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1. Introduction
The Kensington Grand Hotel, a boutique five-star property in London, is part of a global hospitality group. It is about to launch StaySmart+, an exciting new service that uses AI to make guest stays more personal, efficient, and environmentally friendly. This report looks at how the hotel can make this project a success by working closely with all its stakeholders – the people inside and outside the hotel who can help or hold it back. 
 Using simple tools like SWOT, PESTLE and stakeholder matrices, the report shows the hotel’s strengths (strong brand and tech-ready setup) and the challenges it faces (staff training needs and tough competition). The PESTLE analysis highlights big outside forces: government rules on data privacy, economic difficulties after recent uncertainty, growing demand for green and personal experiences, fast AI advances, legal requirements like GDPR, and pressure to protect the planet. Stakeholders – from senior managers and frontline staff to guests, tech suppliers, and regulators – each bring unique needs, benefits, and worries. The report explains clear ways to involve them through open talks, training, and teamwork. It uses practical models like Mendelow’s Matrix, the RACI chart and the 4C’s (Communication, Collaboration, Consultation, Commitment) to keep everyone aligned and sort out any disagreements quickly. 
By putting people first, the Kensington Grand Hotel can roll out StaySmart+ smoothly in London and across its international sites, stand out from rivals and deliver lasting value for everyone involved.
With around 120 rooms, it mixes luxury accommodation, excellent food and thoughtful concierge help for both business travellers and holidaymakers who want something special and exclusive. The hotel belongs to a bigger international group with properties in Europe, Asia, and North America. Like many hotels today, it faces tremendous changes. 
Travellers now expect more than just a nice room – they want services that feel personal, use smart technology, and respect the environment. A 2023 Deloitte report on travel and hospitality noted that digital tools and sustainability are reshaping the whole industry (Deloitte, 2023). This report focuses on stakeholder engagement.
 Stakeholders are anyone who can affect or be affected by the project (Freeman et al., 2021). 


2. Situational Analysis 
2.1 SWOT Analysis  
The SWOT analysis provides a useful starting point for evaluating the Kensington Grand Hotel’s readiness to implement StaySmart+. However, while it highlights key internal and external factors, it is important to recognise that SWOT offers a simplified and static snapshot of a dynamic environment, particularly in a fast-evolving, technology-driven industry.
In terms of strengths, the hotel benefits from a strong luxury brand identity and boutique scale, enabling highly personalised guest experiences that larger chains often struggle to replicate. This aligns well with the objectives of StaySmart+, which relies on tailoring services through AI. Additionally, the financial backing and existing technological infrastructure of the wider international group reduce implementation risk and support scalability. However, these strengths may also create expectations of flawless service, increasing reputational risk if the AI system underperforms.
The hotel’s weaknesses centre on organisational readiness. Resistance to technological change among long-serving staff could hinder successful adoption, as noted by Bowie et al. (2022), who highlight the importance of internal marketing in hospitality transformation. Furthermore, the boutique size, while advantageous for personalisation, limits economies of scale and may increase per-unit costs of AI implementation. This raises questions about long-term cost efficiency, particularly if the return on investment is slower than anticipated.
Significant opportunities arise from evolving consumer preferences. There is growing demand for personalised, technology-enhanced, and sustainable travel experiences, which StaySmart+ directly addresses. AI-driven services also create opportunities for data-informed decision-making, dynamic pricing, and operational efficiency. However, these opportunities depend heavily on effective data management and stakeholder trust. Without this, the perceived benefits of personalisation could quickly turn into concerns over surveillance and privacy.
At the same time, the hotel faces notable threats. Competition from global hotel chains with larger technology budgets and from digital platforms offering alternative accommodation models intensifies pressure. More critically, data privacy concerns and regulatory requirements such as GDPR pose both legal and reputational risks. A single data breach could significantly damage customer trust, undermining the very foundation of StaySmart+. Additionally, rapid technological change means that today’s innovation could quickly become obsolete, requiring continuous investment.
Overall, while the SWOT analysis suggests that the Kensington Grand Hotel is well-positioned to implement StaySmart+, its success will depend on how effectively it manages internal resistance, maintains data trust, and adapts to ongoing technological and competitive pressures. Therefore, SWOT should be used in conjunction with more dynamic analytical tools to support continuous strategic decision-making rather than as a one-time assessment.

