	
	
	



	
	
	




ROTNA BEGUM







	STUDENT NUMBER		2421635
	MODULE CODE		LCLM5001
	MODULE TITLE		Understanding and Engaging stakeholders
	LECTURER NAME/ MODULE LEADER		Aso Abdullah/ Nishi Ramsurrun and Eric Osei
	ASSIGNMENT TITLE		4,000 words Report





Content


1. Executive Summary
2. Introduction/ company background
3. SWOT Analysis
4. PESTLE Analysis
5. Internal Stakeholders
6. External Stakeholders
7. Stakeholder Engagement Frameworks
8. Stakeholder Engagement Plan
9. Stakeholder Engagement Process
10. Impact of Stakeholder Engagement on Business Performance
11. Risks of Engagement Failure
12. Recommendations
13. Conclusion
14. Reference List











Executive Summary
This report examines the strategic importance of stakeholder engagement in supporting Marriott International’s launch of the Stay-Smart+ AI-driven customer experience service. Through the application of SWOT, PESTLE, and stakeholder engagement frameworks, the analysis identifies key internal and external factors influencing implementation success. The report demonstrates how structured engagement enhances operational efficiency, strengthens guest loyalty, mitigates regulatory risks, and supports long-term competitiveness within an increasingly digitalised hospitality environment. 
Introduction
Marriott International stands as a global leader in the hospitality sector, managing an expansive portfolio of over 8,000 properties across 130 countries. Founded in 1927 and headquartered in Bethesda, Maryland, the organization operates a diverse range of brands, from the ultra-luxury Ritz-Carlton to mid-scale extended-stay offerings. In the United Kingdom, Marriott maintains a dominant market presence, particularly within the strategic hubs of London and Birmingham. The company’s core operations encompass hotel management, franchising, and the administration of world-class loyalty programs, all underpinned by a commitment to digital innovation and guest-centric service delivery.
As part of its strategic evolution, the group is preparing to launch "Stay Smart+," a premium customer experience service. This initiative integrates AI-driven interaction tools, personalized travel planning, and sustainability-focused amenities designed to drive brand differentiation and operational efficiency. The service is scheduled for a phased global rollout over the next six months. The success of Stay Smart+ is contingent upon seamless integration across diverse international markets, necessitating a robust framework for managing the complex human and technical variables involved in such a transition.
In the capacity of Project Manager, the primary responsibility is to identify, analyse, and engage the diverse stakeholders whose cooperation is vital for the design and adoption of this service. Because hospitality ecosystems rely on the synergy between internal operations and external partnerships, a fragmented approach to stakeholder management poses significant risks to project timelines and brand reputation.
This report provides a critical application of stakeholder theory and strategic management principles to the Stay Smart+ launch. By utilizing engagement frameworks and communication models, it outlines a structured approach to fostering collaboration and alignment across the project lifecycle. The following analysis evaluates the internal and external environment to ensure that Stay Smart+ delivers measurable value to both the organization and its global clientele.
Company Background: (Marriott International, 2026)
Strategic Trends/AI: (Deloitte, 2024) or (Schmidt et al., 2025)
Stakeholder Theory: (Freeman, 1984)
SWOT Analysis:  Internal Strategic Position
	STRENGTHS
	WEAKNESSES

	Data Richness: The Marriott Bonvoy program (200M+ members) provides the deep data sets required to train Stay-Smart+ AI for accurate personalization (Marriott International, 2026).

	System Fragmentation: Legacy Property Management Systems (PMS) in older hotels may create integration bottlenecks for the new AI tools (Moro, Rita and Oliveira, 2023).

	Brand Prestige: High levels in the Ritz-Carlton and St. Regis tiers facilitate the rollout of "Premium" tech-driven services (Marriott International, 2025).
	
Operational Complexity: Managing a standardized digital service across 130 countries introduces significant logistical friction and training overheads (Johnson, Whittington and Scholes, 2020).

	OPPORTUNITIES
	THREATS

	Labor Efficiency: AI-driven check-ins and guest queries can reduce front-desk administrative loads by up to 40%,
	Cyber Security: As a high-profile target, any data breach involving the Stay-Smart+


The SWOT analysis shows Marriott’s key advantage is its 200 million-member Bonvoy database, enabling large-scale AI training (Marriott International, 2026). However, system fragmentation in legacy properties may hinder integration (Moro, Rita and Oliveira, 2023). While AI could reduce labour pressure by 40%, Marriott must address cybersecurity risks (Schmidt et al., 2025; Deloitte, 2024).

