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[bookmark: _Toc227698311]Executive Summary
This report is a critical analysis of stakeholder engagement in the introduction of StaySmart+ in Marriott International which is one of the major hospitalities organisations in the world. The aim is to examine the effectiveness of stakeholder identification, engagement, and management in order to make the implementation of an AI-driven and sustainability-oriented service that improves the guest experience and competitive positioning a success. The report states the main internal and external stakeholders and outlines the challenges like conflicting interests, dependence on technologies and complexity of global operations. The results of the SWOT and PESTLE analysis suggest that Marriott has a good brand positioning and innovation potential, however, it is exposed to regulatory variation risks, cybersecurity risks, and market diversification. To cope with such problems, systematic engagement plans are suggested, such as stakeholder mapping, communication plans, RACI matrices, and 4Cs model to enhance cooperation and alignment. The report finds that successful stakeholder engagement directly affects the results of the business, the quality of the services, and the reputation of the brand. The main suggestions comprise coming up with global engagement frameworks that are flexible, improving personnel training, improving communication, and ethical governance in the application of AI to facilitate sustainable and successful project results.

Table of Contents
Executive Summary	2
Introduction	4
Project Overview	4
Situational Analysis of Marriott International	5
SWOT Analysis	5
PESTLE Analysis	5
SMART Objectives for StaySmart+	6
Identification and Categorisation of Key Stakeholders	7
Internal Stakeholders	7
External Stakeholders	7
Stakeholder Categorisation	8
Roles, Responsibilities, Benefits, and Challenges of Key Stakeholders	9
Senior Management and Project Manager	9
Operations and Hotel Managers	9
IT and Technology Teams	9
Frontline Employees and Customers/Guests	10
Suppliers, External Partners, Regulators, and Communities	10
Frameworks, Models, and Tools for Stakeholder Engagement	10
Stakeholder Matrix (Mendelow’s Power–Interest Matrix)	10
Stakeholder Engagement Plan	11
Communication Plan	11
RACI Matrix	12
Process of Stakeholder Engagement and Conflict Management	13
The Stakeholder Engagement Process	13
Applying the 4C’s Model	14
Communication	14
Consultation	14
Collaboration	14
Commitment	15
Managing and Eliminating Conflict	15
Evaluation of the Impact of Stakeholder Engagement on Business Performance	16
Positive Impact on Business Performance	16
Risks of Poor Stakeholder Engagement	16
Link to Performance Indicators	17
Recommendations	17
Conclusion	18
Reference	19


[bookmark: _Toc227698312]Introduction
One of the largest hospitality groups in the world that runs a wide range of high-end and luxury brands in various markets around the world, Marriott International presents both chances and challenges in maintaining cooperative service provision and stakeholder anticipations (Marriott International, 2025). In this regard, the suggested StaySmart+ service can be viewed as a strategic project that combines AI-powered guest interaction features, customized travel planning and amenities oriented at sustainability to provide a competitive advantage, yet, the proposed innovation also increases the interdependence on technological systems and coordination among stakeholders. This report aims to critically examine why this key internal and external stakeholder identification and engagement is possible and the benefits, challenges, and ethical consequences of stakeholder involvement in a global service rollout (Kujala et al., 2022). The report is designed in such a manner that it will look into the situational factors, the role of the stakeholders, the engagement frameworks as well as the effects of the engagement on the organisational performance.
[bookmark: _Toc227698313]Project Overview
StaySmart+ is an innovative integrated service offering that will combine AI-based guest interaction features, personalised travel planning, and sustainability-focused facilities, aimed at repositioning the service delivery at Marriott to be more data-driven and experience-based. Although the initiative will boost guest experience and competitive advantage, its strategic worth is based on the effective stakeholder integration as the service innovation within hospitality becomes more and more dependent on co-creation and involvement of various actors (Hollebeek et al., 2022). The proposed six-month implementation in a limited number of local and foreign hotels is an opportunity of scalable differentiation and a threat of non-uniformity in different operational settings. The desired results are better customer satisfaction, brand loyalty and increased sustainability reputation, but these will depend on successful alignment among the internal teams, external partners and guests. The project manager is therefore important in the coordination of the stakeholder engagement, communication and resistance mitigation during implementation.
[bookmark: _Toc227698314]Situational Analysis of Marriott International
[bookmark: _Toc227698315]SWOT Analysis
	Strengths
	Weaknesses

