Resistance to change


Management Strategies

· Negotiation and compromise
· Mediation by project manager 
· Clear role definition (RACI)
· Active listening and feedback
Effective conflict resolution strengthens stakeholder relationships and improves project outcomes.





7. Impact of stakeholder Engagement on Business Performance
 
Marriot London: Impact of sustainable stakeholder engagement 
Effective stakeholder engagement significantly influences business performance and sustainability at Marriott international. Through strategic tools such as PESTEL and SWOT analysis, managers evaluate external environmental pressures and internal capabilities affecting stakeholders, including customers, employees, suppliers and regulators (Dudovskiy, 2023; Platform executive, 2024). Marriott’s sustainability initiatives, such as carbon reduction, water conversation and responsible sourcing, demonstrate stakeholder-driven environmental performance (Marriott, 2024). Frameworks such as a RACI matrix support clear accountability among teams, while programmed like Stay Smart improved Guest satisfaction and operational efficiency. Strong stakeholder collaboration therefore enhances organisational transparency, sustainability outcomes, long -term competitive advantage in the hospitality industry (Marriott International, 2017). 





                                                                                                                                                                      Impact of stakeholders Engagement: (Business Performance)
	                                                                   Positive Impacts
	· Higher project success rates
· Increase customer satisfaction
· Improved operational efficiency
· Enhance brand reputation

	                                                                         Risks of Poor Engagement
	· Project delays
· Budget Overruns
· Stakeholders’ dissatisfaction
· Reputational damage

	                                                                            Ethical Considerations
	· Data privacy
· Fair treatment of employees
· Cultural sensitivity

	                                                            Recommendations
	· For External Environment Analysis, use PESTEL Analysis
· For Internal + Competitive Position, use SWOT Analysis




7.1 Recommendations
My recommendation what theory to apply in my chosen organisation are to combine a few that fit together logically.

Here’s how each applies to Marriott International and when you should use it:

1.) For external Environment Analysis, use PESTEL Analysis to examine factors affecting Marriott in London:


	P
	· Political
	UK tourism policies, visa rules

	E
	· Economic
	Inflation, travel demand, exchange rates

	S
	· Social
	Changing traveller expectations (Marriott Sustainability, digital check-in)

	T
	· Technological
	Mobile apps, AI in booking systems

	E
	· Environmental
	Pressure for eco-friendly hotels

	L
	· Legal
	UK employment and safety laws





[image: ]This is essential for hospitality, because Marriott is highly influenced by global and local trends. A PESTEL analysis is recommended for Marriott international as it helps examine the political, economic, social, technological, environmental, and legal factors affecting its operations in London and the wider UK market (Johnson et al., 2020, Kotler et al., 2019).






2.) For Internal+ Competitive Position, Uses SWOT Analysis to evaluate Marriott International based in London, Uk



	S
	· Strengths
	Strong brand, global presence

	W
	· Weaknesses
	High operating costs. Reliance tourism

	O
	· Opportunities
	Growth in luxury travel, digital services

	T
	· Legal
	Competition (Hilton, Airbnb), economic downturns



[image: ]A SWOT Analysis is recommended for evaluating Marriott International because its systematically identifies internal strengths and weaknesses alongside external opportunities and threats, providing a clear view of its internal capabilities and competitive position (Kolter et al., 2019; Johnson et al., 2020).This help the organisation in the UK market, including London, to align its resources with market conditions and make informed strategic decisions (Gurel & Tat, 2017).



3.) For Roles & Responsibility, RACI Matrix
Use RACI Matrix if focusing as Project Management, Hotel operations& clarify staff roles.
The RACI Matrix was chosen to enhance role clarity and accountability in project management at Marriott International (Smith, 2020).


RACI Matrix – Marriott
International (London, UK)

	Task / Activity
	Project Manager
	Hotel Manager
	Operations Staff
	HR Manager
	External Contractors

	Project Planning & scheduling
	R
	A
	I
	C
	C

	Budget Approval
	C
	A
	I
	I
	C

	Daily hotel Operations
	I
	A
	R
	C
	I

	Staff recruitment & training
	I
	C
	I
	A/R
	I

	Implementation of new systems
	R
	A
	C
	I
	R

	Quality control & service standards
	C
	A
	R
	C
	I

	Maintenance & facility upgrades
	C
	A
	I
	I
	R




Key (RACI):
· R (Responsible): Performs the task
· A (Accountable): Ultimately
· C (Consulted): Provides input
· I (Informed): Kept updated

[image: ]Best for operational improvement, not big-picture strategy.


4.) For Customer Service & Experience; 4Cs
      Use 4Cs marketing model


4Cs Framework – Marriott
International (London, UK)

	                                   Costumer Needs
	                                          Cost to Customer
	                             Convenience
	                        Communication

	Comfortable rooms, quality service, personalised guest experience
	Competitive pricing, value for money, loyalty rewards
	Easy online booking, central London locations, mobile check-in
	Digital marketing, customer feedback, personalised emails & apps





 Short justification:

The 4Cs framework is used to prioritise customer-focused strategies by aligning services with customer needs, cost, convenience, and communication. (Robert F. Lauterborn, 1990).


[image: ] Very relevant to Marriott because hospitality is customer experience driven.




5.) For personal/Performance Goals; STAY SMART+
      Use MART goals framework (or STAY SMART+ variation.):

Specific, Measurable, Achievable, Relevant, & Time-bound


	S
Specific
	M
Measurable
	A
Achievable
	R
Relevant
	T
Time-bound

	Enhance service quality response time
	Increase ratings by 15%
	Staff training programmes
	Aligns with customer experience goals
	Within 6 months

	Introduce mobile check-in across hotel
	80% guest ad0ption rate
	Use existing IT infrastructure 
	Supports operational efficiency
	Within 4 months

	Define roles using RACI & training
	Reduce task errors by 20%
	HR-led workshops
	Improves project and operations management
	Within 3 months

	Optimise resource and energy usage 
	Cut costs by 10%
	Use energy saving technologies
	Supports financial sustainability
	Within 6-12 months




                                                                                                                                                            

Justification:

The SMART Framework is used to ensure clear, structured and measurable project objectives, improving managerial effectiveness and successful project delivery (George T. Doran, 1981).



[image: ] The SMART framework is good for Staff performance, Training Programmes, & Personal development. 
Tips: Invest in stakeholder training, use digital engagement tools, strengthen ethical guidelines & implement continuous feedback system.




8. Conclusion

Stakeholder engagement is critical factor in the successful implementation of projects, particularly in global organisations such as Marriott International. The Stay smart+ initiative highlights the complexity of managing diverse stakeholder engagement, supported by theoretical frameworks strategic tools, significantly enhances project outcomes. By 

By applying stakeholder theory and engagement frameworks, organisations can improve collaboration, reduce risks, and enhance project good outcomes, The use of 4Cs model ensures that stakeholders remain informed, involved, and committed throughout the project lifecycle.

Ultimately, effective stakeholder engagement contributes significantly to organisational success, innovation, and long-term sustainability.
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