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Executive Summary
This strategy report is the in-depth analysis of the stakeholder involvement in the initiation and closure of the StaySmart+ project at Marriott International, but with particular reference to the high value London operations. With the paradigm shift of the hospitality industry under the influence of artificial intelligence and the increased environmental requirements, the StaySmart+ initiative is an urgent intervention that aims to optimise guest personalisation and create the operational sustainability of the hotel. The main aim of this report is to determine the direct impact of systematic identification, categorisation and involvement of the stakeholders on the success of such elaborate rollouts of technology. With the help of a combination of internal and external situational analysis, it is determined in the report that the formidable brand equity and data-driven loyalty programmes are a competitive advantage that Marriott possesses, but the implementation of AI is conditional upon the elimination of the complexities of the legacy systems and cultural reluctance (Zhang and Zhang, 2026).
The conclusions in this report show that the governance of successful project management goes beyond technical accuracy but entails a sound theoretical method of relationship management. The report classifies the stakeholders into individual levels of engagement, with the London frontline staff and technology partners being the critical stakeholders whose dedication is essential to service authenticity by the use of the Mendelow Power/Interest Matrix and the RACI framework. The critical assessment of the engagement process through the Relational Lens suggested by Ashcroft et al. (2016) demonstrates that the establishment of deep-rooted trust and reciprocity is much more efficient in securing long-term viability of the project than a simple top-down information distribution. This strategy is also justified using the 4Cs model of Communication, Collaboration, Consultation, and Commitment, which serves as the main tool of integrating the diverse international teams and eliminating the tension between the global standardisation requirements and the local glocalisation requirements (Verbeke and Tung, 2013).
To sum up, the report suggests that the proactive and culturally sensitive stakeholder engagement should be considered a key competency of the contemporary project managers working in the hospitality industry. Although the system in question, StaySmart+ service, has considerable potential in enhancing the retention of guests and the energy efficiency of the operation, the eventual success depends upon the ethical aspects of handling the data of the guests and the actual introduction of the staff feedback into the iterative design of the AI. The report suggests that to keep the service relevant in a progressively turbulent market, permanent stakeholder advisory boards and ongoing feedback loops should be created. The alignment of the stakeholder theory and effective management tools will enable Marriott to see that StaySmart+ turns into not a technological vision but a worldwide benchmark of quality and strengthen its role as a frontrunner in the digital hospitality marketplace (Freeman, 2010).

















Contents
Introduction to the Organisation	5
Situational Analysis and Strategic Objectives	6
Identification and Categorisation of Key Stakeholders	7
Appraisal of Stakeholder Roles, Benefits, and Challenges	9
Strategic Frameworks for Engagement	10
Critical Evaluation of the Engagement Process and Conflict Management	11
Impact Assessment and Future Recommendations	13
Conclusion	15
Reference List	17















[bookmark: _Toc224567707]Introduction to the Organisation
Marriott International is one of the leading international hospitality organisations that operate and franchise hundreds of brands of hotels, which are located in close to 140 countries (Horozhankina et al., 2024). The ability to achieve the scale unmatched and the Marriott Bonvoy loyalty programme, which now has more than 188 million members worldwide, has become the basis of competitive advantage of the organisation (Fu, 2026). The presence of the Marriott brand in the UK is also strong, with flagship hotels in the country including the London Marriott Hotel County Hall and the JW Marriott Grosvenor House London. A complex combination of a managed and franchised portfolio is determined by the operational scale of the organisation, which enables the large market coverage within the luxury, premium, and select service segments (Eschenbrenner et al., 2023). The London market is one of the strategic pillars of the European operations of Marriott, and it is a key location of high-value business travel and international tourism. With the industry becoming more and more pressurised to modernise, the strategic priorities oriented towards digitalisation and environmental sustainability have become the priority to stay within the competitive advantage in the highly populated hospitality environment (Marriott International, 2024).
StaySmart+, the proposed project, is a first-mover strategic response to the increasing rate of digitalization of the world hospitality industry. This service will help transform the guest experience using advanced tools of AI-driven interaction, custom-made travel planning, and environmentally-friendly amenities. Studies show that about 81.7 percent of hoteliers have already implemented or are going to implement technology which allows them to offer contactless and customised guest experiences (Zhang and Zhang, 2026). Through the implementation of this high-end service in its London and global markets, Marriott aims to use data analytics to improve the comfort of its visitors and at the same time cater to the increasing trend of green-travelling delights (Mediratta, 2025). Its introduction, which is to be implemented in six months, indicates a strategic decision to make the brand unique with technological innovation and the willingness to be operationally efficient.