	Strong global brand reputation
	Complexity of global operations

	Wide international market presence
	Dependence on digital systems

	Premium and luxury brand positioning
	Inconsistency across markets

	Established customer loyalty programmes
	High coordination costs

	Opportunities
	Threats

	AI-driven guest services
	Cybersecurity risks

	Growing sustainability trends
	Resistance to technological change

	Demand for personalisation
	Economic uncertainty

	Competitive differentiation
	Regulatory differences


Table 1 SWOT Analysis
The strengths of Marriott are that it is global and has a good brand equity that gives it a good ground to launch StaySmart+ but on the other hand, the strengths present complexities in its operations that might lead to inconsistency in the implementation in different markets. The use of digital infrastructure in the organisation improves the potential of innovation but also predisposes the organisation to system failures and cybersecurity threats. Sustainability trends, like AI integration, and opportunities are in line with the changing guest expectations, but stakeholders need to coordinate efforts to prevent service discrepancies. Moreover, the existence of threats like regulatory inconsistency and resistance to change indicates that innovation is not only a strategic source of advantage but also a possible source of organisational dissonance (Barakat and Wada, 2021).
[bookmark: _Toc227698316]PESTLE Analysis
	Factor
	Key Issues

	Political
	International regulations, tourism policies, data governance

	Economic
	Inflation, fluctuating tourism demand, operational costs

	Social
	Changing customer expectations, cultural diversity, sustainability awareness

	Technological
	AI adoption, digital infrastructure, cybersecurity concerns

	Legal
	Data protection laws, labour regulations, consumer protection

	Environmental
	Waste reduction, carbon footprint, sustainable amenities


Table 2 PESTLE Analysis
The external environment greatly determines viability of StaySmart+. Different data governance and privacy regulations in different countries make the implementation of AI-driven services more complex and necessitate different approaches instead of a single one. Economically, inflation and cost constrain investment potential, whereas socially, the growing desire and need to experience personalised, sustainable experiences present an opportunity and a challenge to innovation. The use of technology facilitates transformation of the services and puts the organisation at risk of cybersecurity and therefore, stakeholder trust becomes very crucial. The environmental concerns also support the importance of the sustainability-oriented amenities, but the realisation of these objectives’ hinges on the proper cooperation with the suppliers and governmental bodies (Wang, Yang and Deng, 2024).
[bookmark: _Toc227698317]SMART Objectives for StaySmart+
	Objective
	SMART Criteria

	Launch StaySmart+ in selected hotels
	Specific, time-bound (within 6 months)

	Achieve high guest satisfaction scores
	Measurable (e.g. 85% satisfaction within 3 months)

	Train frontline staff
	Achievable (e.g. 90% staff trained pre-launch)

	Improve sustainability performance
	Relevant (e.g. reduce waste by 15% within 6 months)


Table 3 SMART Objectives for StaySmart+
The SMART goals of StaySmart+ are a direction, which is measurable, yet at the same time demonstrate the challenges in the implementation. Although time-specific objectives like a six-month implementation show strategic ambition, they can neglect how difficult it can be to coordinate all stakeholders in the world and provide effective training to the staff. Likewise, performance indicators such as guest satisfaction and sustainability gains require stakeholder participation as opposed to operational efficiency. It emphasizes that realizing these goals involves not only having clear goals but also ongoing collaboration and feedback processes among both internal and external participants (Hollebeek, Kumar and Srivastava, 2020).
[bookmark: _Toc227698318]Identification and Categorisation of Key Stakeholders
[bookmark: _Toc227698319]Internal Stakeholders
	Stakeholder Group
	Role in StaySmart+ Project

