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Executive Summary
This report is written by the Project Manager of The Ritz London, who is concerned with the launch of a new premium AI-based guest-experience service, StaySmart+, that targets local and international markets. It determines and classifies key stakeholders, evaluates the strategic environment using SWOT, PESTLE, and SMART goals, and implements the Power/Interest Matrix, RACI Matrix, engagement plan and communication plan. The engagement process and conflict management approach are explained by the use of the 4C's Model. The report ends with a summative analysis of the role of stakeholder engagement in business performance and recommendations for The Ritz London for the future.
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1.0  Introduction to The Ritz London
The Ritz London is a highly exclusive hotel in the world, located at 150 Piccadilly, London. Founded in 1906 by Swiss hotelier Cesar Ritz, it has grown to be a world icon of luxury and superb hospitality. It is privately owned, is Grade II+ listed, has a Royal Warrant and has about 700 staff in all departments. The hotel has varied activities in luxury accommodation, fine dining, afternoon tea, event management and spa. Its 136 well-adorned guest rooms and suites are in keeping with the iconic Louis XVI architectural design. The Ritz Restaurant is also a Michelin-starred restaurant, which strengthens the reputation of the hotel as a place of world-renowned cuisine. The brand has a Global presence in terms of licensing, and in recent years, the hotel has focused on digital transformation and innovation of customer experiences in order to appeal to a new generation of luxury travellers whilst remaining relevant to its heritage values. The initiative presented in the core of the current report is the opening of StaySmart+, which is a high-quality new service, featuring AI-driven guest interaction devices, custom-crafted travel planning, and sustainability-related facilities. The aim of the Project Manager as the Project Manager is to strategically identify, engage and align all the key stakeholders in the entire lifecycle of the project- planning to post-launch review- across the local and the chosen international hotel markets in The Ritz London.
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2.0 Situational Analysis: SWOT, PESTLE, and SMART Objectives
[bookmark: _Toc227427665]2.1  SWOT Analysis
SWOT analysis is a systematic description of the internal and external forces of interest to the project of StaySmart+.
Strengths: Ritz London enjoys an unsurpassed international brand image and has a customer pool of high-net-worth clients. Current digital infrastructure investment and a history of service quality give a good foundation to incorporate StaySmart+. Good media relations also contribute to successful launch communications.
Weaknesses: It is a big task to transform a heritage brand to new technology without losing the old customers. The hotel has only 136 rooms, and it is therefore unable to attain economies of scale like those enjoyed by bigger chains. The resistance to change in the new technology by long-serving personnel used to the traditional service delivery method leads to an adoption risk (Benzaghta et al., 2021).
Opportunities: The increasing demand for hyper-personalised luxury experiences and sustainable hospitality provides an effective argument for StaySmart+. Possibilities of personalisation are extended with the development of AI, machine learning, and IoT. The further normalisation of international luxurious travel offers a good business climate towards this launch.
Threats: Competition from global luxury chains — Four Seasons, Claridge's, and The Savoy — all investing heavily in digital innovation is a key external threat. There are regulatory and reputational issues associated with AI-driven collection of data on cybersecurity risks (Benzaghta et al., 2021). International visitor numbers and project budgets could be influenced by inflationary pressures and geopolitical unrest.
[bookmark: _Toc227427666]2.2  PESTLE Analysis
The post-Brexit scenario in the UK has impacts on labour supply and global sourcing, posing a risk to staffing and resources. Inflation has also raised the expense of technology acquisition and the training of staff economically. Luxury travellers socially are demanding increasing contactless, tech-savvy and eco-friendly hospitality (Vilas, 2025). On the technological side, there are high differentiation prospects due to the rapid development of AI and personalisation algorithms, but it needs constant investment. On the environmental front, the industry is increasingly under pressure to minimise the carbon footprints and the sustainability of the StaySmart+ package must be strictly proven. The UK GDPR regulations are very strict in terms of collecting and processing guest data; it must be integrated into the StaySmart+ architecture at the very beginning (Vilas, 2025).
[bookmark: _Toc227427667]2.3  SMART Objectives for the StaySmart+ Project
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Stakeholder Engagement
	Develop and implement a comprehensive stakeholder engagement plan
	Measured through stakeholder surveys and feedback scores
	Assign a dedicated engagement team with clear responsibilities (Bjerke and Renger, 2017).
	Supports StaySmart+ project success and alignment
	Complete by the end of Q2 2026