[bookmark: _Toc224567708]Situational Analysis and Strategic Objectives
A critical situational analysis can tell that Marriott has considerable internal resources, the greatest of which is its mighty brand equity and the large volumes of data delivered by the Bonvoy loyalty programme that can be used in AI personalisation of high levels (Fu, 2026). Nonetheless, the organisation has internal shortcomings, including the complexity of the inherent nature of integrating StaySmart+ between and through a wide variety of legacy IT systems and alternative franchise organisations (Zhang and Zhang, 2026). On the outside, the adoption of AI in the service industry poses a major opportunity to competitive market share due to the high rate of innovation among tech-savvy travellers, but the threat of disruptive innovation by both existing competitors and digital disruptors such as Airbnb mitigates this (Mbuli, 2022).
To further understand the strategic positioning of Marriott International prior to the launch of StaySmart+, a SWOT analysis is conducted to evaluate the organisation’s internal capabilities and external market conditions.
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Figure 1. SWOT Analysis

The stay Smart+ is also well justified by the macro-environmental landscape. Technologically, the fact that generative AI and machine learning continue to become more and more mature offers the infrastructure needed to support real-time guest interaction tools, and 73 per cent of travellers are now inclined towards self-service technologies (Oracle, 2025). The global regulators and the consumer are placing increased pressure on the environmentally conscious nature of the hospitality industry, requiring the hospitality industry to transition to eco-friendly amenities to meet carbon reduction requirements and emerging consumer demand regarding environmentally friendly behaviour (Makoondlall-Chadee and Bokhoree, 2024). All these conditions together indicate that the StaySmart+ implementation is a timely intervention in the strategic path of Marriott.
In order to make this rollout successful, there are a number of SMART objectives set by Marriott. The first objective is to realise a 20 percent improvement in the guest personalisation scores in all the properties that will take part in London in the first twelve months of implementation. Moreover, the project will decrease this energy usage by 15 percent by the end of the first year in terms of operations through the use of AI-controlled room systems. All these are goals that should be measurable and time-bound to facilitate the project to stay focused on delivering high-tech guest experiences in addition to high-impact sustainability results in the assigned six-month rollout (Bjerke and Renger, 2017).

[bookmark: _Toc224567709]Identification and Categorisation of Key Stakeholders
Stakeholder management is based on the fact that all parties who are affected or can affect the StaySmart+ project are identified and categorised as comprehensive (Fassin, 2012). The internal stakeholders form the heart of the implementation and will involve the AI product development team who will drive the technical soundness of the tools and frontline hotel staff in London whose day to day interaction with the guests will represent the perceived value of the service. Moreover, regional sales and marketing units are also important in the process of conveying the new value proposition to the market. These internal teams play a critical role in making sure that strategic vision of the hospitality group is translated into operational reality in the different local settings (Verbeke and Tung, 2013).
External actors include a wider range of participants such as the international travellers who will be using the service or the technology partners who will be offering the AI infrastructure. Also, there are other external interests in the form of local sustainability authorities and the community of London in general, especially when it comes to the environmental effect of hotel activities (Makoondlall-Chadee and Bokhoree, 2024). This identification of these stakeholders enables the project manager to adjust the engagement strategies to the needs and influence of each group so that there is a balanced approach to project governance (Too and Weaver, 2014).
This prioritisation can be justified by the Stakeholder Theory developed by Freeman (2010) according to which success of the organisation relies on the management of the relationships with a group or an individual that can influence or be influenced by the accomplishment of the firm goals. The theory of Freeman (2010) is applicable to StaySmart+ because the frontline staff and technology partners are the involved stakeholders to engage intensively as they are highly interested and have the power to determine the success of the project. Moreover, Clarkson (1995) states that the stakeholders must be regarded as those who are at risk as a result of the work of the organisation, in this situation, it is the staff members whose functions can be greatly changed with the implementation of AI.
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Figure 2. Stakeholder Table