PESTLE Analysis: External Macro - Environment. 
	Category
	Key Factors and Impact on Stay-Smart+

	Political
	Increasing geopolitical stability in key European markets favours international travel, though evolving data residency laws in the EU and Asia require the Stay-Smart+ AI to maintain localized data processing (Marriott International, 2025).

	Economic
	While global inflation has stabilized, the "experience economy" persists; however, the high cost of capital may slow down the speed at which individual franchise owners can upgrade physical infrastructure (Deloitte, 2024).

	Social
	Post-pandemic travellers increasingly prioritize "wellness" and "hyper-personalization." Stay-Smart+ addresses this by using AI to tailor itineraries to individual health and leisure preferences (Schmidt et al., 2025).

	Technological
	The maturation of Generative AI and IoT (Internet of Things) allows for seamless room climate control and virtual concierge services, providing a competitive advantage over traditional models (Moro, Rita and Oliveira, 2023).

	Legal
	Stringent adherence to GDPR and evolving AI ethics regulations is mandatory. Marriott must ensure that Stay-Smart+ profiling follows "privacy by design" principles to avoid litigation (Moro, Rita and Oliveira, 2023).

	Environmental
	Sustainability is no longer optional. The Stay-Smart+ focus on "green amenities" and energy-efficient room management directly supports Marriott’s 2050 Net-Zero goals (Marriott International, 2025).


The PESTLE analysis indicates that Marriott’s Stay-Smart+ pilot is shaped by the 2026 macro-environment, particularly the rise of Generative AI and IoT (Moro, Rita and Oliveira, 2023). However, despite favourable political stability and demand for hyper-personalisation, the initiative must address global data residency regulations and high franchise upgrade costs (Marriott International, 2025; Deloitte, 2024).
Successful implementation also requires managing diverse stakeholders. According to Freeman’s Stakeholder Theory, organisational success depends on managing relationships with groups or individuals who affect or are affected by project objectives (Freeman, 1984)
Internal Stakeholders
Internal stakeholders are critical to the operational and technical delivery of the Stay-Smart+ pilot. Executive Leadership provides strategic direction and financial backing for large-scale innovation, while the Finance Department evaluates return on investment and financial performance. The Project Management Team coordinates implementation and ensures the project progresses within the six-month timeline.
The IT and Digital Innovation Department serves as the technical architect, developing the AI infrastructure required for guest interaction (Moro, Rita and Oliveira, 2023). Despite technological advancements, the human element remains essential. Operations Managers and Frontline Staff are responsible for delivering the service at the property level, ensuring that the new technology integrates smoothly with daily operations. Human Resources supports this transition by providing change-management training that helps employees adapt to AI-enabled service processes. Meanwhile, Marketing and Sales teams convert these technical capabilities into a compelling value proposition for Marriott Bonvoy members, communicating the benefits of enhanced personalization and digital convenience (Marriott International, 2026).
External Stakeholders
External stakeholders influence both the market acceptance and regulatory feasibility of the Stay-Smart+ initiative. Customers and guests are the most significant stakeholders because their adoption and feedback directly determine the service’s success and perceived value (Schmidt et al., 2025). Franchise Owners also play an important role, as they must invest in the hardware and technological upgrades required for implementation at the property level.
Marriott also relies on Technology Vendors that provide advanced AI systems and analytics, as well as Suppliers that deliver sustainability-focused amenities aligned with the Smart+ concept. Regulatory Authorities exert considerable influence by setting standards for data governance, privacy protection, and algorithmic transparency within evolving international frameworks (Moro, Rita and Oliveira, 2023). Investors and Shareholders maintain strong interest in how the project contributes to long-term profitability and brand differentiation. At the same time, Local Communities monitor the project’s impact on employment patterns and environmental sustainability (Marriott International, 2025).
Given the differing levels of influence and interest among these groups, structured stakeholder engagement is essential. Mapping stakeholder relationships enables Marriott to move from reactive communication toward proactive collaboration, ensuring that the Stay-Smart+ ecosystem remains adaptable and sustainable.
Internal Stakeholder Dynamics
Executive Leadership acts as the primary sponsor by approving budgets and ensuring strategic alignment. Their key benefit lies in long-term brand growth and diversified revenue opportunities, although they face reputational risk if the pilot fails to meet financial or operational targets (Marriott International, 2026). The Project Management Team focuses on coordinating resources and delivering the project on schedule. However, they must manage scope creep and balance competing stakeholder expectations within the limited project timeframe.
The IT and Digital Innovation Department strengthens Marriott’s innovation capabilities through predictive AI and automated concierge systems, but it must also address cybersecurity risks and integration challenges with legacy Property Management Systems (Moro, Rita and Oliveira, 2023). Operations Managers and Frontline Staff deliver the guest experience. Although improved guest satisfaction scores may lead to incentives, employees may also experience change fatigue or concerns about AI replacing human roles (Schmidt et al., 2025). Marketing and Sales teams benefit from increased bookings and stronger conversion rates but must educate customers about the advantages of AI-driven hospitality services.
External Stakeholder Dynamics
Customers benefit from personalized travel experiences and convenient mobile-based services, yet they may face a digital learning curve and concerns regarding personal data usage (Schmidt et al., 2025). Franchise Owners may charge premium rates for Stay-Smart+ properties, although high capital investment requirements can limit participation (Deloitte, 2024).
Technology Vendors and Suppliers benefit from long-term partnerships and large-scale contracts but must meet strict service agreements and sustainability standards (Marriott International, 2025). Regulatory Authorities support improved consumer protection yet may introduce delays if data systems do not comply with evolving privacy regulations (Moro, Rita and Oliveira, 2023).
Recognizing these stakeholder benefits and challenges allows the Project Manager to design targeted engagement strategies that balance innovation with operational realities. Structured communication and collaboration frameworks help align stakeholder expectations with project goals and support the successful launch of Stay-Smart+ (Johnson, Whittington and Scholes, 
[image: ]2020).
Strategic Engagement Frameworks.
The following tools categorize stakeholders to optimize resource allocation and clarify operational accountability