	Guest Satisfaction
	Increase guest satisfaction through StaySmart+ adoption
	Measure NPS and satisfaction scores pre- and post-launch
	Use pilot feedback to refine service before full rollout
	Directly drives revenue and brand loyalty
	Achieve 15% uplift by Q4 2026

	Staff Training
	Train 100% of front-of-house staff on StaySmart+ systems
	Track completion rates and competency assessment scores
	Leverage HR resources and supplier training materials
	Reduces inconsistency and staff resistance
	Complete by the end of Q3 2026

	Sustainability Reporting
	Publish verified sustainability impact data for StaySmart+ amenities
	Number of sustainability metrics reported and verified (Ogbeiwi, 2017)
	Partner with an NGO to co-develop a reporting framework
	Meets guest and investor ESG expectations
	First report published Q1 2027


Table 1: SMART Objectives for the StaySmart+ Project
Source: Author


[bookmark: _Toc227427668]3.0  Key Internal and External Stakeholders
The stakeholder theory is the belief that organisations should take into consideration the interests of all parties that can influence or be influenced by the goals of the organisation (Azevedo, 2022). In the case of the StaySmart+ project, the stakeholders can be classified into internal and external stakeholders.
[bookmark: _Toc227427669]3.1  Internal Stakeholders
The General Manager and Heads of Department, as part of the Hotel Management Team, are vested with the overall responsibility of controlling project scope, budget and strategic direction. The Product Development Team will design, construct and test the StaySmart+ platform with the help of technology suppliers. All promotional activity is undertaken by the Marketing and Communications Department, and service benefits are converted into pricing strategies and revenue targets by the Sales Department. The IT and Digital Infrastructure Team is in charge of the technical back-end, such as data security and system integration (Azevedo, 2022). The HR Division is in charge of change management, training of staff and talent retention. The operational face of the StaySmart+ is operated by Front-of-House and Guest Relations Staff and is closest to the interaction between the service and the guests.
[bookmark: _Toc227427670]3.2  External Stakeholders
The final beneficiaries of the StaySmart+ are the guests and the Customers; their feedback should keep on influencing the service design and enhancement. The AI platforms, data analytics tools and IoT hardware through which the service is based are supplied by Technology Suppliers and Vendors. Regulatory Bodies - the ICO and UK Health and Safety Executive are the bodies that guarantee legal adherence to all markets where they operate (Banks, 2004). The sustainability of the hotel is credible to the NGOs that address environmental sustainability. The public perception, as well as after the launch phase, is shaped by the Local Community, London Tourism Boards, and Media and Industry Press.


[bookmark: _Toc227427671]4.0 Roles, Responsibilities, Benefits, and Challenges of Key Stakeholders
The role of every stakeholder, the value they add, and the issues they pose must be clearly understood to design a specific engagement strategy.
The Hotel Management Team is the overall accountable party for project success. They can effectively resolve the heightened problems because of their powers (Cottrell et al., 2015). The main issue is that the bandwidth of the management can be occupied by the daily running of the hotel, which can postpone the approvals and slow down the project.
The Product Development Team transforms the idea of the StaySmart+ into a technically sound and brand-friendly service. One of their assets is their innovation ability. The main dilemma is to strike the right balance between technological aspiration and the heritage brand values of The Ritz. AI-driven capabilities should contribute to the guest experience of the hotel and not fully replace the elements of warmth and human touch (Pinheiro, 2015).
Front-of-House and Guest Relations Staff provide StaySmart+ services to guests. The experience of service and understanding of the guests is priceless. Nevertheless, employees might be opposed to change in case they believe that technology will infringe on their professional autonomy. According to Kotter's change management framework, resistance that goes unaddressed may be a very serious setback to implementation success.
Technology Suppliers should provide GDPR-based, scalable AI solutions on a timely basis within the agreed terms (Zacharoff, 2024). The main obstacles are that there are risks of supply chain disruption, cybersecurity vulnerabilities, and vendor lock-in that could decrease the long-term operational flexibility of the hotel.
Service value is co-created as a result of feedback and adoption behaviour by the guests. Cultural backgrounds are a major challenge to international deployment through the management of various expectations. Regulatory Bodies offer legal predictability, but there are a number of overlapping frameworks to deal with across different jurisdictions, which demand specific legal resources (Cottrell et al., 2015). NGOs have credibility on sustainability, but should be utilised prudently, not to cause a conflict between advocacy standpoints and business goals.

