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Executive Summary
This study focuses on the launch of the new StaySmart+ service within Whitbread Plc. This hospitality company is all set to launch this new service to provide customised travel plans and other sustainable amenities to the guests for an improved experience. However, engaging stakeholders becomes one of the most challenging factors for companies while launching a new service. Whitbread had identified the core stakeholders to be the product development department, sales and marketing, as well as the operational working team to be the core internal stakeholders. The external stakeholders include customers, government, communities, suppliers, and more. Successful adoption of StaySmart+ strongly depends on individual efforts and the key responsibilities of external and internal stakeholders. Managing the responsibility of each stakeholder is effective in adding value and also raises distinct levels of challenges, which are critically explored throughout this report.  Appropriate engagement from the stakeholders is anticipated to improve not only the business outcome but also the satisfaction of the customers. 
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[bookmark: _b0lj9qqegg0][bookmark: _Toc227002098]1.0 Introduction  
[bookmark: _dz6hso4e1gn1][bookmark: _Toc227002099]1.1 Company Details 
Whitbread Plc is one of the leading hospitality companies and the owner of Premier Inn. Whitbread is considered one of the largest hotel brands in the UK, headquartered in Dunstable, United Kingdom. This business operates with over 900 hotels across the UK. Whitbread Plc operates with 86000 rooms in the UK and has employed over 38000 people (Whitbread, n.d.). As of 2025, the company had reported a revenue worth £2992 million alongside a statutory profit before tax worth £368 million (Whitbread, n.d.). The company is majorly UK based hospitality company operating all across the UK as well as expanding in Germany. There is a high-density presence of Whitbread PLC in London (Whitbread, n.d.). Among the operational activities, it operates over 850 hotels under Premier Inn and hub by Premier Inn (Whitbread, n.d.). It is also in charge of operations management at restaurant chains such as Beefeater and Brewers Fayre (Whitbread, n.d.). Hence, the main operational activities of the brand include hotel and restaurant management, owning and developing properties, protecting digital and operational aspects of the properties, and planning for expansion. 
[bookmark: _cl2akujxag0r][bookmark: _Toc227002100]1.2 Outline the Project  
This study focuses on the ability of Whitbread Plc to launch and operate StaySmart+, which is a premium customer experience service. This is to be integrated into the local and international markets of the brand within six months. StaySmart+ is an AI-driven tool exclusively made for managing effortless guest interactions and customising travel plans. This may also help Whitbread Plc to design sustainability-focused amenities to differentiate the brand from its rivals, besides providing more comfort and efficiency to the guests. This study, hence, focuses on the identification and analysis of the key stakeholder groups and plans for their engagement to successfully design, launch, and adopt StaySmart+ in different markets of Whitbread Plc. 
[bookmark: _hf97p02tcmkt][bookmark: _Toc227002101]2.0 Situational Analysis  
[bookmark: _vl5a4rz9m3lw][bookmark: _Toc227002102]2.1 SWOT Analysis 
	Strengths (S)
· Whitbread Plc is one of the largest Hotel brands in the UK that promises value and quality (Whitbread, n.d.). 
· This company focuses on a vertical integration model, owning and directly operating many properties to maintain control. 
· The ownership includes strong brands like Table, Beefeater, and Premier Inn. 
	Weaknesses (W)
· Apart from the UK and Germany, the geographic presence of the brand is quite limited. 
· The company uses an integrated F&B and lodging model, which makes the operations complicated.

	Opportunities (O)
· Expansion into the German market provides opportunities for growth and potential merger with renowned hotel brands. 
· Improved focus on investing in technology may improve the operational effectiveness and customer experience (Kothapalli, 2022). 
	Threats (T)
· Whitbread Plc faces competition from competitors like Travelodge, IHG, Marriott, and Accor. 
· Economic downturns in the UK make the business more vulnerable due to its high dependence. 


Table 1: SWOT Analysis
[bookmark: _49vfgfrrxnx][bookmark: _Toc227002103]2.2 PESTLE Analysis 
	Factors
	Explanation 
	Impact 

	Political
	· The political stability score of the UK is 0.26, which is a decline from 0.37 in 2023 (The Global Economy, 2026). 
· Strict labour and immigration regulations were imposed after Brexit (Liu-Farrer et al., 2023). 
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Figure 1: UK Political Stability 
(Source: The Global Economy, 2026)
	Reduced political stability may disrupt the economy. Labour and immigration regulations are resulting in a shortage of staff. 