Stakeholder Mapping the Power interest Matrix.   
The stakeholder map illustrates the network of individuals and groups involved in or influencing the project. At the centre is the Project Manager, who coordinates communication, decision-making, and collaboration among all stakeholders. The inner circle represents the project team and internal stakeholders who are directly responsible for project implementation. The outer circle includes external stakeholders, such as customers, contractors, government agencies, and top management, who influence project outcomes. Mapping stakeholders helps the project manager identify levels of influence and interest, enabling more effective communication, engagement, and management throughout the project lifecycle.  (Project Management Institute, 2021).



	Model
	Application to Stay-Smart+ Project

	Mendelow’s Matrix
	Categorizes stakeholders by Power and Interest. Executives and Franchise Owners (High Power/High Interest) are "managed closely," while Regulators are "kept satisfied" to avoid legal bottlenecks (Freeman, 1984).

	RACI Matrix
	Defines roles for key tasks. For AI development, the IT team is Responsible, the CTO is Accountable, Vendors are Consulted, and Executives are Informed (Project Management Institute, 2021).

	Kotter’s Change Model
	Used to overcome staff resistance by establishing "urgency" regarding digital transformation and "anchoring" AI-driven workflows into Marriott’s service culture (Kotter, 2012).



Swan and Owen’s Theory (Communication and Engagement)
Swan and Owen’s theory highlights that engagement goes beyond simple information sharing and functions as a socio-technical process. In complex IT projects such as Stay-Smart+, engagement must be multidirectional (Swan and Owen, 2012).
· Cognitive Engagement: Ensuring stakeholders understand the purpose of the initiative, such as how AI can reduce administrative workload for staff.
· Behavioural Engagement: Establishing feedback mechanisms where frontline staff and guests help refine the AI interface during the six-month pilot (Swan and Owen, 2012).
Stakeholder Engagement & Matrix Plan
The matrix below outlines the frequency and methods used to maintain stakeholder buy-in throughout the project lifecycle.
	Stakeholder Group
	Engagement Level
	Communication Channel
	Frequency