	Senior Management
	Strategic direction and resource allocation

	Project Manager
	Coordination and stakeholder engagement

	Product/Service Development Team
	Design and innovation of StaySmart+

	Operations & Hotel Managers
	Implementation and service delivery

	Marketing & Sales Teams
	Promotion and market positioning

	IT & AI Systems Teams
	Technology integration and maintenance

	HR & Training Teams
	Staff development and capability building

	Finance Department
	Budget control and financial planning

	Frontline Employees
	Direct guest interaction and service execution


Table 4 Internal Stakeholders
The operational success of the StaySmart+ is primarily concerned with internal stakeholders, but they have different priorities, which can bring tensions during implementation. As the senior management concerns itself with strategic results, operational teams are obliged to deal with the daily service delivery, which often results in a loss of focus on vision and performance. Moreover, the dependence on IT and AI teams also underscores the growing interdependence between technology and service provision and the complexity of internal coordination. This supports the thesis that stakeholder engagement in organisations is not a linear process but it must be aligned on an ongoing basis among various functional units (Merrilees, Miller and Yakimova, 2021).
[bookmark: _Toc227698320]External Stakeholders
	Stakeholder Group
	Role in StaySmart+ Project

	Customers/Guests
	Service adoption and feedback

	Travel Partners
	Distribution and customer reach

	Technology Vendors
	AI tools and system support

	Sustainability Suppliers
	Provision of eco-friendly amenities

	Franchise Owners/Investors
	Financial backing and local operations

	Local Communities
	Social acceptance and impact

	Regulators
	Legal compliance and governance

	Tourism Boards
	Market promotion and policy alignment

	Shareholders
	Financial performance expectations

	Media/Online Platforms
	Brand reputation and public perception


Table 5 External Stakeholders
The success of StaySmart+ is highly dependent on the external stakeholders, but the expectations they hold are generally varied and even contradicting. Both customers and regulators require custom and smooth services, and the flexibility of service design can be restricted by the rules. On the same note, investors are interested in financial returns as compared to communities and sustainability partners who focus on ethical and environmental factors. This complexity depicts that stakeholder relationships do not just involve transactional interactions but entail strategic management to mediate competing interests (Canhoto and Wei, 2021).
[bookmark: _Toc227698321]Stakeholder Categorisation
	Category
	Stakeholders