	Economic
	· The cost of living has increased by 61% in the UK (Parliament, 2026).
· Food and shopping prices have also increased by 95% (Parliament, 2026). 
· Cost inflation in terms of electricity, supply, and food.
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Figure 2: Cost of living crisis in the UK 
(Source: Parliament, 2026)
	Cost inflation increases operating expenses for hotels. The increased cost of living is directly impacting customer spending. 

	Social
	· The increased cost of living crisis had demotivated almost 60% of the customers to spend less on non-essential things (Parliament, 2026). 
· Travellers now demand more customisation and accountable companies using green practices (Mishra and Kumar, 2024). 
[image: ]
Figure 3: Impact of increased cost of living on customers 
(Source: Parliament, 2026)
	Customers are now more conscious about budgeting for travel, leading to reduced occupied hotels. Pressure for customisation and sustainability leads to operational changes in hotels. 

	Technological
	· Use of emerging AI and contactless systems has increased in the hotel industry (Zade and Sethi, 2024). 
· Integration of cloud-based systems has improved across the hotel companies (Syah et al., 2023).
	AI and contactless technologies are implemented for improved guest experience. Cloud enhances operational efficiency and access to data. 

	Legal
	· Application of business rate revaluation from 2026 (GOV, 2025). 
· Mandatory compliance with sustainability and ESG rules.
	Business rate revaluation can increase business costs. Pressure to comply with sustainability may lead to overspending.

	Environmental
	· Pressure to comply with Net Zero regulations. 
· Regulatory pressure to manage waste, energy, and water consumption. 
	The application of energy-efficient measures increases operational cost. Reduction of single-use plastic increases the operational issues. 


Table 2: PESTLE Analysis 
SMART Objectives 
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Table 3: SMART Objectives
The above added SMART objectives would make sure that the goals of StaySmart+ are time-bound, measurable, and strategically associated. 
[bookmark: _qzc3ulrmta0n][bookmark: _Toc227002104]3.0 Stakeholder Evaluation
[bookmark: _4somftsth37t][bookmark: _Toc227002105]3.1 Internal and External Stakeholders 
Stakeholders are essential parts of the businesses that not only have an interest but also have the power to divert the direction of the companies. Internal stakeholders are directly included in the projects of organisations as they are employed and managed through the company (Ashcroft, 2017). For example, the employees, project managers, owners, and directors. Alternatively, the external employees come from outside of the company but have indirect influence on its projects (Christopher et al., 2023). For example, environmental advocates, media, community, and government. In the year 1984, Freeman defined stakeholders as any group influenced by or influencing the goals of an organisation. This foundational theory reinforces the identification of stakeholders across Whitbread's internal and external groups. Therefore, identification of the vital stakeholders at Whitbread Plc to implement StaySmart+ is essential to improve the planning, support, and outcome of the service. 
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Figure 4: Stakeholders in a business
In terms of the vital internal stakeholder team, the product development department plays an important part in this project of Whitbread Plc. The responsibility of designing the features of StaySmart+ is mainly driven by the product development team. In this case, AI is being featured and designed by the product development department as a supporting tool for customising travel plans and improving the guest experience (Das, 2023). Therefore, their technical skills are quite important in this project for developing a service in Whitbread that effortlessly meets the requirements of the travellers and guests. Contrarily, the marketing department, including the marketing manager and employees, has an important role to play in promoting the StaySmart+ services in both local and international markets. The marketing team is mainly responsible for making high-quality advertisements and social media campaigns to reach a vast audience for promoting the new service (Skiba, 2024). This leads to improving the customer interest and trust in the newly launched features of Whitbread. 
The sales department, including the managers and the employees are likely to play an important part as internal stakeholders for the project of Whitbread. The sales worker can encourage the customers to choose the StaySmart+ service to increase its recognition and usage. Another important internal stakeholder group is the operational workers in Whitbread Plc. The workers in charge of managing hotel operations, such as the managers or the reception staff, interact on a daily basis with the guests (Hu et al., 2022). They play an important part in inspiring the customers to use the service and ensuring seamless utilisation of the service at the same time.  
In terms of the external stakeholders, customers are the most important as they are the primary users of StaySmart+. Their feedback is essential to improve the service. The technology partners are also important external stakeholders as they provide the AI system and other supporting digital tools to enhance the quality of this service. Suppliers, on the other hand, ensure that Whitbread is following sustainability protocols. Finally, government and local communities also have an essential part to play as external stakeholders of Whitbread Plc to keep inspiring the brand to follow regulatory and data protection regulations consistently. Overall, if all the internal and external stakeholders of the business work collaboratively, it can ensure the success of applying and using StaySmart+ as a cutting-edge hospitality solution. 
[bookmark: _7nu5j3qje6jk][bookmark: _Toc227002106]3.2 Role and Responsibilities of the Key Stakeholders, Benefits and Challenges these Stakeholders Face  
	Key stakeholders
	Responsibilities and roles
	Benefit to Whitbread Plc
	Challenges