	Executive Board
	Partnership
	Steering Committee Meetings / Dashboards
	Weekly

	Franchise Owners
	Consultation
	Virtual Town Halls / Financial Briefings
	Monthly

	Frontline Staff
	Involvement
	Hands-on Workshops / Intranet Updates
	Bi-Weekly

	Guests/Customers
	Information
	In-app Notifications / Post-stay Surveys
	Transactional

	Technology Vendors
	Collaboration
	Technical Scrums / Slack Channels
	Daily



Theoretical Integration
The application of Freeman’s Stakeholder Theory suggests that Marriott creates long-term value only when it balances the competing needs of these groups (Freeman, 1984). Furthermore, utilizing Arnstein’s Ladder of Participation allows the Project Manager to move staff from "tokenism" (simply being told about Stay-Smart+) to "citizen power," where their feedback directly influences the service design (Arnstein, 1969). This transition is critical for minimizing the "resistance to change" identified in the SWOT analysis, ensuring the AI tools are viewed as an enhancement rather than a threat to job security (Schmidt et al., 2025).
To ensure the successful launch of Stay-Smart+, the engagement process must transition from a static administrative plan to a dynamic, iterative managerial cycle. This section explores the systematic execution of stakeholder engagement, centring on the 4Cs Model as a strategic tool for project managers to foster alignment, secure psychological buy-in, and resolve the inevitable organizational conflicts that accompany digital transformation in the hospitality sector.
The Engagement Process
The Project Manager (PM) initiates the lifecycle through Step 1. Identification and Analysis. This phase utilizes the Stakeholder Salience Model to categorize individuals and groups based on three key attributes, power, legitimacy, and urgency (Mitchell, Agle, and Wood, 1997). For Marriott, this involves identifying "definitive stakeholders"- such as the Executive Board and key Franchise Owners - who possess all three attributes and require immediate priority. However, the model does not fully account for stakeholder capability. In digital transformation projects, factors such as digital literacy, financial capacity, and infrastructure readiness can significantly influence a stakeholder’s ability to participate effectively.
Step 2. Engagement Strategy Development tailor’s interactions based on these findings. For instance, high-salience stakeholders require high-touch, personalized financial briefings, while frontline employees require hands-on technical workshops. The PM must also recognize "expectant" stakeholders, such as regulatory bodies, whose legitimacy and power demand constant compliance monitoring.
The core execution of these strategies rests on the 4Cs Model. This framework serves as a strategic roadmap for the PM to move stakeholders from a state of passive awareness to one of active advocacy, ensuring that the Stay-Smart+ ecosystem is integrated into the daily fabric of Marriott’s global operations.














The 4Cs Engagement Model for Stay-Smart+
The table below outlines how the Manager strategically applies the 4Cs to engage key stakeholders and ensure the project moves from design to successful pilot adoption.  
	Component
	Managerial Action & Strategy
	Application to Stay-Smart+

	Communication
	Facilitating one-way and two-way information flows to establish a "common truth."
	PM hosts monthly virtual town halls to explain AI's role in reducing administrative burnout, preventing the spread of misinformation (Kotter, 2012).

	Consultation
	Proactively seeking stakeholder input to refine service design before finalization.
	PM facilitates focus groups with Marriott Bonvoy members to test the AI concierge's interface and usability (Schmidt et al., 2025).

	Collaboration
	Encouraging joint problem-solving and shared decision-making power.
	PM integrates software developers with Hotel Operations Managers to co-design the "Green Room" digital control interface.

	Commitment
	Securing long-term psychological and financial buy-in through incentives.
	PM links Stay-Smart+ adoption rates to regional manager bonuses and offers formal digital certifications for trained staff.