	Internal
	Management, employees, departments

	External
	Customers, suppliers, regulators, investors

	Primary
	Customers, employees, investors

	Secondary
	Media, communities, tourism boards

	High Power / High Interest
	Senior management, investors, regulators

	High Power / Low Interest
	Government bodies

	Low Power / High Interest
	Employees, customers

	Low Power / Low Interest
	General public


Table 6 Stakeholder Categorisation
Categorisation of stakeholders through models like the Stakeholder Theory proposed by Freeman and Power-Interest Matrix proposed by Mendelow allow to prioritise stakeholders, which may be a mistake because it simplifies dynamic relationships. Practically, the stakeholders can change categories as project phases unfold, especially in a global implementation where circumstances differ locally. As an illustration, employees might have low formal power but great influence on service quality and regulators may have low to high interest based on the risk of compliance. Thus, categorisation must be regarded as a dynamic instrument, as opposed to a rigid framework governing stakeholder engagement (Kujala et al., 2022).
[bookmark: _Toc227698322]Roles, Responsibilities, Benefits, and Challenges of Key Stakeholders
[bookmark: _Toc227698323]Senior Management and Project Manager
The top management is important in defining strategic direction, resource allocation and governance of StaySmart+, but their judgments might be based on financial performance at the expense of operational practicability. The project manager on the other hand has the role of ensuring the alignment of activities, timelines and the stakeholders and the core element between the strategy and the execution. The top managers bring legitimacy and authority, but the project manager checks the practicality by communicating and monitoring. Nevertheless, when operational abilities do not match strategic ambitions, tensions might develop, which is why balancing the control and the flexibility in the management of the stakeholders are vital (Kujala et al., 2022).
[bookmark: _Toc227698324]Operations and Hotel Managers
The local implementation, service delivery, and performance monitoring are the mandate of the operations and hotel managers, and hence, they play a crucial role in the translation of strategic objectives into practice. Their closeness to the day-to-day operations enables them to localize the StaySmart+ according to the local market conditions which is critical in a global hospitality environment. But this decentralisation may cause discrepancies in the locations, thus defeating brand standardisation. Although they contribute to more practical insights and contextual knowledge, they might also be opposed to change because of more work or uncertainties, which are typical problems with organisational change (Vrontis et al., 2020).
[bookmark: _Toc227698325]IT and Technology Teams
The IT and technology teams will be at the center of integrating AI tools, data protection, and system reliability, which will be the key facilitators of StaySmart+. Their experience promotes innovation and efficiency of the services, but it also brings in dependence on the sophisticated technological systems. Such a dependency leads to a higher risk of cybersecurity and system breakdowns, which might directly affect customer experience. Moreover, these teams are often highly technical, which makes it challenging to communicate with non-technical stakeholders, hinders their collaboration and slows down decision-making (Schimperna, Lombardi and Belyaeva, 2020).
[bookmark: _Toc227698326]Frontline Employees and Customers/Guests
Frontline employees will be needed since they will be the ones providing the service and deal with guests directly, which will contribute to the success of StaySmart+. Their activity has an impact on the quality of service and customer satisfaction, but they can be reluctant to use new technologies because of the lack of skills or the fear of losing their jobs. Customers, in turn, define the final success of the service based on their acceptance and feedback which has a direct influence on brand reputation. But their demands of personalised and smooth experiences may be challenging to fulfil on a regular basis, especially in various markets, which demonstrates the co-creative essence of service delivery (King et al., 2019).
[bookmark: _Toc227698327]Suppliers, External Partners, Regulators, and Communities
Sustainable amenities and technological systems are some of the resources that suppliers and external partners are being essential to in terms of operational efficiency and innovation. However, relying on outside actors creates reliability, quality, and organisational goal misalignment risks. Communities and regulators promote legal and social legitimacy, especially in terms of data protection and environmental regulations. Although they increase accountability and sustainability, their needs can restrict flexibility and raise costs, showing the trade-offs inherent in stakeholder engagement in the hospitality industry (Farmaki, 2018).
[bookmark: _Toc227698328]Frameworks, Models, and Tools for Stakeholder Engagement
[bookmark: _Toc227698329]Stakeholder Matrix (Mendelow’s Power–Interest Matrix)
	Category
	Stakeholders
	Strategy

	High Power / High Interest
	Senior management, investors, regulators
	Manage closely

	High Power / Low Interest
	Government bodies, shareholders
	Keep satisfied

	Low Power / High Interest
	Employees, customers
	Keep informed

	Low Power / Low Interest
	General public, media
	Monitor


Table 7 Stakeholder Matrix (Mendelow’s Power–Interest Matrix)
Mendelows matrix allows the prioritisation of stakeholders according to their influence and interest but in a global hospitality setting, the position of the stakeholders is dynamic. As an example, employees might be low power at the start but can have a significant impact on the service delivery outcomes, and regulators might turn to high interest because of the risks of non-compliance. This further demonstrates the drawback of strict categorisation and the necessity of dynamic stakeholder analysis in accordance with the changing project stages (Kujala et al., 2022).
[bookmark: _Toc227698330]Stakeholder Engagement Plan
	Stakeholder Group
	Information Needs
	Engagement Frequency
	Expected Outcome

	Senior Management
	Strategic updates, ROI
	Monthly
	Decision-making support

	Employees
	Training, operational updates
	Weekly
	Service adoption

	Customers
	Service benefits, usage
	Continuous
	Satisfaction and loyalty

	Suppliers
	Requirements, timelines
	Bi-weekly
	Reliable delivery

	Regulators
	Compliance data
	Periodic
	Legal approval


Table 8 Stakeholder Engagement Plan
A suitable engagement programme should be aligned to the expectations of the stakeholders but if it is over-standardised it may turn a blind eye to the differences in the context of the international markets. Although coordination increases with structured engagement, over-communication may lead to information overload and loss of efficiency. Thus, the engagement strategies must be consistent but adaptable, so that the stakeholders get the information that is relevant, yet, not overly complex (Hollebeek et al., 2022).
[bookmark: _Toc227698331]Communication Plan
	Stakeholder
	Objective
	Method
	Frequency
	Sender
	Feedback Mechanism

	Senior Management
	Strategic alignment
	Reports/meetings
	Monthly
	Project Manager
	Executive feedback

