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[bookmark: _Toc225183232]Executive Summary 
This report will investigate the significance of stakeholder involvement in the effective execution of the StaySmart+ service at Marriott international, which is a worldwide market leader in the hotel sector. StaySmart+ is a new initiative based on the combination of artificial intelligence, personalised travel planning, and features related to sustainability to increase customer experience and the efficiency of operations.
The report lists the major internal stakeholders, which are the senior management, IT teams, marketing departments and operational staff, and the external stakeholders, which are the customers, technology partners, suppliers, regulators and investors. These stakeholders should be effectively engaged to achieve alignment, minimise resistance and aid in successful project delivery.
The spectrum of stakeholder engagement strategies is implemented, such as the application of the Power Interests Matrix, systematic communication plan, and the RACI model to specify the roles and duties. Those tools enable to facilitate better coordination, accountability, and transparency of the global operations.
The results indicate that when stakeholder engagement is effectively implemented, it results in the enhancement of customer satisfaction levels, loyalty to the company, and increased rates of project success. Nevertheless, issues like high costs, complexity of coordination, and risks of information privacy are to be handled with caution.
The report suggests applying digital dashboards, greater cultural training, better data security, and permanent feedback to enhance stakeholder engagement and guarantee success in the project in the long run.
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[bookmark: _Toc225183233]1. Introduction 
Marriot International is a major hospitality industry player based in more than 130 countries and with a diverse brand of accommodation derived between luxury and mid-end services. The company has developed its competitive advantage on the basis of continuous innovations, high brand position and consistent emphasis on customer experience advancement. Over the past years, Marriott has been committing more resources to digital transformation and sustainability in reaction to the evolving consumer demands and pressure in the industry (Marriott International, 2023).
The proposed service is the so-called StaySmart+ that is a strategic project that should improve the guest experience by introducing the combination of artificial intelligence, individual travel planning, and eco-friendly methods. This can be traced to the larger trends in the hospitality industry in which technology-based services and sustainability are turning into essential points of difference in terms of attracting and keeping customers (Deloitte, 2022).
The key component in the effective execution of such initiatives is stakeholder engagement. According to Freeman (2020), the stakeholders are any group or person who can influence or be influenced by organisational goals. Good engagement means that there is an alignment, less conflict and improved project outcomes.
The purpose of the report is to determine and discuss important stakeholders in the StaySmart+ project, implement relevant engagement strategies, and critically assess how the engagement of stakeholders can affect the business performance of Marriott.
[bookmark: _Toc225183234]2. Situational Analysis 
[bookmark: _Toc225183235]2.1 SWOT Analysis
There are various strategic advantages to the implementation of StaySmart+ at the company of Marriott International. The developed reputation of the company as a globally recognized brand and its established position in the market make customers trust it and adopt new services easily. Moreover, Marriott invests in digital infrastructure which gives it a good basis to incorporate AI-related technologies into the services offered to guests (Marriott International, 2023). One of the 
Rfmajor weaknesses is, however, the cost of implementation of the advanced technologies in various international locations is high and is likely to affect the short-term profitability.
There are great opportunities in the rising consumer demand of customised and technology-enhanced experiences. The services that are driven by AI have the potential to provide the customers with a superior customer satisfaction rate and generate competitive edge in the hospitality arena (Deloitte, 2022). However, there are also threats, especially when it comes to the privacy of the data and the risks associated with cyber security because having access to a massive amount of customer data must be regulated in accordance with the rules of data protection, including GDPR. Moreover, the market positioning and innovation leadership might be threatened by high competition with international hotel chains like Hilton and Accor.
[bookmark: _Toc225183236]2.2 PESTLE Analysis
In a wider sense, political forces including international laws and state policies can affect the use of AI technologies in various geographic areas. The financial aspect of high implementation cost vs. long-term returns on investment is serious in terms of project viability. The trends in the society show that there is an increasing demand on innovative solutions owing to the increasing demand of personalised and seamless customer experiences (PwC, 2021).
The technological-related factors offer both opportunities and threats since rapid development of AI necessitates the need to keep up with the changes and need to demonstrate skilled workforce. Legal aspects, especially the data protection laws like GDPR put rigid demands on the collection and use of the customer data. Environment-wise, growing pressure on organisations to go greener is in tandem with the sustainability characteristics of the StaySmart+.
[bookmark: _Toc225183237]2.3 SMART Objectives
To execute the project successfully, the StaySmart+ will embrace SMART goals. These are as follows: increasing guest satisfaction rates by 20 percent in the six months of implementation, rolling out the service to 50 international hotels in the first phase, and cutting operational waste of 15 percent by means of automation. The objectives are specific, measurable, achievable, relevant, and time-bound which gives a clear framework on how to assess project success.