[bookmark: _Toc224567710]Appraisal of Stakeholder Roles, Benefits, and Challenges
The effective implementation of StaySmart+ presupposes the accurate definition of the roles, as well as the responsibilities of the stakeholders. The design and technical stability of the guest interaction tools will be handled by the AI product development team, whereas the IT department will be charged with the responsibility of the smooth integration of systems throughout the entire Marriott infrastructure (Zhang and Zhang, 2026). On the other hand, marketing and sales units will be responsible to differentiate the brand and promote sustainability-oriented amenities to the rest of the world (Bettani, 2023). This is a clear distribution of responsibilities with the result that all internal stakeholders are oriented to the strategic objectives of the project and its working schedules.
The stakeholder groups are associated with unique contributions to the project at the same time posing certain peculiar challenges. London regional managers offer the understanding of the local market and cultural background that can be hard to find elsewhere, and is extremely needed to tailor AI interactions to various guest preferences (Jogarao, 2024). Nevertheless, the same managers might encounter the problem of resources distribution and the necessity to choose between the implementation of StaySmart+ and the current priorities of the operational activities. On the same note as the technological partners provide the latest competencies, the dependency on the third-parties poses risks in terms of data protection and long-term technical assistance (Zhang and Zhang, 2026).
Frontline staff can be considered to be one of the most important and demanding groups of stakeholders. The fact that they are actively involved means that the tools of the StaySmart+ will be used successfully to make guests feel more comfortable, but it is also possible that they will develop resistance to change because of the fear of job loss and increased cognitive load of acquiring new systems (Zhao et al., 2026). Moreover, as much as guests enjoy the value of personalised travel planning, their perceived risk to their data privacy and ethical use of AI is a major hitch towards adoption (Ferhataj and Memaj, 2024). A careful analysis of these advantages and drawbacks will enable the project manager to formulate mitigation measures in advance, including extensive training programmes and open data policies, to make sure that stakeholders will remain committed to the project until the project lifecycle is completed (Ashcroft et al., 2016).
[bookmark: _Toc224567711]Strategic Frameworks for Engagement
The effective execution of the StaySmart+ programme requires a strict use of the strategic frameworks to control the intricate network of internal and external relationships of the Marriott. To manage around this, the project makes use of the Mendelow Power/Interest Matrix as one of the key stakeholder prioritisation tools (Mendelow, 1981, cited in Johnson, Scholes and Whittington, 2008). In this matrix, the Marriott International Executive Board and the main AI development partners are put into the category of key players that not only have great power to divide resources but are also interested in the strategic success of the project. These groups, therefore, need the best form of interaction by involving them directly in the decision-making process as often as possible. On the contrary, local sustainability controllers in London are realised as high-power, yet low-interest stakeholders that should be satisfied to make certain that the law is followed without unnecessarily hindering technical advancement. The frontline staff of the properties in London tend to be in the high-interest/low-power group and thus, a strategy capable of keeping the staff informed and consulted to avert the alienation that comes with aggressive technological changes is necessary (Fassin, 2012).
Expanding upon this classification, the distribution of particular responsibilities is also regulated by a RACI system, which is also incorporated into the storey of the project in such a way as to make the operations of the project clear without the ambiguity of a duplication of the roles (Project Management Institute, 2021). The Project Manager has overall responsibility of the overall success of the rollout of StaySmart+, and the technical AI development teams have the overall responsibility of the functional integrity of the guest interface (Shneiderman, 2020). In the process, the regional marketing heads are involved in order to make sure that the tone of the AI and the sustainability message resonates with the cultural peculiarities of the London luxury market. In the meantime, the wider hotel employees and administration departments are kept abreast of the milestones achievement so that they are not left behind in terms of operational integration. This hierarchical system helps to avoid the gaps in responsibility, which are common in large-scale international hospitality projects (Wittmer et al., 2021).
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Figure 3. Stakeholder Communications Plan