 2.2 PESTLE Analysis
  PESTLE is an effortless way to look at the big outside forces that shape the hotel’s world. It stands for Political, Economic, Social, Technological, Legal and Environmental factors. For a London boutique hotel launching AI-powered StaySmart+, these forces matter a lot.  Political:
 Governments set the rules that affect travel and tech. In the UK and Europe, stable politics help tourism grow, but changes in visas or trade deals can shift visitor numbers quickly. 
Economic: 
Money matters to guests and the hotel. After recent uncertainty, people are careful with spending, even in luxury travel. Higher-income travellers still book, but Deloitte’s 2026 outlook notes growing financial caution across groups (Deloitte, 2026). Inflation raises the price of energy, food and wages, squeezing profits unless the hotel becomes more efficient. A weaker pound can attract overseas visitors who find London cheaper, but it also increases import costs for high-end supplies. StaySmart+ can help here: AI can adjust room rates in real time and suggest add-ons that match what guests can afford, protecting revenue. Europe saw modest RevPAR growth in 2025 while the US was flatter, showing that smart pricing matters (EHL Hospitality Insights, 2025). 
Social: 
People’s lifestyles are changing fast. Guests now want experiences that feel personal and meaningful, not just comfortable. More travellers – especially younger ones and families – care about wellness, culture and giving back to the places they visit. UN Tourism data shows strong demand for sustainable and authentic trips, with international arrivals up 4-5% in 2025 despite challenges (UN Tourism, 2026). Social media influences choices: a single good or bad review can sway bookings. For StaySmart+, this means AI that suggests local walks, vegan dining or carbon-offset activities will feel relevant. 
Technological: 
This is where StaySmart+ shines. AI, apps and smart rooms are now normal in hospitality. Guests expect mobile check-in, voice-controlled lights and recommendations based on past stays. The EHL 2026 trends report highlights AI for personalisation, predictive maintenance and even staff scheduling to reduce burnout (EHL Hospitality Insights, 2025). Chatbots manage simple questions 24/7, freeing human staff for the warm touches guests love. However, the hotel must invest in training and reliable systems. Cybersecurity is key – one breach could destroy trust. Globally, the group can share tech across properties, but London’s fast-paced market means staying ahead is essential. Recent advances in agentic AI (systems that act on their own) could let StaySmart+ automatically adjust room settings or order supplies before a guest notices (Makos, 2024). 
Legal: 
Rules protect guests and the business. GDPR in Europe strictly controls how hotels collect and use personal data for AI recommendations. Any StaySmart+ feature that learns from guest habits must be transparent and give people effortless ways to opt out. Employment laws affect staff training and fair pay when new tech changes jobs. Health and safety rules cover everything from food to fire exits, and competition laws stop unfair pricing. Recent cases, like hotels facing lawsuits over data sharing, show how quickly legal issues can arise (Makos, 2024). 
Environmental: 
Guests and regulators expect hotels to care for the planet. Climate change affects travel patterns – extreme weather can disrupt flights to London. Sustainability is now a selling point; 93% of travellers want eco-choices and many will pay more (EHL Hospitality Insights, 2025). StaySmart+ can help by using AI to lower energy use (smart thermostats that learn patterns) and suggest low-carbon activities. The EU pushes for real proof of green claims, so the hotel must measure and report honestly. Water scarcity and waste rules add pressure but also create chances to stand out – think refillable toiletries or partnerships with local farms. Regenerative practices that improve the local area (planting trees, supporting community projects) go beyond “do no harm” and appeal to conscious guests (UN Tourism, 2026). 