[bookmark: _Toc227427672]5.0  Stakeholder Engagement Frameworks and Models
[bookmark: _Toc227427673]5.1  Power/Interest Matrix (Stakeholder Map)
The Power/Interest Matrix classifies the stakeholders into their organisational power and interest in the project by ranking them and determining the right amount and type of interaction with each group (Smith, 2017).
	
	Low Interest
	High Interest

	High Power
	KEEP SATISFIED Regulatory Bodies Technology Suppliers
	MANAGE CLOSELY Hotel Management Team Product Development Team IT & Digital Infrastructure Team

	Low Power
	MONITOR NGOs, Local Community / Tourism Boards, Media
	KEEP INFORMED Front-of-House Staff Guests and Customers HR Department Marketing & Sales


Table 2: Stakeholder Power/Interest Matrix – StaySmart+ Project
Source: Author
Manage Closely stakeholders need frequent steering meetings, co-creation workshops, and project dashboards. Keep Satisfied's teams are provided with prompt compliance reports. The stakeholders of the program under the Keep Informed category require frequent communication and feedback systems, whereas the stakeholders under the Monitor category receive updates in the form of newsletters and publicity (Smith, 2017).
[bookmark: _Toc227427674]5.2  Stakeholder Engagement Plan
The engagement plan outlines the extent of engagement of each stakeholder group during four phases of the project: Planning, Design, Pilot Launch and Full Launch. In line with the IAP2 Spectrum of Public Participation, there are levels of engagement that follow principles of Inform to Empower. The Hotel Management Team and Product Development Team are interested at the Collaborate level. Engagement with front-of-House Staff is at the Involve level (workshops and co-design sessions). Focus groups and pilot testing are used to involve the Consult level of guests. Regulatory Bodies and Technology Suppliers are engaged at the Consult and Inform levels, respectively (Banks, 2004).
[bookmark: _Toc227427675]5.3  Communication Plan
	Stakeholder
	Communication Method
	Frequency
	Responsible Party

	Hotel Management
	Steering meetings, highlight reports, exception reports (Mukhtar and Bahormoz, 2022).
	Weekly / Monthly
	Project Manager

	Product Development Team
	Sprint reviews, project intranet page, email updates.
	Bi-weekly
	Project Manager

	Front-of-House Staff
	Town halls, team briefings, training sessions.
	Monthly
	HR Department

	Technology Suppliers
	Contract review meetings, email, and exception reports.
	Monthly
	IT Department

	Guests
	Pre-launch surveys, focus groups, personalised emails (Mukhtar and Bahormoz, 2022).
	Pre-launch & post-launch
	Marketing Department

	Regulatory Bodies
	Formal compliance reports, written correspondence.
	Quarterly
	Legal Team

	NGOs / Community
	Newsletters, press releases, and sustainability briefings.
	Quarterly
	PR / Marketing


Table 3: Communication Plan for StaySmart+ Project
Source: Author
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The RACI Matrix puts explicit roles on all significant project activities, which minimises the role ambiguity and enhances accountability within the overall stakeholder ecosystem (Ahmed, 2019).
	Task / Activity
	Mgmt Team
	Prod Dev
	IT Team
	Marketing
	HR
	Tech Suppliers

	Project Planning & Scoping
	A
	R
	C
	C
	C
	I

	AI Platform Development
	I
	R
	A
	I
	I
	C

	Staff Training Programme
	A
	I
	C
	C
	R
	I

	Marketing Campaign
	I
	C
	I
	R/A
	I
	I

	Compliance & GDPR Reporting
	A
	I
	C
	I
	I
	I

	Guest Pilot Testing
	I
	C
	C
	R
	I
	I

	Sustainability Reporting
	A
	C
	I
	C
	I
	R


Table 4: RACI Matrix for StaySmart+ Project (R = Responsible, A = Accountable, C = Consulted, I = Informed)
Source: Author