Nevertheless, the technical framework like RACI lacks the qualitative breadth that is offered by the Relational Lens developed by Ashcroft et al. (2016). Although dissemination of information is common in traditional project management, the project proposes development of entrenched trust between the London branch and the international corporate headquarters. The rollout of StaySmart+ avoids the transactional communication and instead, engages the stakeholders by approaching the stakeholder engagement as an activity of relationship building (Lavery, 2018). Ashcroft et al. (2016) believe that, as long as the stakeholders feel a sense of shared fate and a feeling of respect, their dedication to the project is beyond the contractual law. In reality, this implies that the Project Manager should cultivate a culture of not only recording but actually valuing feedback responses as provided by the frontline staff as essential to the iterative design of the AI, thus moving the ideals of the project design to service provision (Edgar et al., 2015).

[bookmark: _Toc224567712]Critical Evaluation of the Engagement Process and Conflict Management
Management of the alignment of various international teams within the Marriott structure is handled critically by the use of the 4Cs model, which is a cluster of Communication, Collaboration, Consultation and Commitment (Jack, 1989). Good communication in the StaySmart+ project cannot be measured in terms of quantity of information but its quality and suitability to various regional settings. Teamwork is also encouraged by introducing cross-functional sprints, in which the London-based operational managers collaborate with the global AI developers, so that the technology is based on the actual real-life hospitality situations (Ghini and Vitulli, 2024). Consultation is an important feedback tool, as it would enable the project team to spot possible areas of friction in the AI-guest interface before the entire rollout (Rangone, 2020). Finally, with the successful implementation of the initial three Cs, there will be the creation of the so-called Commitment, as the stakeholders in all stages of the Marriott hierarchy would become supporters of the StaySmart+ vision instead of mere members.
The Project Manager in this process has a complicated job as he/she has to deal with what is defined as the limits of knowledge. Expecting high-tech implementation of generative AI, one leader could not have comprehensive knowledge about technical code and local hospitality features (Xinlin et al., 2025). To solve this, the Project Manager will be required to embrace the philosophical approach of a facilitative leadership model whereby he employs evidence-based arguments to convince the sceptical stakeholders (Estell Sr, 2021). As an example, when the traditionalist hotel managers are resistant to the implementation of the AI because they believe that it will damage the human touch of the Marriott brand, the Project Manager makes use of information gathered through pilot programmes to show that actually the implementation of the StaySmart+ will liberate the staff to spend more time with the guests in a high-value setting (Jogarao, 2024). This empirical approach as opposed to ideology is critical in ensuring credibility in an organisation that is data-driven such as Marriott (Fischer et al., 2023).
Such a transformative project is an unavoidable element of conflict management, especially when it comes to the tension of the global standardisation and the local adaption. One of the main conflict points is usually due to glocalisation issues, as the universal AI standards planned on the corporate level can come into conflict with the demands of the service expectations of the London high-end market (Orhan et al., 2025). Moreover, the competition of the resources between the London flagship properties and other overseas branches may cause friction in the six months rollout. The Project Manager uses a blend of the compromising and integrating approaches to solve these conflicts. Instead of providing a one-size-fits-all solution, the project can be configured to have layers of local configurations in the AI, creating an opportunity that the managers in London can transform the service according to their type of guests (Hu, 2024).
In addition, cross-cultural difference in service provision is another challenge that should be handled with carefulness. The technological infrastructure of StaySmart+ operates globally, but the services provided locally are those of hospitality. There is a risk that when automated sustainability requirements are introduced, employees may feel that they are a barrier to the comfort of guests (Bihari Singh et al., 2024). The Project Manager tackles this by developing conflict-resolution forums through which the stake holders have an opportunity to air concern within a structured setting. The project can use the principle of stakeholder reciprocity proposed by Freeman (2010) to make sure that the advantages of the AI (including fewer administrative burdens) are explicitly explained to the staff to reduce the possibility of passive resistance. This is an analytical conflict approach as the rollout of the StaySmart + will not only be a technical success, but also a cultural assimilation of the Marriott guest experience.