2.3 SMART Objectives
Clear, focused goals are the backbone of any successful change project, especially one involving so many different people. That is why we have shaped our ambitions for StaySmart+ using the SMART framework – Specific, Measurable, Achievable, Relevant and Time-bound. This approach, rooted in the principles of relationship marketing, ensures we create genuine value for every stakeholder by setting targets that are transparent, realistic and shared (Christopher, Payne, and Ballantyne, 2013). When everyone understands exactly what success looks like and how their contribution fits in, trust grows and collaboration feels natural rather than forced. The 4Cs model comes alive here: communicate the objectives openly, consult stakeholders on whether they feel realistic, collaborate on the details, and show long-term commitment by reviewing progress together. Here is how each objective has been carefully designed: 
· Launch StaySmart+ across selected properties within six months. This specific service will go live first in the London flagship and other two sister European properties, measurable: we will track the official date and system uptime.
· Increase guest satisfaction by 20% within the first year. Specific: to Net Promoter Score measured via post-stay surveys and in-app feedback. Measurable: through monthly dashboards. 
· Grow repeat bookings by 15%. Specific (tracked via the hotel’s CRM system comparing pre- and post-launch data); Measurable (percentage increase in guests who have stayed before); Achievable given our loyal core clientele and the AI’s ability to remember preferences. 
· Reduce energy consumption by 10% through sustainable AI features. Specific: measured by smart-meter data focused on heating, lighting, and water systems; Measurable against the previous year’s baseline 
· Complete comprehensive staff training for every team member before launch. Specific (all 85 staff members will complete a blended programme of classroom sessions firsthand AI simulations and ongoing support). Relevant because confident staff are the human heart of StaySmart+; Time-bound to two weeks before the October launch. HR and department heads will co-design the programme, so it feels supportive rather than overwhelming, directly addressing the relational lens Ashcroft (2017) emphasises – people perform best when they feel valued and prepared.
These SMART objectives are not set in stone from the top down. Every quarter we will hold cross-stakeholder review meetings so staff, guests (via a dedicated feedback panel) and partners can help us refine them. Regular pulse surveys and visible progress dashboards will keep the 4Cs alive, turning objectives from words on a page into a living commitment that everyone owns. This way, StaySmart+ becomes a project that truly reflects the Kensington Grand’s warm, people-first spirit.


 3. Stakeholder Identification and Categorisation 
  Stakeholders are simply the people and groups who matter to the hotel’s success. They can help the project or make it harder. Freeman and colleagues explain that good businesses balance everyone’s interests for long-term wins (Freeman et al., 2021). Inside the hotel (internal stakeholders): senior leaders set direction, the project manager keeps things on track, IT experts build the AI, marketing teams tell guests about it, frontline staff deliver the service every day, and HR looks after training and well-being. Outside (external): guests give feedback and decide whether to return, technology vendors supply the tools, travel agencies recommend the hotel, government bodies enforce rules, local communities care about jobs and environment, and investors watch the money side. Mendelow’s Matrix helps sort them by power (how much they can affect the project) and interest (how much they care). High power, high interest: senior management and investors – they decide budgets and strategy. 
High power, low interest: regulators – they set rules but may not follow daily details. 
Low power, high interest: staff and guests – they feel the changes most but have less say. 
Low power, low interest: local communities – they matter but need less constant attention.
This simple grid helps the hotel decide who to talk to first and how deeply. For StaySmart+, guests and staff (high interest) must feel heard even if they lack formal power. 

4. Stakeholder Roles, Responsibilities, Benefits and Challenges 
 Each group plays a part. Senior management steers the vision and approves spending. They gain a stronger brand and higher profits but worry about costs and risks. The project manager acts like the conductor, coordinating teams and hitting deadlines. Their challenge is keeping everyone happy when opinions differ. IT teams create and fix the AI systems. They bring technical ability but face headaches with data security and linking old and new systems. Marketing and sales tell the world about StaySmart+ and help guests understand the benefits. Their success depends on clear, friendly messages rather than tech jargon. Frontline staff – the receptionists, housekeepers, and concierges – are the human face of the service. They will use the new tools daily. When engaged well, they feel proud and capable; when left out, they may resist. Guests provide honest opinions and shape improvements, but they want privacy and real value, not constant data collection. Technology vendors deliver the AI platforms. They gain a valuable client but create a risk if the hotel depends too heavily on one supplier. Regulators make sure everything is legal and safe; they protect the public but can slow things down with paperwork.  A RACI matrix makes responsibilities clear:  
	