[bookmark: _Toc225183238]3. Stakeholder Identification and Classification 
[bookmark: _Toc225183239]3.1 Internal stakeholders 
Internal stakeholders are very paramount towards successful development and implementation of the StaySmart+ service at Marriott international. The project manager will work on coordination of activities, time management and control alignment of activities among various departments. The IT department will be the hub of the project because it will create and maintain AI-based systems that will be used to provide personalised guest services. The marketing department will ensure that the value of the StaySmart+ is communicated to its customers, and this will drive a high market adoption.
Front-line staff like the operations staff will be required to provide the service to the guests as well as making sure that the technology gets integrated seamlessly with the day-to-day operations of the hotel. They are of special importance regarding their involvement since the unwillingness to receive new systems may influence the quality of services. The senior management has a high degree of decision making and offers strategic guidance, allocation of resources as well as alignment of the project with the long-term goals of Marriott. To reduce the impact of operational interruptions and to optimise the achievement of the service rollout, the successful cooperation of these stakeholders is necessary (Bourne, 2020).
[bookmark: _Toc225183240]3.2 External Stakeholders 
The external stakeholders also play a significant role in determining the success of StaySmart+. The stakeholders involved include customers or guests whose acceptance and satisfaction are the determining factor of the success in the service. Their demands of personalised and smooth experiences motivate the innovation in the hospitality (Deloitte, 2022). Technology partners play a crucial role since they would be the suppliers of the AI systems and digital tools necessary to make the service effective.
The suppliers facilitate the working components of the service, specifically regarding the amenities that are sustainability oriented. Government agencies and regulators affect the implementation of the service, in particular, the legislation of data protection and privacy, including GDPR. Another significant group is the investors who are the ones that support the investments and want to get returns on the money they invest, and this will also affect the strategic decisions. The stakeholders are to be managed with care to make sure that there is compliance, financial sustainability, and customer satisfaction.
[bookmark: _Toc225183241]3.3 Stakeholder Mapping 
The Power-Interest Matrix created by Mendelow is an effective tool of the stakeholder mapping and it allows dividing the stakeholders into the categories according to their power and interest in the project. The top management belongs to the high power, high interest category and hence needs to be well controlled with frequent communication and participation in the decision making. Performance updates should be provided to the investors who are powerful but have low direct interest. Customers are also normally interested but they are less powerful and ought to be informed and involved through feedback systems. Such a framework allows prioritising the stakeholder engagement strategies so that resources are distributed properly and possible conflicts are minimised (Mendelow, 1991).
[bookmark: _Toc225183242]4. Roles, Responsibilities, Benefits and Challenges 
[bookmark: _Toc225183243]4.1 Roles and Responsibilities
The effective implementation of the StaySmart+ at Marriott international relies on the clearly set stakeholders roles and responsibilities. The IT team will work on the development, integration, and maintenance of AI-based systems, which allow providing guests with personalised services. This involves providing system reliability, cybersecurity and continual updates. Marketing department also has a central part to play in marketing the service and positioning the service as an added-value innovation and conveying out its advantages to various customer groups.
The role of the senior management is to make strategic decisions, to allocate resources and to make sure that they are in line with organisational goals. They heavily depend on their leadership to create organisational commitment to the project. In the meantime, operational personnel will have the task to carry out the service at the hotel level, where technology must be actively integrated into the daily operations of the hotel, and the communication with the customers must occur without any delays. Based on the project management assumptions, clearly defined roles lead to increased coordination and minimize the chances of operational inefficiencies (Kerzner, 2022).
[bookmark: _Toc225183244]4.2 Benefits of Stakeholders
The stakeholders add a lot of value to the StaySmart+ project. Technology partners are also offering highly specific skills in artificial intelligence and digital systems, which allow Marriott to have the capability that it might not have in-house. This is in line with the resource dependency theory that organisations depend on external stakeholders in order to acquire important resources and knowledge (Hillman et al., 2020).
The customers provide insights on preferences and expectations, which can be merged to make the service better and customer satisfaction more enjoyable. They need their feedback to ensure a continuous improvement and long-term success. The investors offer funding that is required to carry out the implementation at large scale, which promotes innovation and growth. According to a stakeholder theory, the successful management of these relationships brings about mutual value and improves organisational performance (Freeman et al., 2020).
[bookmark: _Toc225183245]4.3 Challenges