[bookmark: _Toc227427677]6.0  Stakeholder Engagement Process and Conflict Management: The 4C's Model
[bookmark: _Toc227427678]6.1  Communication
Effective stakeholder engagement heavily depends on communication. The main task as the Project Manager is to set clear, consistent, and meaningful communication channels, which would suit the needs of each stakeholder group. Through communication, trust and understanding are established, which form the basis of productive working relationships (Winaryati and Hidayat, 2020).
In the case of the Hotel Management Team and Product Development Team, sprint reviews are conducted twice per week, and the special project intranet page will give real-time access to both the project status and future decisions. In the case of Front-of-House Staff, monthly town halls can be used to discuss technology adoption concerns, focusing on capability development, as opposed to role replacement. Technology Suppliers, an organised progress report and exception report are given to the Suppliers; guests are given customised pre-launch notices with correct expectations.
One of the key ethical aspects is transparency regarding data privacy. The guests should be made aware of what is collected by StaySmart+, how it is used, and the possibilities to exercise their UK GDPR rights. Inability to communicate clearly in this respect can lead to both legal liability and loss of brand loyalty by The Ritz. Communication should also be two-way- formal communication should be there where all the stakeholders get to ask questions and share ideas at all levels of the project (Winaryati and Hidayat, 2020).
[bookmark: _Toc227427679]6.2  Collaboration
Collaboration is an active process that includes stakeholders as participants in creating value. At the very beginning of the project, cross-functional working groups (including Product Development representatives, IT representatives, Marketing representatives, and Guest Relations representatives) must be established to co-design service touchpoints, experiment with AI tools in real-life situations, and pilot testing feedback prior to complete implementation. This participatory strategy will make the end service both technically innovative and human warmth of The Ritz.
It should go beyond transactional procurement in collaboration with Technology Suppliers. Strategic partnering deals - with performance bonuses, joint technology plans - can make suppliers share in the success of the project. The collaboration of NGOs on the sustainability aspects gives the hotel independent credibility on environmental assertions. In the case of international rollout, the engagement mechanisms will need to be tailored to local cultural norms since cultural differences have a major impact on communication styles and attitudes towards technology (Das, 2011).
[bookmark: _Toc227427680]6.3  Consultation
Consultation involves stakeholders as valid sources of wisdom that can influence decisions in a substantial manner. Project Manager, formal consultation must be conducted at three points: service design, prior to the pilot launch and after pilot review (Das, 2011). Tacit knowledge on guest needs is taken in structured focus groups involving Front-of-House Staff. Guest advisory panels put the proposed features to the test with actual target audience members. Consultation with the ICO and legal counsel before the service becomes live will make sure that all data governance requirements are fulfilled.
Managing conflicts is one of the key areas of consultation. At points of disagreement, such as where the preferred data architecture of a supplier and legal GDPR needs differ, the Project Manager guides a process that is well organized where all parties air their interests and strive towards a mutual solution. This is a principled negotiation strategy that aims to achieve results that meet the fundamental interests of all sides and maintain fruitful relationships. In a situation where no agreement is achieved within an acceptable time, the project will not stall because it will be escalated to the Hotel Management Team.
[bookmark: _Toc227427681]6.4  Commitment
The final stage of effective communication, collaboration and consultation is commitment - the stage of the stakeholders being really interested in the success of the project. To internal stakeholders, engagement is established by involving everyone in making decisions, appreciation of efforts, and the benefits of StaySmart+ to both the staff and the guests are clearly communicated. The Project Manager ought to establish departmental champions - those who are passionate early adopters of the project who can have a positive impact on other staff and can establish a sense of ownership towards the project.
To external stakeholders, the consistency in delivering results, openness in reporting, and value creation with the other party help in maintaining commitment (Winaryati and Hidayat, 2020). Suppliers of Technology whom they feel honoured as strategic partners, put the interests of the hotel first. Invited guests to co-design activities get a feeling of personal ownership of the success of the service. Any commitment-building should be carried out in an ethical way - there should be no coercion or manipulation of any stakeholder, and guests should have the full freedom of choice regarding the data and service options.