Managing Conflict Using the 4Cs
Conflict in global hospitality projects frequently arises from "resource scarcity," "inter-departmental silos," or "perceived threats to job security" (Moro, Rita, and Oliveira, 2023). The PM must use the 4Cs as a conflict-resolution framework rather than just a communication tool.
· Communication for Role Ambiguity, In a project as complex as Stay-Smart+, conflict often arises when the IT department and Hotel Operations clash over who owns (guest data). The PM uses transparent communication to re-clarify the RACI matrix, ensuring roles are visible and removing the ambiguity that fuels friction.
· Consultation for Financial Resistance, If Franchise Owners in major cities like London or Birmingham resist the Capital Expenditure (CAPEX) required for Stay-Smart+, the PM must initiate a deep consultation phase. By listening to their specific cost concerns, the PM can negotiate mutually beneficial solutions, such as a phased implementation or centralizing certain software costs, effectively turning a "blocker" into a supportive partner.
· Collaboration for Technical Friction: When designers and property managers disagree on the feasibility of AI-driven guest interaction, the PM forces a collaborative "scrum." Working together on a prototype fosters shared ownership; the focus shifts from individual departmental egos to (what delivers the best guest experience).
· Commitment for Change Resistance, Perhaps the greatest conflict is the "fear of the unknown" among frontline staff. The PM manages this by building commitment. By demonstrating how the AI handles repetitive guest queries, the PM proves the tool’s value to the employee’s daily efficiency, securing the emotional buy-in needed to anchor the change within the corporate culture (Kotter, 2012).
Monitoring, Evaluation, and Managerial Competence
The final phase involves Monitoring and Evaluation. A competent PM at Marriott must move beyond checking off "completion dates" and instead track sophisticated metrics like Stakeholder Satisfaction Scores (SSS), System Adoption Rates, and Guest Personalization Accuracy. If data shows low adoption among travellers in the pilot phase, the PM must have the agility to "loop back" to the Consultation phase to identify where the service design failed to meet user expectations.
Successfully navigating this complex web of relationships requires a high degree of Emotional Intelligence (EQ) and Cultural Awareness. Given Marriott’s operation in over 130 countries, the PM must manage stakeholders with vastly different professional norms and communication styles (Johnson, Whittington, and Scholes, 2020). For example, the approach to a Franchise Owner in the Middle East may require more formal, relationship-based communication than the direct, data-driven approach favoured in North American corporate offices.
Ethically, the PM must act as a guardian of Data Privacy. As AI-driven tools collect immense amounts of guest data, the PM must ensure that the engagement process remains transparent. Stakeholders must trust that Marriott is using this technology responsibly. By adopting the 4Cs, the Project Manager ceases to be a mere "task distributor" and instead becomes a Strategic Facilitator, ensuring that Stay-Smart+ delivers measurable value to guests, employees, and the organization’s bottom line.
To finalize the strategic assessment of the Stay-Smart+ initiative, this section evaluates the profound correlation between stakeholder synergy and organizational success. For a global entity like Marriott International, stakeholder engagement is not merely a project management task, it is a critical driver of competitive advantage and long-term financial viability (Johnson, Whittington, and Scholes, 2020).
Impact of Stakeholder Engagement on Business Performance
The effectiveness of Marriott’s engagement strategies directly modulates its core performance metrics. When executed with precision, the benefits transcend the immediate pilot phase, embedding resilience into the brand’s global operations. However, stakeholder engagement does not automatically guarantee positive outcomes. In luxury hospitality contexts, AI-driven automation may reduce the perceived value of personalised human service, potentially weakening the premium brand experience for some guests.
Operational Efficiency and Cost Optimization At the property level, clear engagement with employees and vendors ensures that the "socio-technical" integration of AI tools occurs without disrupting daily service. When frontline staff are engaged through the 4Cs model, the transition from manual to AI-assisted workflows becomes seamless, reducing the "friction costs" associated with operational delays and administrative errors. Efficient engagement ensures that technical vendors deliver infrastructure that is "fit for purpose," preventing the wasted capital often associated with misaligned IT projects (Moro, Rita, and Oliveira, 2023).
Guest Loyalty and Brand Equity In the hospitality sector, the guest's perception of value is the primary driver of revenue. Effective consultation with customers ensures that Stay-Smart+ features - such as personalized itineraries - meet traveller needs rather than being perceived as intrusive technology. High levels of guest engagement led to increased Net Promoter Scores (NPS) and higher adoption rates of the Marriott Bonvoy ecosystem. In an era of "hyper-personalization," the ability to demonstrate that guest feedback has shaped the service reinforces brand trust and drives repeat bookings (Schmidt et al., 2025).