Although there are these advantages, several issues can be encountered. Resistance to change among the employees is not something new, and especially when new technologies change the current work practice. This may have an adverse effect on service delivery without proper training and interaction. Moreover, the cultural differences in the international markets can influence the perception and interactions of the stakeholders with the service prompting the need of the engagement strategies specific to the stakeholders.
The issue of data privacy and security is another serious problem since AI utilization deals with personalized data of customers. Legal and reputational risks should be prevented by meeting the regulations, e.g., GDPR. These issues demonstrate the significance of active stakeholder participation as lacking in those questions can destroy the success of the project and trust a stakeholder in it (Laudon and Laudon, 2021).
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[bookmark: _Toc225183247]5.1 Stakeholder Matrix
One of the tools that the stakeholder engagement can be prioritised using is the stakeholder matrix, which is developed based on the model of the stakeholder analysis by Mendelow, where the level of power and interest are analysed. High power and high interest of the senior management are crucial in the context of StaySmart+, which should be strictly managed by being actively involved in strategic decision-making. This also applies to technology partners because they have the impact on the development of the systems. Investors have great power and less operations interest, which implies that they need to be retained with performance reports and financial statements.
The customers pose high interest and relatively low power, and as such, should be informed and involved with the services and feedback channels, and service improvement. Such a systematic process allows Marriott to invest its resources in the most efficient manner and target stakeholders that are the most important to the project accomplishment (Johnson et al., 2020).
[bookmark: _Toc225183248]5.2 Stakeholder Engagement Plan
A good engagement plan will make sure that the strategies are aligned to the needs and expectations of the stakeholders. The senior management and investors are high-power stakeholders who need to be met regularly, updated on progress, and be involved in key decisions to sustain their support. On the contrary, customers need continuous interaction, feedback systems and personal communication to increase their experience.
To minimize the resistance to change, employees and operational staff should be involved by training programmes and inside communication. This is an indication of the idea that engagement strategies should be responsive and situational so that the stakeholders can stay in sync with the project goals during the lifecycle (Bryson, 2021).
[bookmark: _Toc225183249]5.3 Communication Plan
There should be a well-planned communication as well to facilitate transparency and coordination among stakeholders. To track the progress and deal with operational challenges, weekly project meetings may be held. Senior management and investors will get monthly reports that update them on performance, risks, and financial performance.
Moreover, employees and stakeholders can be informed about the progress of the project by periodicals and monitored using digital dashboards in real time as the most significant performance indicators. Effective communication leads to a reduced amount of uncertainty, trust, and teamwork in geographically distributed teams, which is crucial especially in a global organisation like Marriott (Clampitt, 2020).
[bookmark: _Toc225183250]5.4 RACI Matrix
The RACI matrix prevents misunderstandings of the duties and responsibilities by classifying the stakeholders into Responsible, Accountable, Consulted, and Informed. In the case of StaySmart+, the IT team will be responsible to system development and implementation whereas the project manager will be charged with the overall project delivery. The marketing unit is involved to provide the proper promotion and customer engagement strategy and is kept informed about new services and updates to the customers.
This structure enhances accountability, diminishes role ambiguity and increased coordination among the stakeholders. With the responsibilities clearly defined, Marriott will be able to reduce the number of conflicting situations and make the implementation of the project StaySmart+ more efficient (PMI, 2021).
[bookmark: _Toc225183251]6. Stakeholder Engagement Process and 4C Model 
[bookmark: _Toc225183252]6.1 Stakeholder Engagement Process
The implementation of StaySmart+ service is to be successfully carried out through the engagement of its stakeholders in a structured process that should be approached across the global reach of Marriott. The initial phase would be the identification of stakeholders, both internal and external, who can affect or be affected by the project. This acts as a guarantee that there is no significant stakeholder that is left behind especially in a complicated global setting.
The second one is the stakeholder analysis where the stakeholders are evaluated since their power, interest as well as the possible influence they may have on the project. This will help the project manager to focus on the engagement activities and distribute resources efficiently. As an instance, the top management and technology partners need a more intensive engagement as opposed to the other groups owing to their strategic impact.
The third step is to plan the strategies of engagement depending on the groups of stakeholders. This involves the identification of modes of communication, rate of communication and the degree of involvement. An effective plan will lead to alignment and uniformity of activities within the departments and regions. The implementing stage is then concerned with the running of these strategies by means of frequent interaction, cooperation and feedback.
Lastly, stakeholder engagement requires continuous effectiveness by tracking and assessing stakeholder involvement. This includes considering the reaction of the stakeholders, new problems arising and modifying the strategies. Constant tracking is especially memorable in dynamic settings where the expectations of stakeholders might vary with time. Such an organized procedure increases transparency, lowers the amount of uncertainty, and improves the overall performance of a project (Eskerod and Jepsen, 2021).