	Product Development Team
	· Develop an AI-powered StaySmart+ service 
· Bring sustainability features across the newly AI-generated service  
· Smart tech-driven system adoption at Whitebread Plc 
	· Digital transformation with business growth 
· Strengthen competitive edge 
	· Adoption failure and tech complication 
· Company StaySmart+ service with AI ethical principles and GDPR 

	Hotel Operations Staff
	· Satisfy guests with smart AI-powered service infrastructure 
· Adopted a newly automated service option 
	· Bring consistency and develop service quality 
· Satisfy consumers with higher engagement 
· Avoid human errors with automation 
	· Lack of skills and poor training courses 
· Difficulties in shifting from traditional manual work to technical uncertainties

	Marketing department
	· Bring sustainability awareness with innovative marketing 
· Promote the outstanding feature of StaySmart+ across the UK marketplace 
· Strengthen brand position by reflecting as a sustainable and tech-powered organisation 
	· Awareness of consumers to adopt green services 
· Develop brand image
· Attract digital sources and eco-friendly consumers 
	· Greenwashing risks in the case of making fake claims 
· Trust issues related to AI-generated services 

	Guests and visitors
	· Choose StaySmart+ for further planning of their travel, staying, and booking
· Give honest feedback on the newly designed StaySmart+ 
	· Utilise consumer feedback for further service improvement 
· Ensure repeat business cycle and develop loyalty 
	· Trust-related issues associated with data privacy risks 
· User barrier for people with less tech-advanced 

	Local authorities and the UK government
	· Check and assess compliance with AI use, data protection, and existing environmental standards 
· Discover legal and AI-powered operational standards 
	· Improve green brand positioning 
· Support Whitbread Plc to ethically manage business operations 
	· Legal penalties in case of non-compliance with the regulatory standard 

	Technology Partners
	· Develop innovative AI infrastructure with smart technology solutions 
· Maintenance and update of software 
	· Differentiate this hospitality brand from other UK firms 
	· High reliance on third-party vendors
· Strict time-related boundaries create additional pressure

	Suppliers who deliver resources for Smart and Sustainable Solutions
	· Deliver smart, green hotel-based technologies and eco-friendly amenities
· Provide resource backup for the adoption of StaySmart+
	· Increase consumer retention 
	· Supply chain disruption and cost pressure 
· Additional burden due to fulfilling UK sustainability principles 


Table 4: Impact on Key Stakeholders 
As mentioned, stakeholders come with a certain level of benefits through promoting operational efficiency and innovative capability. In the words of Nira (2025) and Gursoy (2025), AI greatly transforms the hospitality industry through design hyper-personalised consumer experience, develops loyalty, and guest satisfaction with better operational efficiency. Despite some benefits, AI-powered services create value co-creation with common concerns related to technology anxiety, privacy, minimise human interaction (Nira, 2025). In practice, different levels of contribution and responsibilities of stakeholders are heavily influenced by privacy issues and regulatory compliance. Hence, well-structured stakeholder coordination is still required to ensure seamless operation with the StaySmart+ service at Whitbread Plc.
[bookmark: _e541ku8qix5o][bookmark: _Toc227002107]3.3 Stakeholder Map, Engagement and Communication Plan 
· Stakeholder Mapping 
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Figure 5: Stakeholder Mapping 
The stakeholder map presented above applies Mendelow's Power-Interest Matrix, which was developed in the year 1991 to classify different groups of stakeholders.
· Engagement Plan 
	Key stakeholders
	Engagement rate as per stakeholder mapping
	Strategy
	Frequency level
	Objective

	Senior management
	Moderate
	KPI dashboard and formal meeting
	Once a month
	Track ROI within the next six-month duration and create a strong association between service adoption and business objectives  

	Hotel Operations Staff
	Moderate
	Continuous feedback sessions and tech-skilled-based training
	Once a week
	Enhance smart system integration into operation and minimise resistance 

