Stakeholder Engagement in the Development and Implementation of SmartStay + at Marriot International 
Name: Florin Eduard Matei
Student ID: 2425303
Module: Understanding and Engaging Stakeholders (LCLM5001_BIRM) 



























1. Introduction

As a leading hospitality industry organisation, Marriott International is one of the largest in the world and in many ways one of the most important in the world’s business sector with more than 8,500 sites in more than 130 countries. Incorporated in 1927, the corporation now has significant worldwide presence when it comes to all thing's accommodation with a plethora of luxury hotels, mid-scale, and extended-stay offerings.
In the UK Marriott has managed as well to develop its brand in major cities such as London and Birmingham where many business and leisure travellers frequent. It’s the organisation’s long-term success that is closely related to ensuring the ability to innovate while also meeting the basic service standards.
Marriott is fully embracing the digital age, with mobile check-in, digital room entry and personalised services via the loyalty plan, Marriott Bonvoy. Based on this platform we gather and analyze all customer data making the facilities we use more relevant and engaging towards their needs.
The hospitality sector is presently being transformed and adapted in a way that is new and innovative, new technology and the new customer. Consumers today expect frictionless digital experiences, tailor-made services, and ‘green’ practices. And those expectations are creating an environment in which organisations can no longer merely react but must continuously adapt and innovate to compete in an increasingly crowded industry.
Marriott was responding to emerging trends such as this, Marriott is getting ready to be launching a premium service SmartStay+, which will be an AI-fuelled experience using a combination of artificial intelligence, personalized guest support and sustainability-focused offerings.
The goal is to improve operational efficiency while continuing providing a more personalized experience for the customers while also being more environmentally friendly. The service is also looking at how it can further enhance Marriott’s competitive positioning, so that it can differentiate their offerings to enhance their competitive advantage through innovation and technology.
The success of SmartStay+ however relies upon effective stakeholder engagement. Depending on the complexity of Marriott’s global operations, relationships needed to address stakeholder issues must be considered during the service development, implementation, and adoption. As an example, these covers aligning internal teams, meeting customer expectations, and fulfilling regulatory compliance across markets. 




















2. Appraisal of the Company: Swot and Pestle 

SWOT Analysis
[bookmark: _Int_DzGDEhft]A few of Marriott International’s strengths can easily be perceived in this, and they are also reflected in a number of critical factors supporting implementation of SmartStay+. Its brand is a major value and is strong in the global arena and as such generates customer trust and provides an entry layer for new services. Moreover, the company’s financial stability allows it to allocate a lot of resources for more advanced technologies such as artificial intelligence. Marriott’s loyalty programme, Marriott Bonvoy, also has access to valuable information about users’ purchases to offer personalised services and improved client relationships.
Despite these strong suits, the hotel company suffers from strong weaknesses. The large scale of operations of Marriott adds to the complexity of rolling out new systems in a coherent way across different regions. The standardisation of SmartStay+ will be impacted by the different infrastructure, employee skill levels, and operational processes. In addition, workers may resist adopting new technologies if they don't get to know it or if they fear additional work.
Marriott’s options are intimately associated with the trends in the industry. Rising demand for tailored, technology-enabled experiences is a plus for SmartStay+. Services are expected to be seamless, efficient and highly personalised — and that's exactly what AI can facilitate. Also, if sustainability becomes the buzzword, Marriott's branding can use eco-friendly projects as an internal feature.
But there are a few external threats to face. The hospitality business is very crowded with great actors like Hilton and Accor investing in the same kind of innovation. Heavy reliance on digital systems also creates a threat from cybersecurity risks and data privacy issues. Such demand can also be affected by economic instability. 