	Employees
	Training and awareness
	Workshops/emails
	Weekly
	HR/Managers
	Surveys

	Customers
	Awareness and engagement
	Apps/surveys
	Continuous
	Marketing
	Reviews

	Suppliers
	Coordination
	Meetings/emails
	Bi-weekly
	Operations
	Performance reviews


Table 9 Communication Plan
Communication planning plays a vital role in aligning the stakeholders but it has been underestimated as an operational task but not as a strategic tool. Poor communication may result in misunderstanding of project objectives especially where there is a multicultural setting. Also, the use of digital communication channels can lock out some stakeholder groups, indicating that the multi-channel and inclusion strategy is crucial to success in the field of communication (Vrontis et al., 2020).
[bookmark: _Toc227698332]RACI Matrix
	Task
	Project Manager
	Senior Management
	Operations Managers
	IT Team
	Marketing
	HR/Training
	Suppliers

	Project Planning
	R
	A
	C
	C
	C
	C
	I

	AI Integration
	C
	I
	C
	R
	I
	I
	C

	Staff Training
	C
	I
	C
	I
	I
	R
	I

	Service Launch
	R
	A
	R
	C
	R
	C
	C


Table 10 RACI Matrix
RACI matrix helps to clarify the roles and responsibilities, which is important in complicated projects like StaySmart+. Nevertheless, role allocation can restrict flexibility especially in flexible environments whereby stakeholders are required to change according to the new environment. Moreover, duplicating roles may confuse unless they are examined frequently, which is why the constant control over and modification of accountability frameworks are essential (Merrilees, Miller and Yakimova, 2021).
The stakeholder theory application offers a basis in the interdependence that exists between Marriott and its stakeholders with the focus on value creation being co-produced as opposed to organisation-centric. Models like the matrix and RACI of Mendelow facilitate systematic engagement, but they need to be combined with the more general principles of stakeholder engagement in order to be effective. Importantly, the frameworks must not be implemented mechanistically but adjusted to capture the complexity of global hospitality operations, with cultural, technological, and organisational factors impacting the relationship among stakeholders (Barakat and Wada, 2021).
[bookmark: _Toc227698333]Process of Stakeholder Engagement and Conflict Management
[bookmark: _Toc227698334]The Stakeholder Engagement Process
Engagement process of stakeholders in the case of StaySmart+ will be a structured but flexible process, which will start with identification of all the relevant stakeholders both internally and externally. This is then succeeded by a critical analysis of their power, interest, influence and expectation with an understanding that these attributes are dynamic and can change during the project lifecycle. It is then necessary to prioritise so that resources can be effectively allocated, especially in an international environment where conflicting demands of different stakeholders may cause strategic ambiguity. Tailored engagement strategies guarantee the fact that the needs of a stakeholder are considered, but the excessive focus on standardised strategies can lead to the neglect of local market peculiarities. Ongoing communication of project objectives, in conjunction with stakeholder participation in decision-making, promotes alignment, yet it can slow implementation as more consultation will be necessary (Kujala et al., 2022).
Stakeholder responses and feedback are important to measure the effectiveness of engagement, but mechanisms of feedback should be critically considered to prevent bias or subjectivity. The last step is modifying the engagement approaches in rollout, since it is important to recognize that both the expectations and external conditions of the stakeholders can change quickly. This cyclic process emphasizes that stakeholder engagement is not a one direction process but an active cycle that needs to be reviewed and reviewed again and more so, it has to be dynamic. A lack of adapting may bring about disengagement or opposition, especially in complicated cross-cultural operations (Hollebeek et al., 2022).
[bookmark: _Toc227698335]Applying the 4C’s Model
[bookmark: _Toc227698336]Communication
Stakeholder engagement is largely based on good communication, whereby all the levels of the organisation should be able to share information clearly, in time and without any form of ambiguity. Although formal communication methods are needed to organize, informal communication is also essential when it comes to developing trust and solving issues. The problem of cross-cultural sensitivity is critical in a global hospitality setting since misunderstanding and the lack of stakeholder trust may occur due to miscommunication. Nonetheless, overcommunication may cause information overload and eliminate its utility, as well as result in disengagement (Vrontis et al., 2020).
[bookmark: _Toc227698337]Consultation