	Guests and visitors
	High
	Users testing, take honest feedback about the AI-powered service app, and a survey.
	Ongoing
	Promote seamless user experience and acceptance of tech-driven service 

	Local authorities and the UK government
	High
	Direct consultation about regulation and compliance related to fair reporting
	As per urgency
	Discover regulatory risks and fulfil regulatory requirements 

	Suppliers
	High to moderate
	Review performance and engagement through a legal contract
	Once a month
	Ensure smart hospitality amenities and a fair supply network 


Table 5: Stakeholder Engagement Plan 
According to stakeholder theory, organisations need to respect individual stakeholders with strong correlation and engagement. From a theoretical lens, the above engagement plan balance interest of stakeholders and sustains long-term growth in the UK hospitality industry. 
· Communication Plan 
	Key stakeholders
	Mode of communication
	Deliverable message 
	Network 
	Level of frequency
	Reason  

	Senior management
	Executive meeting or formal report
	Adoption risks, cost plan, ROI, and further operational progress related discussion 
	Online dashboard and group meeting 
	Once a month 
	Facilitate informed decision making 

	Technology partners
	Online meetings
	Discussion about adoption challenges and require software update and other tech issues 
	Zoom call, Google Meet, or any PM tools like Jira  
	Once a week 
	Maintain active coordination with internal operational workers and management. 

	Staffs
	Continuous training and development sessions
	Skill upgradation about the usage of StaySmart+ and the necessary operational forms as per the UK standard. 
	Organisational internal workshops and online portals 
	Twice in a month 
	Avoid risk of resistance through keep adjustable with tech-powered service efficiency.

	UK government and local authority
	Official documentation
	Sustainability track, the Data Protection Act, and regulatory compliance 
	Active submission of regulatory norms 
	As per need
	Reduce the risk of legal penalties and keep informed about legal adherence. 

	Guests
	Active feedback and online notifications
	Assurance about data privacy and StaySmart+’s efficiency 
	Digital sources like email and mobile applications 
	Ongoing 
	Ensure tech adoption and develop trust 


Table 6: Communication Plan 
While a communication plan is effective to fulfil different expectations of consumers to add value (Tampio, Haapasalo, and Ali, 2022). Following the engagement and communication plan will be effective for Whitbread Plc to ensure success with system adoption. 
· RACI Matrix 
	Key actions
	Responsible (R)
	Accountable (A)
	Consulted (C)
	Informed (I)

	Active promotion, advertising, and marketing 
	Existing marketing team of Whitbread Plc
	Senior management group 
	Guests and visitors 
	Staff of this hospitality business 

	StaySmart+ adoption across hotels 
	Product Development Team
	IT manager 
	Senior management group 
	Guests and visitors 

	Compliance approvals 
	Regulatory team 
	Senior management group 
	Ethical suppliers 
	Existing workers of Whitbread Plc

	Track consumer experience 
	The operation and marketing team of Whitbread Plc
	Senior management and Board of Directors 
	Guests and visitors 
	Technology-associated partners 

	AI-powered system integration 
	Product Development Team
	Senior management group 
	Technology holders 
	Existing workers of Whitbread Plc

	Fair and ethical supplier engagement 
	Procurement Team
	Senior leaders 
	Ethical suppliers 
	Staffs 