PESTLE Analysis
Some of these political factors would be stringent data protection laws such as General Data Protection Regulation (GDPR) that regulate how customer data can be retrieved and what can be done about it. Compliance is a must but makes operating a challenging undertaking.
Tourism demand and spending patterns depend on the economic side. There may be less demand on top service in economic downturns, although the premium segment may be steadier in higher-income circles.
The demands posed by social aspects underscore evolving customer demands, such as the consumer requirement for individualized interactions and green credentials. But some customers are potentially resistant to using AI-based technologies.
Advances in technology offer opportunities to innovate, but that investment in technology must always remain an ongoing process. However, because of the sheer rate of progress, it poses challenges on the time to maintain all systems which are constantly developing.
The legal issues related to employment laws and consumer protection regulations are also in consideration. There are financial penalties for not meeting these requirements in the workplace.
Environmental factors stress sustainability, and more is being addressed in the hospitality business. Incorporating eco solution into SmartStay+ can develop Marriott’s advantage.









3. Key Internal and External Stakeholders 
Effective identification and management of a variety of stakeholders are crucial to successful implementation of SmartStay+ at Marriott International. Stakeholders are parties who can influence or be influenced by the project (Freeman, 1984). A complex global organization like Marriott needs stakeholder analysis to be on the same page, mitigate the risk and help drive success towards adoption of the service.

Internal Stakeholders
The organisation directly engages internal stakeholders and this group’s engagement is crucial to the implementation of SmartStay+. The strategic vision and financial allocation must be framed by executive-level leadership (through the role of defining strategic vision and financial agreement). High level of influence as they are the ones who set the overall scope of the project and dedicate necessary resources. The full scale of implementation would not be possible without them.
It is the job of the project management team to plan, organize, and check up on the project going forward. They make sure timelines are met, risks are mitigated, and information flows between teams. It is an absolute necessity in the control of the project.
Technology and innovation teams are tasked with building AI systems that aid SmartStay+. Their knowledge brings about many more advanced features, including automated guest interaction, service tailor-made offers but also involves dealing with technical risks and reliability of the system.
For sales teams and marketers, it is their job to make customers aware of SmartStay+, while also selling it. They directly affect how the service is understood in the marketplace and have an essential part in increasing customers’ embrace.
HR helps recruitment, training, and change management. HR ensures the employees are trained in new technology and processes.
Frontline staff such as reception staff and service personnel provide the service physically to customers. Guest service is directly correlated with guest satisfaction and service quality.

External Stakeholders
External stakeholders drive the project indirectly but are just as important.
Customers are the main external stakeholders, as their acceptance and satisfaction define SmartStay+. Their demands for convenience, personalisation and data security should be managed prudently.
SmartStay+ relies on technology vendors to ensure that it has the digital infrastructure and AI systems it needs. The reliability and expertise of these organizations will always be high, and dependency on these firms will cause a possibility to the risk level as it works with trusted vendors.
Legal compliance must comply with the various regulations and laws/regulatory bodies made up by governments and regulatory bodies, especially data protection/privacy laws, including GDPR.
Investors and shareholders contribute money and expect to receive payment on investment. They have been shown to shape strategic decisions and project priorities, and their expectations shape the direction.
Suppliers and strategic partners support operational processes and contribute to the delivery of services - particularly regarding sustainability initiatives and distribution channels.