[bookmark: _Toc227427682]7.0  Impact of Stakeholder Engagement on Business Performance
A good stakeholder engagement will create observable gains in all facets of The Ritz London's business performance. Strategic stakeholder relationship management is always effective in organisations that invest in it, compared to organisations that are marginal to it (Blockis, 2025).
In terms of financial aspects, early involvement of guests in the design and pilot stages results in a service that is highly responsive to the expectations of the guests, higher adoption and readiness to pay a premium. This saves time spent on expensive post-launch changes and hastens the payback (Conner, 2017). The reputational advantage of being the first luxury AI personalisation and actual sustainability is likely to draw in the new high-value customers and to create positive media coverage, which will help to increase revenues.
In practice, interoperative staff participation in the design and training phases will facilitate resistance to change, hasten the acquisition of competence, and enhance the level of service consistency on the first day of launch (Blockis, 2025). Employees who are consulted and made to feel appreciated have a better level of engagement, which is directly related to customer satisfaction. Lower turnover rates will also enhance operational stability and institutional knowledge since staff turnover is a huge cost in the hospitality industry.
Brand-wise, the involvement of NGO and the community in the development of environmental attributes of StaySmart+ creates a sustainability story which is autonomously approved. This provides competitive differentiation and brand equity as ESG performance is being used more and more to determine consumer and investor preferences. Active regulation prevents the hotel from both fines and reputation losses associated with data governance violations, and clear data management of guests enhances the long-term trust that is a key to luxurious brand loyalty.
The organised communication plan and RACI Matrix help to decrease information asymmetries, provide clarity on accountability, and decrease the likelihood of delays that can be caused by miscommunication. To conclude, stakeholder engagement strategy is a matter of core performance, rather than mere compliance (Bruce and Shelley, 2010). The Ritz London is more likely to achieve the objectives of launching the StaySmart+ within the allocated budget, and on time, by considering its stakeholders as its strategic partners to ensure that the quality of the product it will be offering is of a high standard, given the fact that it is at the top of the hospitality industry worldwide.

[bookmark: _Toc227427683]8.0  Recommendations
The Ritz London management is recommended to implement the following to further enhance stakeholder engagement of StaySmart+ and beyond:
· Create a Special Stakeholder Engagement Committee: A cross-functional management, HR, IT, marketing, legal and guest relations committee of the management needs to be formally constituted that will meet monthly and report directly to the General Manager.
· Invest in Structured Staff Change Management Programme: To all staff, based on the eight-step model of Kotter, an extensive programme will be provided on the eve of the pilot launch, developing digital literacy levels and communicating personal benefits of StaySmart+.
· Pre-Launch Guest Advisory Sessions: Pre-launch structured focus groups with the targeted loyal guests are to be conducted at least three months prior to launch (Yeomans et al., 2019. Insights should be integrated into the end service design, and participants will have to be given personalised recognition and early access.
· Adopt Vigorous Data Governance and Data Transparency Protocols: An elaborate policy that will be formulated in collaboration with the Legal and IT departments needs to outline what is gathered, how it is utilised, to whom it is shared, and how the guest can exercise their rights - proactively expressed at all touchpoints.
· Establish a Culturally Adaptive International Engagement Strategy: Cultural intelligence tests ought to be ordered on every target international market, and engagement systems and service attributes tailored in consultation with local management teams.
· Formalise NGO and Sustainability Partnerships: There should be at least two sustainability-oriented NGO partnerships that are formalised with joint reporting and co-created metrics that would make the hotel more environmentally responsible and offer an independent validation by the stakeholders.
· Create a Post-Launch Continuous Improvement Mechanism: Guest Survey, Survey of employees quarterly and Review of Supplier relationships on a bi-annual basis should be used as inputs into a formal Stakeholder Engagement Committee review cycle that drives an iterative process of service and strategy improvement (Yeomans et al., 2019.


[bookmark: _Toc227427684]9.0  Conclusion
This report has outlined an all-inclusive stakeholder engagement plan of the StaySmart+ project in the Ritz London. It has been shown that, through systematic use of the stakeholder theory, situational analysis tools and engagement frameworks, effective stakeholder management is a strategic discipline that is at the heart of successful hospitality innovation, and not just a procedural prerequisite. The SWOT and the PESTLE analyses put the project in perspective in a competitive and dynamic strategic environment, and the SMART objectives offer a quantifiable delivery roadmap. The Power/Interest Matrix, engagement plan, communication plan, and RACI Matrix are strong tools to create a robust operational structure that defines roles, eliminates ambiguity, and ensures that there is a proper flow of information throughout the stakeholder ecosystem. The 4Cs Model - Communication, Collaboration, Consultation, and commitment - is a principled model by which the Project Manager can establish trust, co-creation, conflict resolution, and ensure the real stakeholders' commitment towards the outcomes of the project. The performance impact analysis validates that strategic stakeholder engagement is a multi-dimensional and long-term approach, which provides returns that go beyond financial expansion, operational effectiveness, brand recognition, and regulatory strength. The seven recommendations give The Ritz London a good working roadmap to instil stakeholder engagement as a fundamental organisational competence. Cultural sensitivity, ethical integrity and strategic intent, when practiced render stakeholder engagement an approach that converts project management into a source of long-lasting organisational excellence.
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