Table 7: RACI Matrix 
Collaborative contract delivery model ensures primary involvement and stakeholder integration during development and operational phases (Tampio, Haapasalo, and Lehtinen, 2023; Purwaningsih et al., 2023). Hospitality leaders adopting an innovative approach will bring seamless AI adoption with better policy-making insights, which support benefiting from technology integration (Chen et al., 2023). Hence, the interconnected stakeholder role reflected in the RACI matrix contribution through determine level of accountability and responsibility to adopt this service. 
[bookmark: _kmm4mvhit490][bookmark: _Toc227002108]4.0 Stakeholder Engagement, Role, and Responsibilities of the Managers
Whitbread, after launching StaySmart + successfully, may require engaging the stakeholders appropriately. As argued by Christopher et al. (2013) and Ali and Haapasalo (2023), stakeholder engagement means working collaboratively with different internal and external stakeholder groups related to the project. As a project manager, it is the role of the individual to ensure that everyone has a proper understanding of the goals and vision of the project to minimise conflict. The Thomas-Kilmann model supports the resolution of conflict through different approaches of collaboration and compromise.
Therefore, in stakeholder engagement, communication and collaboration are essential, which as a manager, an individual must focus on. In contrast, as argued by Aggerholm and Thomsen (2024), according to the legitimate power theory, managers, while engaging the stakeholders, use three areas: competence, confidence, and communication. In order to counter that, Nogueira et al. (2025) stated that, as for the triple bottom line (TBL), companies are likely to identify and engage the stakeholders in order to help identify the exact environment and social matters most important to the company in terms of performance. However, legitimate power theory only emphasises authority and hierarchy, which reduces the scope of long-term engagement. Alternatively, TBL conflicts profit versus responsibility, which reduces the engagement balance. Therefore, there should be a collaborative effort from the organisation and the manager to ensure that every stakeholder properly understands the project goals, toward seamlessly without any unnecessary conflict. The Cultural Dimensions Framework by Hofstede would help the firm guide strategies for engagement across both the UK and German markets. 
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Figure 6: Manager’s responsibility in stakeholder engagement 
As per the 4C’s model, managers need to apply communication, collaboration, consultation, and commitment to properly engage the stakeholders. Communication is the priority in engaging the stakeholders, as good communication can help stakeholders understand the purpose behind a change (Elwy et al., 2022). In this case, the project manager is in charge to sharing all detailed information about the core reason behind developing StaySmart+ with other internal teams, technology partners, and employees. The project manager must organise training and feedback sessions to improve the learning of the workers on the newly embedded AI tool and its eco-friendly features. This can increase the confidence of the internal teams to support the change, minimise conflict and confusion. 
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Figure 7: Triple Bottom Line 
As per the 4 Cs, collaboration follows communication as a part of the stakeholder engagement plan. There are many departments associated with the project of StaySmart+, such as operations, suppliers, IT, sales, and marketing. The main responsibility of the project manager in this case is to encourage collaboration, teamwork, and dedication by regularly arranging meetings and group discussions to point out inefficiencies. For example, there should be a meeting between the product development department and the hotel workers to exchange ideas about how the guest can be influenced to use and provide feedback on the new service for improving it. Such collaboration between teams can make every stakeholder field connected to the project and be dedicated to its improvement by elevating trust and problem-solving capacity. 
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Figure 8: 4Cs model 
Consultation is another important part of the 4Cs model. According to the viewpoint of Secundo et al. (2022), consultation means that the project manager asks for valuable advice from the stakeholders before making any final decision. In the case of the StaySmart+ project, customers are considered quite important, and their feedback is likely to help improve the quality of the service. Therefore, the customers should be engaged through a survey or an in-app feedback feature. The project manager would collect valuable opinions about using the AI application for customisation from the customers and combine the valuable opinions of the workers and department heads to improve this service. Collaborative decision-making in this case may provide better coverage against conflict and enable faster problem resolution. 
Last but not least, commitment is another essential part of the 4Cs model, which helps in making sure that the stakeholders are always involved and support the product till the end. The project managers in this case are responsible for constantly inspiring the workers and the partners to actively participate in meetings, discussions, decision-making, and more such activities. Compliance reporting is considered to be one of the beneficial methods for helping the project managers keep track of the progress of a project and also ensuring complaints of each stakeholder with rules and regulations (Kalu et al., 2024; Khan, 2022). Ultimately, this provides a clear picture to the project managers regarding whether the project is moving in the correct direction or not. As the stakeholders witness success and progress, they are more likely to participate and be responsible for the success of the project. 
[bookmark: _66ea63h774om][bookmark: _Toc227002109]5.0 Impact of Stakeholder Engagement on Business Performance  
[bookmark: _9x7djmxapjdq][bookmark: _Toc227002110]5.1 Impact Analysis 