Consultation entails constructive engagement of the stakeholders in making critical decisions to make sure that different views are considered. Surveys, workshops, and pilot testing are among the methods that allow gathering valuable information, especially the frontline employees and customers who are in touch with the service first-hand. However, consultation processes may be lengthy and may slow down decision-making processes, particularly where there is conflict of interest among the stakeholders. This poses a conflict between inclusivity and efficiency, and it needs to be carefully handled to make sure that consultation is value adding and not complicated (Hasan, Singh and Kashiramka, 2023).
[bookmark: _Toc227698338]Collaboration
Collaboration focuses on the collaborative work across the departments and external partners so that the co-creation of the StaySmart+ service could be achieved. Engaging the hotel managers, IT teams, and front-line employees in the process of designing and implementing the new system increases ownership and relevance of the services. Nevertheless, collaboration may also come with its own set of problems, including problems with coordination and the struggle of priorities among the stakeholders. The lack of leadership and roles can result in inefficiencies and delays when working together, which is why it is essential to establish coordination mechanisms in a structured way (King et al., 2019).
[bookmark: _Toc227698339]Commitment
The long-term success of StaySmart+ will have to be based on stakeholder commitment, which will have to be worked on over time and not only during the initial engagement activities. The following aspects are important in enhancing ownership and change resistance; leadership support, staff training and motivational strategies. This is however very difficult to attain commitment in large organisations whereby stakeholders might be interested and involved in different ways. This highlights the need to align organisation objectives with stakeholder rewards to facilitate continued engagement (Merrilees, Miller and Yakimova, 2021).
[bookmark: _Toc227698340]Managing and Eliminating Conflict
The existence of conflict is an unavoidable part of stakeholder involvement, especially with the complicated projects like StaySmart+ where different interests and expectations are involved. The corporate management can disagree with local hotel managers on implementation strategies, and employees can oppose AI-driven solutions because of the fear of job loss or an overload. Also, the strategic dilemmas may arise due to tensions between the cost control and sustainability goals, and supplier delays can interfere with the project schedule. The stakeholder relations are also complicated by customer issues about their privacy, which shows that the conflict in the hospitality environment is not a one-dimensional phenomenon (Farmaki, 2018).
To manage conflict effectively, stakeholders have to ensure that potential problems are identified early with the help of active listening and open communication to get a feel of stakeholder attitudes. Disputes can be solved by using techniques like negotiation and mediation and collaborative problem-solving can be used to get the stakeholders to strive towards mutually beneficial solutions. The use of models like the Thomas-Kilmann conflict modes give a guideline on which to use in different situations. Nonetheless, the use of formal conflict resolution measures might not be enough, and cultural differences and leverages can affect the results, which is why a subtler approach is needed (Canhoto and Wei, 2021).
In a global rollout, culturally sensitive communication should be of great significance as any misunderstanding can lead to conflicts unless handled early enough. The implementation of escalation procedures must be taken as the final option and any conflict must be handled at the minimal possible level in order to retain relationships and trust. Finally, conflict management does not involve removing the disagreements but controlling them in a positive way to promote the project goals and alignment with the stakeholders (Kujala et al., 2022).
[bookmark: _Toc227698341]Evaluation of the Impact of Stakeholder Engagement on Business Performance
[bookmark: _Toc227698342]Positive Impact on Business Performance
Good stakeholder engagement may greatly improve the business performance of Marriott as it helps to align organisational goals and expectations of stakeholders. Good involvement enhances the success rates and speed of the implementation process of a project as it minimizes the resistance and improves coordination between departments and markets. Further, the motivated workers tend to be more committed and show greater service quality and this directly affects customer satisfaction and loyalty. This alignment in a service-focused industry like hospitality helps in the creation of innovation and co-creation of value, which allows Marriott to sustain a competitive edge and also make sure that it is consistent worldwide and responsive to the local needs and demands (Hollebeek et al., 2022).
Moreover, stakeholder engagement is also important to enhance sustainability performance and brand reputation. Engaging suppliers, communities, and customers will enable Marriott to address its environmental efforts in a more efficient manner and improve its corporate social responsibility image. Not only does this collaborative strategy enhance the creation of long-term value, but it also fosters trust among the concerned parties and trust is a key to maintaining a competitive stance in the constantly changing market. The benefits, however, depend on whether the organisation handles various stakeholder expectations or not (Laurent and Martin-Rios, 2023).