[bookmark: _Toc224567713]Impact Assessment and Future Recommendations
The evaluation of the impact of the StaySmart+ project requires a multidimensional analysis of how the involvement of stakeholders is transferred into any concrete business results. Regarding business performance, the effective adoption of high-tech guest tools cannot be discussed outside of the Service-Profit Chain model which suggests that the quality of internal services which is determined by engaged and well-trained employees is the key factor in determining external guest satisfaction (Heskett et al., 2008). When the frontline staff are involved as stakeholders in the context of the Marriott London, they will be in a better position to promote the use of AI tools, the StaySmart+, as a result, the process of guests adopting the new technology will be easier. The synergy results in higher retention and brand loyalty of its guests and international travellers are increasingly seeking the type of smooth and personalised experiences offered by AI-based travel planning. Moreover, the automatization of routine administrative processes contributes to operational efficiency to a large extent, as Marriott can then redeploy human resources to facilitate high-touch service provision. Mediratta (2025) argues in his research that, when these digital transformations are backed by well-developed stakeholder alignment, they could create a strong competitive edge by lowering the cost of operations, as well as raising the perceived value of the guest experience.
Nevertheless, the technological innovation should be pursued at the cost of intense ethical principles, especially regarding the use of AI-generated data and the validity of sustainability arguments. The StaySmart+ project is involved with enormous amounts of sensitive guest information, which begs important questions of privacy and the ethical boundaries of algorithmic personalisation. Using the normative theory of stakeholders as developed by Donaldson and Preston (1995), it is stated that Marriott is morally bound to not only ensure the interests of its guests are safeguarded but also beyond legal requirements against frameworks such as the GDPR. The potential threat is that the convenience of AI travel planning might be at the expense of surveillance hospitality when clients perceive the loss of their autonomy due to invasive data mining (Lakhapate, 2023). In addition, the amenities associated with the project that are sustainability-oriented should be questioned with a keen eye to prevent them being seen as a case of greenwashing instead of environmental stewardship. The genuineness of environmentally friendly work in a global environment can be often interpreted through various cultural prisms; what will be considered a sustainable activity in London might be viewed in a different perspective in other foreign markets (Sharma et al., 2024). Thus, to retain the confidence of an ever-greener eco-conscious stakeholders, Marriott should support its sustainability storey with transparent and empirical evidence.
In order to make the concept of the StaySmart+ service viable and relevant in the long-term, a number of strategic recommendations can be offered. To start with, Marriott ought to set up institutional stakeholder advisory boards that include a healthy blend of hotel employees, technology collaborators, and patrons of different regions around the world. The boards would provide a feedback loop that would keep the organisation abreast of the current guest expectations and the technological trends. This method is in line with the ideas of dynamic capabilities presented by Teece (2018) that states that a firm has to be capable of constantly feeling and capturing emerging opportunities to sustain its competitive advantage. Through formalisation of stakeholder input, Marriott will be able to change its reactive project type of mentality to a proactive and iterative service evolution model.
Moreover, the technical refinement of the service presupposes the implementation of the continuous AI feedback loops. The AI needs to be taught additional information as the interaction with more guests to learn not only the preferences but also the tacit knowledge of frontline staff who can see the peculiarities of guest responses that data cannot convey (Jogarao, 2024). This combination of human judgement and machine intelligence makes sure that the technology will be a step of empowerment but not a source of tension.
Lastly, Marriott can invest in large-scale and continuous digital literacy initiatives, which include all employees to make the implementation of StaySmart+ be perceived as a career advancement, and not a risk to their employment. These long-term plans guarantee that the success of the project will not be a short-lived operational high but a long-term base of success of the future of the global hospitality service of Marriott.