4.Roles, Responsibilities, Benefits and Challenges 
SmartStay+ initiative at Marriott International is a multi-party project, which includes various stakeholders, who each have a unique role, responsibility and contribution. Understanding these elements is necessary for successful coordination and project accomplishment.
The strategic direction in the project is the primary focus of executive leadership, and they oversee approving financial funding the project. They’re tasked with establishing performance targets and aligning them with the organisation’s longer-term goals. The core advantage they provide is access to their resources and authority in decision making that allows for large-scale rollouts. One of the biggest challenges they face is the emphasis on financial outcomes — which puts pressure on them to get results fast, leading to less flexibility in executing.
The project manager is responsible for all aspects of SmartStay+, the planning of implementation, execution and monitoring. They act as the link between all stakeholders and ensure good communication. The role provides primarily the benefits of organisational coherence and efficiency. Nevertheless, project managers must manage tension due to the clash between conflicting preoccupations and stakeholder demands, especially in face of conflicts.
It is technology and innovation teams' job to develop, integrate, and maintain the AI systems that make SmartStay+. Its specialists drive automation, data driven decision making and smarter service. The advantage they provide is innovation and efficiency. But, they are confronted with issues of system complexity (e.g., systems compatibility, hardware and software, failures in computer technology, and cybersecurity risks that could disturb them from proceeding.
Sales and marketing professionals must position SmartStay+ in the industry and make customers aware of its value. They are key actors for impacting customer perception and adoption. The service is more visible and demanded. On the other hand, over-promising features results in customer disappointment if expectations are not met.
HR (Human Resources) helps organisational changes through recruitment, training, and the engagement of employees. HR focuses on developing the skills that staff need if they expect to be able to successfully use new technologies. The upside is better employee performance and flexibility. There are time and costs associated with training programmes, and resistance to change can still occur.
Front frontline workers deliver the service to customers directly. Customer satisfaction and level of service are often based on their encounters with guests. They have the advantage personal interaction in person which is complementary to the technological offerings for them. But they could also experience enhanced burden and anxiety in the transition period that leads them to resist.
Customers represent one of the key end-users of SmartStay+. Their feedback helps enhance service improvement and innovation. Nonetheless, adoption rates may be affected by concerns for data privacy and trust in AI technologies.
Technology vendors provide tailored systems and infrastructure that provide specialised systems and infrastructure, which facilitate Marriott access to advanced solutions. Nevertheless, dependency on external providers can lead to dependence risks and limit organisational control.
More generally, these stakeholders need management, and one must balance conflicting interests to ensure that everything is communicated well, issues can be handled and all issues proactively tackled and avoided when they arise, and that project delivery is supported for project progress.











5. Frameworks, Models and Theories for Stakeholder Engagement
To successfully manage stakeholders in the SmartStay+ project at Marriott International, we would need both theoretical perspective and practical management tools. These frameworks structure the process of stakeholder engagement and enable decision making in complex organisational environments.
A prominent theoretical lens here is stakeholder theory (Freeman, 1984) which focuses on the importance of organisations to have regard to all stakeholders and not exclusively shareholders. In relation to SmartStay+, this includes trading off the competing demands of customers, staff, investors and regulators. For example, although investors focus on financial returns, customers may be more focused on the quality of a service and data privacy. A weakness of this theory is the fact that it lacks a strategy that prioritises stakeholders when their interest's conflict and does not make for easy implementation.
In a word, it aims at long-term customer-retention. To build stronger business relationships, this business model is very much congruent with the approach taken by SmartStay+, where personalisation is the cornerstone of service. By adapting services with AI, Marriott can deepen guest relationships. That said, if an approach to data dependency is too used, it can lead to ethical challenges and loss of trust if transparency is missing.
Power-interest grid (stakeholder matrix) is an effective means for the categorisation of stakeholders according to levels of influence and relatedness. Stakeholders who are high in power and high in interest – for example, the senior leaders – will have a need for a tighter grip on decisions, but stakeholders who are lower in power and less interested will require less attention. Such a model assists with prioritising engagement strategies and resources allocation effectively. Stakeholder positions, however, may change over time so the matrix needs to be kept up to date.
We use the RACI matrix here (Responsible, Accountable, Consulted, Informed) for the purposes of outlining where roles and responsibilities lie within the project. Instead, it ensures that everyone involved knows where those who belong have their part to play with the organisation and they can reduce the confusion and increase the coordination. Technology teams will need to develop systems; the senior management will be accountable for strategic decision making. The RACI model may also reduce complex roles in large organisation and may be an overly simple way to approach them despite its usefulness.
A plan of communication is vital, for stakeholders also in the process of obtaining accurate and timely information. This comprises of establishing communication lines, how often new information is communicated, and what type of information gets shared. Good communication ensures transparency and reduces miscommunication. But more communication might result in a glut of information and less stakeholder buy-in.
“An engagement plan is one where you aim by the project life cycle to keep every party involved. You may conduct training, workshops or feedback processes. Engagement boosts the level of commitment and mitigates change resistance. But these are time consuming, effort and money-consuming activities.
Moreover, change management models like Kotter’s 8-step model supports stakeholder engagement as they offer a framework to help guide organisational change. Both those models emphasise leadership, communication and stakeholder involvement as paramount success factors. These frameworks and models thus offer useful lessons for stakeholder engagement. But their usefulness is contingent on how malleable they are employed. In dynamic and international environments such as Marriott’s operations, the ability to adapt these tools to specific contexts is key to achieving successful outcomes.