The business performance is strongly impacted by stakeholder engagement. While launching the new StaySmart+, proper stakeholder involvement and support help ensure the betterment of the project. All the stakeholders in this case, like the customers, suppliers, managers, and technology partners, are expected to play fair and dedicate their expertise to ensure the success of the project for Whitbread Plc. Firstly, as stated by Sciulli and Adhariani (2023), the performances of the employees improve to quite an extent due to accurate stakeholder engagement. It is being argued that if the workers receive a sufficient amount of training and clear guidance, their confidence automatically increases to embrace a new system in the company. This ultimately helps them understand the utilisation of the tool to serve the customers in a better way and make fewer mistakes during work. It is also argued by Agustian et al. (2023) that employees with a better understanding of the service are likely to feel more valued by the company. This ultimately improves the operation of Whitbread Plc and supports the seamless launch of StaySmart+. 
Stakeholder engagement is also key to improving the satisfaction of the customers. Ethical engagement among stakeholders supports privacy of data, AI clarity, and inclusive practices of decision-making. According to the mention of Singh et al. (2023), customers are likely to be quite important to a change as they directly use it. In this case, while Whitbread launches StaySmart+, it intends to collect customer feedback through surveys and in-app feedback systems. Therefore, as argued by Nicolescu and Tudorache (2022), customer response and feedback make it easy for the company to understand the expectations. If the customers are being taken seriously by the brands, it results in more trust and mutual respect. As a vital group of stakeholders, Whitbread Plc needs to establish long-lasting relationships with the customers to increase the return visit rate and the business being recommended to friends and families for better growth. 
The third major impact of better engagement of the stakeholders is improved brand reputation. According to the statements of Martínez-Peláez et al. (2023), while the suppliers follow sustainability goals and the technology partners use ethical digital tools, it makes a company responsible towards the customers, environment, and society. Alternatively, as argued by Al Hakim et al. (2022), a strong brand image helps in attracting more customers and ensuring the long-term success of a business. In this case, the result of active stakeholder engagement helps Whitbread in highlighting that it is more dedicated toward innovation, but not at the cost of environmental and social damage. Ultimately, it leads to a better brand reputation in both local and international markets.  
[bookmark: _rmw31t2fu5dr][bookmark: _Toc227002111]5.2 Recommendations to Further Engage Stakeholders 
However, besides the benefits, stakeholder engagement has challenges. There is resistance among the workers as their worries intensify with new technology (Valtonen and Holopainen, 2025). Alternatively, as argued by Chong et al. (2023), customers may not fully trust AI services at first. There are also difficulties in managing stakeholders residing in different locations. It may slow down the decision-making in general. Therefore, it is the responsibility of the project managers to carefully manage support and collaboration between different departments to overcome these challenges. 
Careful planning of the stakeholder engagement plan leads to efficiency. Training is essential, as opined by Rustam et al. (2024), for increasing the trust of the workers in the change. This helps minimise the resistance. In alternate way, as started by Okeke et al. (2024), a company should build a robust customer feedback system that helps in establishing active communication and updates with the customers. This system establishes a regular connection with the brand, leading to more trust and loyalty to embrace the changes. Whitbread can easily inspire the guests to try StaySmart+. Also, there should be open communication between the management and the workers, especially in hospitality settings. If the managers can influence the staff to clearly share their issues or ideas, it leads to quick problem-solving and better resolution. Hence, this suggestion can help Whitbread in creating a positive working environment that supports teamwork and agility.  
[bookmark: _sfkg5hxc0i87][bookmark: _Toc227002112]6.0 Conclusion  
It can be concluded through this study that the application of a new service in a business requires collaborative effort from the stakeholders as well as the project management team to be successful. Whitbread Plc is one of the largest hotel business groups in the UK. This business is all set to launch a new AI-based service that helps customers in personalising their travel plan, besides interacting with the brand. StaySmart+ is an AI-driven service that also helps the company to develop sustainability-oriented amenities for improving the efficiency and comfort of the guest, to set Whitbread apart from its competitors in the local and international market. 
The situational analysis has revealed that even though the company is quite popular across the UK and has opportunities to expand into the international market, there are significant threats and weaknesses, including too much dependence on the UK market, strong competition, and economic downturns that threaten the scope of success. The impact of increased customer spending is direct on the hotel occupancy rate. However, technical advancements show better opportunities to implement the StaySmart + service due to increased use of AI. However, the company has to be quite careful about being ethical and fair throughout society as well as the environment while implementing this service for improved guest satisfaction.
The stakeholder analysis shows that there are always conflicts while managing a multi-stakeholder team for bigger projects like StaySmart+. There are differences of opinion, ideas, or concerns about the launch of services like this. The internal stakeholders in this case include the product development team, marketing department, sales, and hotel operational staff department. The external stakeholders are customers, suppliers, technology partners, the government, and the local community. As a project manager, individuals need to resolve issues at the earliest by actively listening and responding to everyone with mutual respect. There should be enough encouragement to build an open discussion culture between different teams so that they can share their valuable opinion and even concerns without any judgment. Therefore, the communication plan requires frequent meetings, continuous training, documentation, and feedback. The engagement strategies comprise training workshops, feedback sessions, surveys, in-app feedback, and compliance reporting. Effective engagement of the stakeholders is expected to result in better employee performance, customer satisfaction, teamwork, and brand reputation. 
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