[bookmark: _Toc224567714]Conclusion
The shift of the StaySmart+ project as an advanced technical idea to an effective global standard in hospitality relies largely on the advanced combination of the stakeholder theory and the management instruments into practise. As seen in this report, the implementation of the Stakeholder Theory by Freeman (2010) offers the needed theoretical framework to determine and rank various interests, with regard to a high-tech rollout in the Marriott London scenario. Combining this theory with the practical simplicity of the RACI matrix and the Mendelow Power/Interest Matrix, the project manager can be able to navigate the resource allocation and role definition complexities with accuracy. This integration makes sure that all stakeholders, the international AI development team to the frontline employees in London, are in tandem with the strategic goals of the project and thus reduce the threats of resistance and fragmentation, which mostly bedevils international service expansions.
Finally, the StaySmart+ implementation highlights the fact that technical excellence cannot be applied in the contemporary hospitality environment without active and culturally aware stakeholder interaction. Moving beyond the transactional information sharing of the project manager and adopt the Relational Lens (Ashcroft et al., 2016) is a core competency that defines the success of the digital transformation. With the help of establishing trust based on years of experience and balancing the existing contradictions between the globalisation of standards and the specifics of the local communities, project managers will be able to make sure that technological advances such as AI would empower instead of diminishing the humanistic character of hospitality. To conclude, the successful launch and its successful execution of StaySmart+ is a model of how Marriott International can use its worldwide scale and size to provide its guests with localised, sustainable, and high-tech guest experiences by managing its stakeholder ecosystem diligently and ethically.
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Strengths Weaknesses

Strong global brand reputation and customer trust

Complexity of integrating new AI systems with 

legacy IT infrastructure

Large customer database through the Marriott 

Bonvoy loyalty programme

Dependence on franchised properties that may 

adopt innovation at different speeds

Extensive international presence across 140 

countries

Potential organisational resistance to 

technological change among staff

Opportunities Threats

Growing demand for AI-enabled personalised 

travel experiences

Increasing competition from digital platforms 

such as Airbnb

Rising consumer demand for sustainable 

hospitality services

Data privacy regulations and ethical concerns 

regarding AI data usage

Rapid technological advancement in AI and 

machine learning

Technological disruption from new hospitality 

startups
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Stakeholder Type Power Interest Engagement Strategy

Marriott Executive Board Internal High High Strategic decision-making meetings

AI Product Development 

Team

Internal High High

Continuous collaboration and 

technical planning

Frontline Hotel Staff Internal Low High

Training programmes and 

consultation workshops

Marketing and Sales 

Teams

Internal Medium High

Campaign coordination and strategic 

alignment

Technology Partners External High High

Joint development and innovation 

partnerships

Hotel Guests External Medium High

Feedback mechanisms and 

personalised services

Sustainability Regulators External High Low

Compliance reporting and periodic 

updates

Local Community External Low Medium

Transparency and sustainability 

initiatives
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Stakeholder Communication Method Frequency Purpose

Executive Board Strategic review meetings Monthly

Monitor project progress and 

approve key decisions

AI Development Team Agile sprint meetings Bi-weekly

Coordinate technical 

development

Frontline Staff

Training workshops and 

internal newsletters

Monthly

Prepare employees for 

operational implementation

Marketing and Sales 

Teams

Campaign planning meetings Monthly Align promotional messaging

Technology Partners Technical integration meetings Bi-weekly

Ensure system compatibility 

and innovation

Hotel Guests

Feedback surveys and digital 

interfaces

Continuous

Evaluate service quality and 

adoption
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