6. Stakeholder Engagement Process and Conflict Management 
SmartStay+ at Marriott International is successfully implemented through a structured, ongoing approach to stakeholder engagement. For large organisations, stakeholder engagement is not a one-time occurrence, but a long-term process, unfolding from conception to implementation. The Project Manager has a key position in aligning the stakeholders with what you wish to achieve with the project objectives by successfully identifying, involving, and empowering them.
Stakeholder Identification and Analysis, the process of identifying who and what people are and the extent to which the project influences or is affected. Stakeholder analysis tools like the stakeholder matrix are utilised to classify the stakeholders according to what degree of power and interest they possess. As a result, the Project Manager can keep engagement focus and resource allocation to the highest level.
But there’s an important distinction about Stakeholder influence, the latter is not permanent. For instance, employees at the frontlines might initially seem low impact but can greatly affect the service provided they are resistant to change. The same must be consistent reassessment.
The next step is to uncover stakeholder expectations, motivation, and potential concerns. Different stakeholders have a different perception of priority. The financial impact will be important for the executive leadership in strategic positioning, but there will be concern to the employees where there are a workload and the job security. On the other side of the scale, customers are focusing on convenience, personalisation and data privacy. If you fail to grasp these various viewpoints, misalignment may occur, which translates into lack of stakeholder buy-in.
Then the Project Manager needs a stakeholder engagement plan. This strategy details how each stakeholder group will be involved, the channels of communication to be accessed, and the frequency at which interaction will take place. This may include senior management expecting formal reports and performance updates from stakeholders, versus operational staff who would gain more from interactive training sessions. At this juncture, a significant challenge is finding equilibrium between inclusion of all stakeholders and productivity, in which excessive stakeholder input may hinder the decision-making process.
Implementation of engagement activities means implementing the strategy using communication, collaboration and feedback mechanisms. Transparency is important at this phase. Giving regular updates promotes trust and eliminates uncertainty. But communication needs to be handled carefully to prevent inundation — and it can be the opposite of constructive communication, undermining engagement.
The 4 C’s model — communication; collaboration; consultation; and commitment — offers an organized framework for stakeholder engagement. Communication is key for successful stakeholder management. It is about communicating precise and actionable information about the course that you are taking. Communication is key so that stakeholders can be given a clear picture of goals, timelines, and expectations. But communication must take place in two ways. Similarly significant is active listening, which gives all stakeholders an opportunity to express their concerns and give feedback. Miscommunication will create misperceptions, resistance and delays to projects.
"The term collaboration means that people will work together. In the case of SmartStay+, collaboration between technology teams, marketing and frontline staff is key to make sure that the service is functional and customers focused. Collaboration improves innovation and solving problems; if it is difficult to do in an industry with global organizations this will, again, be to the detriment of the cultural and geographical distance and the various other organisational silos formed.
Consultation is taking an active interest in engaging stakeholders before you decide. Enabling the stakeholders, it also increases the ownership of the stakeholder. Incorporating employees in training programme design, for example, can increase acceptance of new technologies. On the other side, however, too much consultation will be a bottleneck in the decision and make the company unproductive.
The term commitment is usually related to building relationships on trust and respect over a long period of time. More positively valued stakeholders will support the project. In the long-term environment, it is more difficult to sustain investment, especially as projects go on such a long way. This is especially true with such projects where interest on project stakeholder does not always last.
It is a common occurrence for stakeholder engagement to have conflict management in stakeholder engagement. Differences in priorities regarding resources, priorities, or organizational objectives can lead to conflicts. E.g., Marketing teams may need more speed in implementing to get ahead with the competition, while Tech teams may take longer to make the system trustable and secure.
The Project Manager must take a proactive approach to manage conflicts. This involved identifying possible conflicts at their originating and resolving them before they become crises. Resolving disagreements relies on techniques like negotiation, mediation and compromise. This is a priority because they should know it is up to the Project Manager to address the entire stakeholder team that they see themselves heard. Conflict resolution depends heavily on leadership skills. The Project Manager should display fairness, transparency and good judgement. Emotional intelligence is very important because when you are knowledgeable about the stakeholders’ thoughts, you are better able to find a neutral solution that is acceptable to all.
The influence of cultural diversity further complicates the decision to engage to the stakeholders. Communication styles, expectations, and attitudes toward technology may vary across regions. Some may prefer direct style of communication, while the rest may prefer to approach things more indirectly, for instance. This will require adjusting methods of engagement based on those individual cultural differences to prevent any misinterpretations and promote productive cooperation.
Resistance to change, especially from employees, is another major challenge. The advent of new AI-based systems would also introduce doubt and fear of job roles. In order to resolve this issue, the Project Manager needs to apply some change management strategies, such as training, communication and employee participation. Resistance is not all bad, it can also offer valuable feedback and even potential issues.
Finally, the engagement of stakeholders must be monitoring and evaluation is the same. We rely on feedback like surveys, performance and periodic meetings to measure the impact of engagement strategies. This enables the Project Manager to take adjustments/improve results.
Thus, stakeholder engagement in SmartStay+ should be strategic and continuous. The Project Manager can guarantee successful implementation and sustainable solutions by implementing the 4C’s model correctly and dealing with conflicts proactively.