[bookmark: _Toc227698343]Risks of Poor Stakeholder Engagement
On the other hand, poor stakeholder engagement may pose serious consequences to the performance of the business. Lack of alignment and poor communication can lead to slow rollout of StaySmart+, because the stakeholders do not know or agree with project objectives. Employee resistance especially to the AI-driven technologies may create operational inefficiency, and poor quality of service, which subsequently affect customer satisfaction. Moreover, poor communication with external stakeholders like suppliers and regulators may trigger compliance problems and supply chain disruptions, which raise the project costs and risks (Hasan, Singh and Kashiramka, 2023).
The other very important risk posed by a lack of proper stakeholder engagement is reputational damage, especially in the digital age when customer feedback is highly exposed. Bad experiences or perceived ethical issues, like misuse of customer-data, can quickly influence brand perception. Also, the inability to match the sustainability efforts with the expectations of the stakeholders can become a source of corporate mistrust, which should emphasize that stakeholder disengagement is not just an operational challenge but a strategic threat to the long-term performance (Farmaki, 2018).
[bookmark: _Toc227698344]Link to Performance Indicators
The effects of stakeholder engagement can be measured in terms of key performance indicator that represent both the operational and strategic results. Customer-related outcomes (guest satisfaction scores, repeat bookings, and reduction in complaints) and internal alignment and commitment (employee engagement levels) are metrics that give insights into customer outcomes and internal alignment, respectively. Also, sustainability indicators and implementation rate are indicators of the efficiency of interaction with external stakeholders, and the return on investment is indicators of the financial effect of interaction plans. These signs prove that stakeholder involvement has a direct connection to the quantifiable business performance that proves its strategic value (Wang, Yang and Deng, 2024).
[bookmark: _Toc227698345]Recommendations
In order to achieve a better stakeholder engagement in case of StaySmart+, Marriott ought to create an engagement system at global level and flexibilities to be adapted locally to maintain consistency and meet the needs of various markets. The initial and ongoing employee training is needed to minimize resistance and develop capacity, specifically in embracing AI-driven systems. There should be open communication channels in all markets to align and trust among the stakeholders and these should be backed by organized feedback systems like digital dashboard to track the level of engagement in real time (Mehmood et al., 2022).
In addition, it can be better to involve customers in piloting the testing prior to the complete rollout, which will enhance service design and acceptance, and reinforce the partnership with suppliers, which will help sustainability objectives and operational reliability. Having the proper conflict resolution strategies set in place, at both project and hotel level will allow proactive handling of conflicts, minimizing possible disruption. Lastly, ethical governance of AI and customer data usage is essential to preserve stakeholder trust and avoid brand damage, which is why a balanced and responsible attitude towards stakeholders should be chosen (Schimperna, Lombardi and Belyaeva, 2020).
[bookmark: _Toc227698346]Conclusion
This report has also critically discussed the importance of stakeholder engagement in the successful introduction of StaySmart+ in Marriott International, and how stakeholder engagement is strategic in the management of the complex global operations. The analysis shows that the size and branding of Marriott, as well as the global character, makes it an appropriate organisation to introduce such an innovation, but also increases the difficulties of balancing the interests of various stakeholders. The effective design, implementation and adoption of service relies on stakeholders, internal and external, as their participation in the process directly affects the quality of service provided, its efficiency and customer satisfaction. The results also highlight that having formal interactions in the form of structures like stakeholder mapping, communication planning, and 4Cs model improve cooperation, establish trust, and reduce conflict. Nevertheless, the report also understands that the processes of engagement should be flexible to meet cultural diversity and competing priorities within markets. Finally, stakeholder engagement is not just a facilitating role but a decisive factor of business success making the necessity of strategic, ethical, and sustainable stakeholder engagement in the global hospitality sector.
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