Financial Performance and Investor Confidence Transparency with investors and shareholders is essential for maintaining Marriott’s market valuation. By providing real-time data on the Stay-Smart+ pilot's progress, Marriott builds "market credibility." Successful engagement with Franchise Owners is particularly critical; when these partners are convinced of the ROI, they are more likely to invest in property upgrades, allowing Marriott to scale the service rapidly without overextending its own balance sheet (Marriott International, 2026). Additionally, franchise owners may resist implementation due to capital investment requirements, potentially creating inconsistent service delivery across properties.
Risk Mitigation and Regulatory Compliance Proactive engagement with regulatory authorities and legal experts serves as a defensive shield. By consulting on data privacy early in the design phase, Marriott avoids the catastrophic financial and reputational penalties associated with GDPR or CCPA violations. Furthermore, early identification of staff resistance through open communication channels allows the Project Manager to intervene before "change fatigue" evolves into organized labour disputes or high turnover rates (Kotter, 2012). Despite engagement efforts, privacy concerns surrounding AI data collection may still undermine guest trust if transparency and data protection are not convincingly demonstrated.
Risks of Engagement Failure
Conversely, a failure to prioritize stakeholder needs introduces systemic vulnerabilities. Passive resistance from franchise partners can lead to a fragmented brand experience where Stay-Smart+ works in London but fails in Birmingham due to a lack of local buy-in. Furthermore, if guests feel their privacy is being commodified without their consent, the resulting "social media backlash" could result in a permanent devaluation of Marriott’s luxury brand status (Deloitte, 2024).
Recommendations for Future Strategic Implementation
To maximize the success of Stay-Smart+ and future digital initiatives, the following strategic actions are recommended:
1. Launch a Centralized Digital Stakeholder Portal: Marriott should develop a dedicated "Stay-Smart+ Hub" for internal stakeholders. This platform would provide real-time performance dashboards for executives, training modules for staff, and a direct feedback loop for franchise owners. This ensures a "single version of the truth" across the organization.
2. Institutionalize a "Change-Champion" Network: To combat resistance, Marriott should identify influential frontline staff at pilot properties and train them as "AI Ambassadors." Leveraging peer-to-peer influence is often more effective than top-down executive mandates for driving cultural adoption (Kotter, 2012).
3. Implement Tiered Incentive Systems: Financial and professional rewards should be aligned with Stay-Smart+ KPIs. For staff, this could involve "digital excellence" certifications; for franchise owners, Marriott could offer temporary management fee rebates based on high guest satisfaction scores during the first six months.
4. Strengthen "Privacy-by-Design" Protocols: Given the sensitivity of AI data, Marriott must go beyond legal minimums. Implementing an "Ethics Advisory Board" involving external consumer advocates would signal a commitment to transparency, directly addressing the social and legal concerns identified in the PESTLE analysis (Moro, Rita, and Oliveira, 2023).
5. Localize Engagement through "Cultural Adaptation": The Project Manager should avoid a "one-size-fits-all" approach. Engagement strategies must be tailored to local labour laws and cultural service norms. In European markets, the focus may be on data privacy; in Asian markets, the emphasis might be on how AI enhances the "prestige" of the guest experience.
6. Continuous Iterative Feedback Loops: Following the pilot, Marriott must conduct "post-occupancy" evaluations with all stakeholder groups. Utilizing Big Data analytics to cross-reference stakeholder feedback with actual room revenue will allow for the continuous refinement of the AI’s algorithms (Schmidt et al., 2025).
By integrating these recommendations, Marriott International can transform the Stay-Smart+ project from a technological experiment into a sustainable business model that balances innovation with human-centric hospitality. The following conclusion synthesizes the strategic findings of the report, emphasizing that for a global leader like Marriott International, the Stay-Smart+ initiative is as much a human endeavour as it is a technological one.
While the structured engagement frameworks presented in this report provide a strong operational foundation for the Stay-Smart+ initiative, it is essential to critically evaluate the broader strategic implications of stakeholder alignment within an AI-enabled hospitality environment. In practice, stakeholder engagement is rarely linear. Instead, it evolves through negotiation, adaptation, and continuous recalibration of expectations.