7. Impact of Stakeholder Engagement on Business Performance and Recommendations
In service-based industries such as hospitality the impact of stakeholder engagement is highly direct and impactful. On SmartStay+ at Marriott International, stakeholder engagement is critical to the project outcome (the project's success) but more importantly the wider organisation, which is important for customer satisfaction, company efficiency, employee performance, and future profitability.
Stakeholder engagement's importance for customer satisfaction and loyalty is undoubtedly one of its strongest effects. When stakeholders are involved effectively, services provide more effective and consistent customer outcomes. SmartStay+ is built around AI for personalized experiences which can streamline your time together with a guest and increase their satisfaction level. But this advantage is driven from a user’s trust perspective. Should customers be wary of how their personal data is used, they hesitate to use the service. So, it would be important to get customers involved with better communication and data policy on the table.
Quality and consistency of service influence another key factor in the success of stakeholder interaction. Internal stakeholders especially in the front-line employees are vital partners in that service provisioning. When employees are invested in, trained and supported they will be more likely to provide good quality and consistent service. Conversely, poor involvement among employees on the other hand can lead to confusion, low motivation, and uneven service delivery; which would also damage customer perception.
The engagement of stakeholders makes for efficient operations, as well, but only if you actively engage stakeholders. Good cross-functional teamwork across the various departments (IT, marketing, operations, & marketing) of a business to integrate systems and work in harmony. For instance, AI applications can facilitate lesser response times and more efficient allocation of resources. Without stakeholder engagement, there is a likelihood that miscommunication and confusion may lead to inefficiencies and delays, and higher costs.
From the financial standpoint, stakeholder involvement provides for revenue and cost control. More satisfied customers = loyal customers, repeat business, brand value to your market - all the engines of revenue. Simultaneously, efficient business operations will minimise waste. But first, the initial costs of SmartStay+, which require a lot of investment such as technology and training may also impact short-term profitability. As a result, managing stakeholder expectations—especially those of investors—is thus imperative.
There is second, and equally significant impact, on brand reputation and perceived competitive position. Businesses with effective stakeholder relationships tend to be considered as transparent, ethical and customer oriented. This may reinforce the brand image and act as source of competitive advantage. In the worst cases, however, not engaging with stakeholders properly, especially when it comes to data privacy or service quality, can lead to a tarnished reputation that is hard to rebound from.
However, poor stakeholder engagement at the same time presents major risks. Exact misaligned assumptions can set unrealistic customer expectations that may be unhappy customers. Poor staff engagement can cause a decrease in service quality and a rise in employee turnover. Furthermore, not taking account of the stakeholder’s interests may generate resistance, postpone the project and possibly even complete project disaster.
To achieve most of the positive influence of such stakeholder engagement, few strategic actionable measures could also be advocated. There are also, first, continuous employee training and development that organisations should devote themselves to. We need employees who have the appropriate skills to use AI systems for the betterment of service. There will need to be ongoing training above and beyond early implementation on the training.
The second, to enhance, communication plans to target various stakeholder groups. Transparent, explicit and tailored communication minimizes uncertainty and cultivates trust. Digital communication tools allow real-time updates and feedback.
Third, organizations need to put a premium on ethical treatment of data and transparency. Customers need to be certain their personal data is managed in a safe and responsible manner. Complying with regulations such as GDPR must be the order of the day, if not the last line to get over but to develop trust must be beyond compliance.
Fourth, it should be a flexible and culturally sensitive Stakeholder engagement: Marriott operates in several international markets, and each market has its own set of cultural norms. Tailored strategies for this engagement strengthen the effectiveness and diminish misinterpretation.
The fifth recommendation lies in the need for companies to have ongoing stakeholder engagement tracking and assessment. KPIs, including customer satisfaction scores, service taking up rates and employee engagement (engagement with the company), ought to be consistently checked. This permits there to be a rapid detection of problems, and the possibility of improving constantly.
One further recommendation should be on the whole pilot testing until it is a service which can be implemented on a large scale. Testing SmartStay+ in some settings will be used to predict potential issues and improve it prior to an overall launch. This diminishes risk and raises the likelihood of success.
There is more to that: organisations ought to place greater emphasis on establishing long-lasting relationships with stakeholders than on short-term results. Customer loyalty and long-term growth are also driven by relationship marketing efforts.
Effective and flexible leadership is also critical. The Project Manager manages the alignment amongst stakeholders, promotes collaboration, and keeps the project going in the right direction, through the project lifecycle.
Stakeholder Engagement is the crux of the SmartStay+. Leveraging relevant engagement strategies and identifying potential issues as they arise enables Marriott to optimize business performance and attain sustained competitive advantage.