[bookmark: _Toc225183253]6.2 Application of the 4C Model
The 4C model which comprises communication, collaboration, consultation and commitment offers a viable approach to managing stakeholder relationships in the lifecycle of the project.
Communication is the key to stakeholder engagement, especially within a global organisation such as Marriott. Open and regular communications with global teams are effective in making sure that every stakeholder is on course with project goals. Communication helps to minimize the misunderstandings and facilitate wise decision-making. Nonetheless, its importance cannot be overstated because, due to poor communication, the project may become unclear, slow, and lose the trust of stakeholders (Men, 2021).
Collaboration involves promoting interdepartmental collaboration amongst the IT, marketing, and operations departments. In the case of StaySmart+, teamwork will guarantee that the technological solutions are in line with the customer requirements and the capabilities of the business. Such a combination boosts innovation and problem-solving but needs a high level of coordination to prevent inefficiencies.
Consultation lays emphasis on the active involvement in stakeholder input, especially among the customers and employees. Pilot testing, feedback systems, and surveys enable Marriott to optimize the service in regard to actual user experiences. This ensures service quality is enhanced as well as the satisfaction of the stakeholders. Nevertheless, over-consultation and lack of decision making may drag the project and hence a balance is required.
Commitment refers to the establishment of long-term trust and engagement with the stakeholders. The success of the StaySmart+ depends on the assistance of senior management, buy-in by employees, and customer loyalty. The commitment is to be made by transparency, consistency of delivery, and alignment of interests of stakeholders with organisational objectives. Strategies that are well laid may not succeed in implementation unless there is a firm commitment.
[bookmark: _Toc225183254]6.3 Conflict Management
Stakeholder engagement is usually associated with dealing with conflicts that may appear because of different interests and priorities. At StaySmart + project, interpersonal issues between the IT department and operations staff might arise, especially on system implementation and workflow modifications. Moreover, the disparities in cultures between the markets in the world can give rise to the misunderstanding or resistance to the standardised processes.
Best conflict management involves application of coordinated methods including negotiation and mediation. Negotiating enables the stakeholders to come up with solutions that are mutually acceptable as they get addressed to manage their expectations and concerns. Mediation, however, is a third-party discussion process where the neutral party assists in reaching a solution. These two methods would preserve healthy relationships and stop the development of conflicts.
More importantly, conflict is not necessarily something bad. It can be utilized positively to make better decisions and get creative once it is managed effectively and used to promote different points of view. Nevertheless, the inabilities to handle conflict might lead to delays, lack of stakeholders confidence, and even the failure of the project. Hence, one of the tasks of the project manager is proactive conflict management (Rahim, 2021).
[bookmark: _Toc225183255]7. Impact of Stakeholder Engagement 
[bookmark: _Toc225183256]7.1 Positive Impact
Quality stakeholder participation may go a long way to improve performance in an organisation, especially when working on a complex project like introducing StaySmart+ at the Marriot International. Customer satisfaction is one of the consequences that are of the most significant nature. With the active involvement of the customers in terms of the feedback mechanism and personal services, the organisations could learn more about what the customers need and provide them with the unique experiences. It results in the increased satisfaction and repeat business, which are important in the competitive hospitality sector (McKinsey, 2021).
Moreover, good stakeholder participation leads to increased levels of project success. Stakeholder involvement during the project lifecycle will result in the more objectives being aligned, communication become more organized, and less resistance against change. This enhances the chances of timely project deliveries and at the required budget. As an example, organisations with a focus on stakeholder communication and collaboration are more bound to record successful digital transformation results.
The other important advantage is the leveraging of the strong brand loyalty. Interested stakeholders, especially customers and employees have a higher chance of building trust in the organisation. Regular interaction with customers about new services like the StaySmart+ can be an important opportunity to enhance Marriott brand image as the customer-oriented and technologically oriented organisation. This, consequently, promotes competitive edge and positioning in the market in the long run (Accenture, 2022).
[bookmark: _Toc225183257]7.2 Challenges and Negative Impact
Although this has these advantages, stakeholder engagement may also have several challenges. The major one is elevated expenses imposed in terms of sustaining efficient engagement techniques. Frequent communication, training programmes and technological investments are costly in relation to their financial needs and could influence short term profitability.
Delays in time may be also a consequence of a wide consultation among stakeholders and arrangement. Although stakeholder involvement in decision making is essential, it may be sluggish in implementing the decision especially in large organisations that have complicated structures. This particularly applies to international firms such as Marriott whereby coordination in various regions and departments may be a problem.