One of the most significant strategic tensions lies between technological innovation and human-centric service delivery. Marriott’s historical brand equity has been built upon personalised guest interaction delivered through trained professionals. The introduction of AI-driven interfaces risks being perceived not as an enhancement but as a replacement of human warmth. From a stakeholder perspective, this introduces emotional resistance among both frontline employees and loyal guests. Therefore, engagement strategies must extend beyond functional communication and address psychological ownership of the change.

Furthermore, the global structure of Marriott creates a multilayered governance challenge. Franchise owners, regional managers, and corporate leadership often operate under different performance incentives. While corporate executives prioritise long-term strategic differentiation, franchise owners may focus on short-term financial viability. This divergence creates the risk of partial adoption, where technologically advanced services become concentrated in flagship properties while mid-tier hotels lag. Such inconsistency may dilute the perceived value of the Stay-Smart+ brand.

Another critical dimension is ethical legitimacy. As AI systems rely on vast quantities of behavioural and biometric data, stakeholder trust becomes a competitive currency. Engagement must therefore incorporate transparency mechanisms that demonstrate not only compliance but responsibility. This includes clear communication of how data enhances guest experience without compromising privacy. In this context, stakeholder
Management intersects with corporate governance and digital ethics.

Cultural variation also introduces complexity into stakeholder engagement. Expectations of service, privacy, and technological interaction differ across regions. For instance, European stakeholders may place greater emphasis on regulatory compliance and consent, while Asian markets may prioritise seamless efficiency and prestige. A uniform engagement strategy risks overlooking these nuanced differences, 
Thereby undermining adoption rates.
Finally, stakeholder engagement must be viewed as a dynamic capability rather than a static project phase. The successful launch of the Stay-Smart+ premium service depends fundamentally on the quality of Marriott’s stakeholder engagement. Within a global hospitality ecosystem, stakeholders represent a complex web of competing interests and varying levels of influence. By systematically identifying and prioritizing these groups, the Project Manager can transform potential resistance into a coordinated driver of project objectives (Freeman, 1984).
The strategic analysis provided by the SWOT and PESTLE frameworks underscores a critical reality: while Marriott possesses unrivalled brand equity and technological resources, these strengths are balanced by significant regulatory complexities and the inherent risks of global implementation (Johnson, Whittington and Scholes, 2020). Tools such as Mendelow’s Matrix, RACI models, and structured communication plans are not merely administrative requirements; they are essential mechanisms for ensuring accountability and transparency across 130 countries. Furthermore, the 4Cs model- Communication, Collaboration, Consultation, and Commitment- provides the tactical framework necessary to foster the trust and long-term support required for a six-month pilot to succeed (Kotter, 2012).
The evidence suggests that effective engagement generates tangible organizational benefits, including enhanced service quality, operational efficiency, and superior financial performance (Moro, Rita and Oliveira, 2023). In contrast, inadequate engagement poses an existential threat to the project, risking reputational damage and the alienation of the very franchise partners and guests Marriott seeks to serve. Therefore, stakeholder management must be elevated from a project task to a core strategic leadership function.
By implementing the recommended digital platforms, training programs, and localized incentive schemes, Marriott can secure the stakeholder buy-in necessary for sustainable growth (Schmidt et al., 2025). Ultimately, stakeholder engagement is an iterative process of evaluation and adaptation. When managed with precision and empathy, it becomes a powerful instrument for competitive advantage, ensuring that Marriott remains at the forefront of the global "experience economy."   An additional strategic consideration is the role of long-term organisational learning in sustaining stakeholder engagement. While the Stay-Smart+ pilot represents an important technological milestone, its long-term value depends on Marriott’s ability to convert stakeholder feedback into continuous improvement. Digital transformation in hospitality is not a one-time implementation but an evolving process in which systems, services, and relationships are constantly refined. By embedding structured feedback mechanisms within the stakeholder engagement framework, Marriott can ensure that insights from employees, guests, franchise owners, and technology partners are systematically analysed and incorporated into future service development. This iterative approach strengthens organisational adaptability and reduces the risk of technological obsolescence. Furthermore, continuous engagement helps maintain stakeholder trust by demonstrating that their perspectives influence decision-making rather than being treated as symbolic consultation. 
Marriott must treat stakeholder engagement not only as a managerial responsibility but also as a strategic capability that supports innovation, resilience, and sustainable growth across its global network of properties.
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