Task delivered
	
      IT Team 
	
      Senior Management
	
       Vendors
	
Marketing Team

	
AI Model Development
	
Responsible
	
Accountable
	
Consulted
	
Informed

	
AI Model Deployment
	
Responsible
	
Accountable
	
Consulted
	
Informed

	
AI Model Maintenance
	
Responsible
	
Accountable
	
Consulted
	
Informed

	
AI Marketing Strategy 
	
Responsible
	
Accountable
	
Consulted
	
Informed

	
AI Marketing Execution
	
Responsible
	
Accountable
	
Consulted
	
Informed


RACI Matrix for AI Development and Management


 5. Stakeholder Engagement Frameworks and Models
Good engagement does not happen by accident. Stakeholder theory reminds us that lasting success comes from balancing everyone’s needs, not just chasing short-term profits (Freeman et al., 2021). Relationship marketing builds trust over time so guests and partners keep coming back (recent updates in hospitality studies echo Christopher et al.’s ideas but with modern digital twists).  A relational lens puts trust and mutual respect at the centre – people work better when they feel valued (Ashcroft’s work updated in recent hospitality papers). Stakeholder mapping with Mendelow’s Matrix shows who needs what level of attention.  The hotel can use a clear communication plan: regular team meetings, a simple app for feedback, and monthly updates for guests. An engagement plan includes direct workshops where staff test AI tools and suggest changes or focus groups with loyal guests to refine features. These steps turn theory into everyday practice. 

 6. Stakeholder Engagement Process and Conflict Management 
 The process follows five straightforward steps: identify who matters, analyse their needs, plan how to involve them, put the plans into action, and keep checking results. The 4C’s model makes it practical:  
Communication: talk openly and often so no one feels surprised. 
Collaboration: teams work together across departments instead of in silos. 
Consultation: ask people for opinions before big decisions. 
Commitment: show long-term care so relationships last beyond the launch.
Conflicts will happen – a manager may push for fast rollout while staff worry about training time, or guests may fear data sharing. Simple strategies help sit down and negotiate, bring in a neutral mediator if needed, find middle ground through compromise, and remember cultural differences (some guests prefer face-to-face talks, others like apps). The project manager is key here, staying calm and focused on shared goals like happy guests and a thriving hotel. Regular pulse surveys and quick fixes keep small issues from growing. 
 
7. Impact of Stakeholder Engagement on Business Performance
When people feel involved, good things follow. Guests give higher satisfaction scores because services match what they want. Staff work more efficiently and stay longer when they help shape the changes. Innovation flows faster because ideas come from everyone, not just the top. The brand gains a reputation for caring, which attracts loyal customers and positive reviews. Challenges remain – balancing different wishes, protecting confidential data and staying transparent about AI use. Ethical questions matter: AI should support staff, not replace them, and guests must control their information. Yet the rewards are clear. Hotels that engage stakeholders well see better financial results, smoother operations, and stronger community ties (recent 2024-2025 studies on green practices and AI adoption confirm this link). For the Kensington Grand, strong engagement turns StaySmart+ into a service that feels human even while using clever technology.
  