Moreover, the involvement of the stakeholders may contribute to the augmentation of the complexity of the project management. It is challenging and demands extensive skills in handling the expectations of different stakeholders, cultural diversities, and conflicting interests. Otherwise, this complexity may lead to misunderstanding, decreased productivity, and even failure of the project (OECD, 2020).
[bookmark: _Toc225183258]7.3 Critical Evaluation
The success of the stakeholder engagement is greatly influenced by the methodology in which it is carried out. Stakeholder engagement is defined as a clear communication, involvement, and interest alignment which may result in better communication and better project outcomes. The example is that Marriott prioritizes customer feedback and digital innovation, which is an adequate form of engagement that promotes the enhancement of services and competitive edge.
But lack of proper engagement in stakeholders can produce a reverse effect. Resistance, conflict and project delays could be due to lack of communication, vague roles and inability to control stakeholder concerns. This implies that the stakeholder engagement process is not necessarily positive but has to be addressed in a strategic manner to create value.
One drawback of the stakeholder engagement models like the Power-Interest Matrix is that they are usually simplistic in their approach to stakeholder relationships by clustering individuals into rigid groups. As a matter of fact, stakeholder power and pressure may vary with time, especially in dynamic markets like the world hospitality market. This points to the necessity of ongoing observation and the ability to vary the methods of engagement.
Also, although different models like the 4C are indeed useful, they might not be able to reflect the complexity of organisational contexts. The effect of cultural differences, organisational politics and external pressures can all be applied to stakeholder behaviour in a manner that is difficult to resolve using theoretical models.
All this indicates that stakeholder engagement will be vital to the success of a project, but only within the context of managers being able to adjust strategies to certain situations and constantly assess the effect of it. An equitable solution that considers both advantages as well as disadvantages of engagement is therefore required to attain sustainable business performance.
[bookmark: _Toc225183259]8. Recommendations 
To make the stakeholder engagement activities in the project of the StaySmart+ more effective, Marriott International ought to implement a set of specific and feasible strategies. To begin with, it is advised to use digital dashboards to enhance interaction and openness among global teams. The real-time dashboards may give the stakeholders access to the key performance indicators, project updates and risk assessment, minimize gaps in information and enhance decision-making. This directly focuses on communication issues and coordination difficulties as discovered above (Westerman et al., 2021).
Second, Marriott ought to invest in cultural training programmes to employees who work in various international markets. Since the cultural diversity presents difficulties, this kind of training would enhance understanding of other cultures, minimize confusion and make stakeholders work together more effectively. This is especially critical in a global organisation where the expectation and behaviour of the stakeholders could differ widely.
Third, data security and privacy policies should be reinforced to overcome the problem of data protection and compliance with the regulation. Since StaySmart+ has a lot of dependence on AI and customer data, Marriott should ensure that it implements a strong cybersecurity process and complies with the regulations including GDPR. This will assist in creating trust between the stakeholders especially the customers and minimizing the risk of reputational losses (ENISA, 2022).
Lastly, Marriott ought to develop feedback loops between the stakeholders to make the engagement dynamic and responsive. Surveys, feedback platforms, and pilot testing may be effective in acquiring valuable insights into the experiences and expectations of the stakeholders. This will enable the organisation to make a timely adjustment and enhance service delivery.
Overall, these suggestions will help mitigate risks, better fit stakeholders, and overall increase the success of the StaySmart+ project as these suggestions will work on the main challenges identified during stakeholder engagement.
[bookmark: _Toc225183260]9. Conclusion
To sum it up, stakeholder engagement is a very vital element that defines the level of success that complex projects like the implementation of StaySmart+ at the Marriott International have. This analysis has shown that the internal and external stakeholders have a substantial impact on the project results, both in the context of its development and realization, as well as the customer acceptance. Identification and management of these stakeholders is therefore necessary to the achievement of alignment to organisational objectives.
The use of systematic engagement practices, such as stakeholder mapping, communication planning, and the 4C model, underscores the way to get organisations to enhance collaboration, minimize conflict, and improve performance in general. Such strategies help Marriott handle the expectations of the various stakeholders in the international markets and at the same time remain operationally efficient.
Nevertheless, evaluation reveals that stakeholder engagement is not a smooth sail as such as it has come with higher expenses, complex coordination, and probable discord. Here the need to engage in a strategic and flexible approach that is enhanced by the constant monitoring and accommodation is reinforced.
All in all, the best way to ensure the success of the project, which is the StaySmart+, is to ensure that Marriott has structured and well-managed stakeholder engagement practices. In this way, the organisation will be able to enhance its relationship with the stakeholders, enhance service delivery, and retain its competitiveness in the global hospitality sector.
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[bookmark: _Toc225183263]Appendix A: Stakeholder Power–Interest Matrix
	Stakeholder
	Power Level
	Interest Level
	Category
	Engagement Strategy