8.Conclusions
Ultimately, SmartStay+ is no longer mere “nice to have”—notably for a luxury business—it is an integral part of successfully engaging stakeholder interests in the provision of sophisticated, technology-driven services in the hospitality sector. With an increasing number of organisations adapting to technologies of the future including artificial intelligence the contribution of stakeholders is key to the success of a project and the long-term health of the organisation.
This report has shown that Marriott is highly competent with a worldwide presence, financial strength and a sophisticated technology infrastructure. All these elements laid the foundation for the development and implementation of SmartStay+. At the same time, the analysis has revealed myriad obstacles, such as resistance to change, data privacy concerns and the complexities in trying to shift all the new systems to their respective operational contexts.
The use of theoretical constructs (e.g., stakeholder theory and relationship marketing) in real-world practices (e.g., the stakeholder matrix and RACI model) highlights the significance of the structured management of stakeholders. The 4C model reinforces the idea that strong stakeholder relationships require effective communication, collaboration, consultation and commitment.
Additionally, the report showed that engagement with stakeholders directly affects business performance. Positive engagement will have an effect, customer satisfaction will be higher, the service will be better, and the brand will have a better reputation. Inefficiently, poor engagement by employees can lead to operational inefficiencies, stakeholder opposition, and reputational damage.
The recommendations, according to the reports, suggest, for continual employee training, transparent communications, ethical data treatment, an adaptive engagement strategy for adaptation are critical. By using strategies like these, Marriott can overcome some problems and optimize the potential for SmartStay+.
In conclusion, SmartStay+ is a technology success, but we believe that it relies also on the organization and stakeholders' engagement and management for the success and stability of SmartStay+. Developing the proactive, adaptive and participatory attitude in engaging stakeholders would help Marriott to grow on a sustainable basis to reinforce its existing competitive edge in worldwide hospitality markets.
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