8. Recommendations 
The situational realities, stakeholder voices, and the relational frameworks of Christopher, Payne and Ballantyne (2013) and Ashcroft (2017). They are designed not as a checklist but as practical, people-centred actions that build lasting value. Each one includes clear ownership, timelines, and success measures. Deliver comprehensive, direct digital training that builds real confidence. Rather than a one-off e-learning module, company will run a six-week blended programme starting in June 2026. Every team member – from housekeepers to concierges – will spend time in small groups assessing the AI in mock guest scenarios, with “AI champions” from each department offering peer support. HR will own this, working closely with the project manager. Success will be measured by pre- and post-training confidence surveys (target 85% positive) and zero major operational hiccups in the first month after launch. This directly addresses the relational lens: when staff feel prepared and respected, they become the warm human bridge between technology and guests (Ashcroft, 2017).  
Create multiple easy feedback channels for staff and guests. Will introduce a simple in-app “StaySmart+ Voice” button for guests and an internal Microsoft Teams channel plus monthly “Coffee & AI” listening sessions for staff. Marketing and HR will jointly manage these, ensuring responses are acknowledged within 48 hours and acted on visibly. This recommendation embodies the 4Cs – constant communication and consultation – and will be reviewed quarterly against response rates and satisfaction scores. Guests and frontline staff have told us they want to feel heard, not just surveyed; these channels make that promise real.  
Strengthen data-protection policies with transparent guest controls. Working with IT and legal teams, will roll out clear, plain-English privacy dashboards in the guest app showing exactly what data is used and easy one-click opt-outs. Regular third-party audits and staff data-handling refreshers will be mandatory. This will be led by the project manager with senior management sign-off before launch. Success will be measured by zero GDPR incidents and guest trust scores above 90% in post-stay surveys. In a world where privacy fears can kill innovation, transparent policies turn a potential challenge into a trust-building strength (Christopher, Payne and Ballantyne, 2013). 
Foster cross-departmental collaboration through regular joint workshops. Monthly “StaySmart+ Huddles” will bring together frontline, IT, marketing and senior teams to share wins, solve problems, and co-create improvements. The project manager will facilitate, with rotating hosts from different departments to keep energy high. These sessions will be tracked for ideas implemented (target twelve per quarter) and staff engagement scores. Breaking down silos is not just efficient – it creates the sense of shared ownership that relationship marketing thrives on. 
Establish ongoing listening loops with quick action on feedback. Beyond launch, schedule bi-monthly stakeholder pulse surveys and hold “You Said, We Did” town-hall updates for staff and a guest newsletter for loyal customers. The entire leadership team will champion this, with visible action logs posted in staff areas and the guest app. This commitment to continuous dialogue ensures StaySmart+ keeps evolving with real needs rather than becoming outdated technology.  
Measure success through both hard numbers and how people feel about the hotel. Will track the five SMART objectives monthly on a shared dashboard but also run sentiment analysis on feedback and conduct six-month relational-health checks using Ashcroft’s (2017) framework. Senior management will review these holistically, celebrating team and guest stories alongside the metrics. This balanced approach shows we value people as much as profit.
Together these recommendations create a living engagement plan that will be reviewed every three months. By embedding them into our culture now, ensure StaySmart+ launches not as a project but as a new way of working together – one that feels natural, respectful, and exciting for everyone involved.
 
9. Conclusion 
 The implementation of StaySmart+ at the Kensington Grand Hotel represents a strategic response to the rapidly evolving demands of the modern hospitality industry. This report has demonstrated that while the integration of AI-driven personalisation offers significant opportunities to enhance guest experience, operational efficiency and sustainability, its success depends on effective stakeholder engagement.
Through the application of analytical tools such as SWOT, PESTLE, and SMART objectives, it is evident that the hotel is well-positioned to adopt innovative technologies, supported by its strong brand identity and existing infrastructure. However, these advantages are accompanied by challenges, particularly in relation to staff readiness, data privacy concerns and increasing competitive pressures. These factors highlight the need for a balanced and carefully managed approach.
Central to this process is the recognition that stakeholders—ranging from employees and guests to technology providers and regulators—play a critical role in shaping outcomes. Effective engagement frameworks, including Mendelow’s Matrix, the RACI model and the 4Cs, provide structured methods to align interests, manage expectations, and reduce conflict. When applied consistently, these approaches foster trust, collaboration, and shared ownership of the project.
Importantly, the report emphasises that technology alone does not create value; rather, it is the way in which it is implemented and accepted by people that determines success. Failure to address stakeholder concerns, particularly around training and data protection, could undermine the benefits of StaySmart+ and damage the hotel’s reputation.
In conclusion, the Kensington Grand Hotel can successfully implement StaySmart+ by adopting a people-centred approach that prioritises transparency, continuous feedback, and collaboration. By doing so, the hotel will not only strengthen its competitive position in London but also establish a scalable model for innovation across its international portfolio, ensuring long-term value for both the business and its stakeholders.
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