	Senior Management
	High
	High
	Manage Closely
	Regular meetings, decision input

	IT Department
	High
	High
	Manage Closely
	Daily coordination

	Investors
	High
	Low
	Keep Satisfied
	Financial reports, updates

	Customers
	Low
	High
	Keep Informed
	Feedback systems, surveys

	Operations Staff
	Medium
	High
	Keep Engaged
	Training, internal communication

	Suppliers
	Medium
	Medium
	Monitor
	Periodic communication

	Regulators
	High
	Medium
	Keep Satisfied
	Compliance reporting
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	Task
	Responsible
	Accountable
	Consulted
	Informed

	AI System Development
	IT Team
	Project Manager
	Tech Partners
	Senior Management

	Marketing Campaign
	Marketing Team
	Project Manager
	Operations Staff
	Customers

	Service Implementation
	Operations Staff
	Project Manager
	IT Team
	Senior Management

	Data Security Compliance
	IT Team
	Senior Management
	Regulators
	Customers

	Customer Experience Design
	Marketing Team
	Project Manager
	Customers
	Investors
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	Stakeholder Group
	Method
	Frequency
	Purpose

	Senior Management
	Meetings & Reports
	Monthly
	Strategic updates

	IT & Operations
	Weekly Meetings
	Weekly
	Progress tracking

	Employees
	Newsletters/Emails
	Bi-weekly
	Updates & training

	Customers
	Surveys & Apps
	Continuous
	Feedback collection

	Investors
	Reports
	Quarterly
	Financial performance
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	Stakeholder
	Strategy
	Objective

	Senior Management
	Close involvement
	Ensure strategic alignment

	IT Team
	Continuous collaboration
	Ensure system success

	Customers
	Feedback systems
	Improve service quality

	Employees
	Training & communication
	Reduce resistance

	Investors
	Regular financial updates
	Maintain confidence




