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[bookmark: _Toc227272918]1.0 Introduction
The hotel brand Premier Inn is the biggest hotel chain in the United Kingdom, having over 850 hotels and a premise in both London and Birmingham in the Whitbread Plc group (Whitbread Plc, 2024). With revenues of over 37,000 employees, the brand has a turnover of more than 2.9 billion pounds and it is in the low and middle-price category competing with Travelodge and Holiday Inn Express. Studies establish that scale of operations and digitalization are key focal points on competitiveness positioning in the hospitality sector (Khan and Khan, 2022). The analyzed project is the introduction of the new service StaySmart+, which is the combination of artificial intelligence-based guest interaction solutions with sustainability features. This report names internal and external stakeholder groups, reasons to engage them, and assesses the benefits and difficulties of engaging stakeholders in this hospitality launch (Freudenreich, Ludeke Freund and Schaltegger, 2022).
[bookmark: _Toc227272919]2.0 Company Appraisal: SWOT and PESTLE Analysis
The situational analysis is comprehensive and allows engaging the stakeholders effectively when the internal capabilities and external forces influencing the project priorities are understood (Benzaghta et al., 2021). The following SWOT analysis and the PESTLE analysis position the environment where the StaySmart+ will be introduced, and the SMART objectives transform the insights into the quantifiable project objectives.
	Strengths
	Weaknesses

	Largest UK hotel brand with over 850 properties. Strong brand recognition and consistent product standards. Efficient operating model and strong financial backing of Whitbread Plc. Loyal customer base supported by Premier Inn guarantee.
	Limited premium positioning reducing pricing flexibility. Heavy dependence on UK domestic market. Slower adoption of digital guest technologies compared with global chains. Constrained international footprint outside Germany.

	Opportunities
	Threats

	Growing demand for sustainable and technology enabled travel experiences post pandemic. Expansion into Germany and further European markets. Use of artificial intelligence to personalise guest journeys. Rising business traveller demand for reliable accommodation.
	Intense price competition from Travelodge, Ibis, and online short let platforms. Rising energy and labour costs compressing operating margins. Cybersecurity risks linked to guest data and AI systems. Economic uncertainty affecting discretionary travel spend.


Figure 1: SWOT Analysis of Premier Inn. Source: Author, based on Benzaghta et al. (2021).
The SWOT analysis shows that Premier Inn is positioned with a service launch to a scale and financial strength to enter StaySmart+, but it is under pressure in terms of digital maturity and premium positioning, which explains the necessity to launch the service and accelerate technology use and differentiate the guest experience (Phadermrod, Crowder and Wills, 2019). The existing literature on SWOT application to services in the literature highlights the importance of mobilising stakeholder groups in the operations, technology, and marketing segments through systematic methods of engagement in order to convert strengths and opportunities into competitive advantage (Puyt, Lie and Wilderom, 2023).
The PESTLE analysis reveals that technological, social, and environmental aspects provide the prospects to a high-end AI and sustainability service, whereas legal and economic stresses require a disciplined cost management and a full-fledged data governance systems (Fatima and Elbanna, 2023). Researchers who integrate PESTLE and stakeholder analysis believe that the external conditions do not frequently work in isolation, as the political and economic changes change the expectations of regulators, investors, and customers at the same time (Tien et al., 2022).
Transforming situational analysis into quantifiable objectives facilitates alignment of the stakeholders since quantifiable objectives serve as a reference point in communication and responsibility between departments and other external partners (Lawlor and Hornyak, 2012). This project has three SMART goals. The first one is to roll out StaySmart+ in thirty premises of the Premier Inn located in the United Kingdom and Germany within six months (SPECIFIC & ACHIEVABLE). Second, increase the guest satisfaction uplift of eight percentage points on Net Promoter Score of participating hotels in twelve months (MEASURABLE). Third, cut average check in time by a fifth with the aid of AI assisted mobile processes and achieve seven per cent reduction in per room energy consumption in the first year (REALISTIC & TIMED) (Ogbeibu et al., 2024).
[bookmark: _Toc227272920]3.0 Key Internal and External Stakeholders
The stakeholder theory refers to the stakeholders as any group or individual that influences or is influenced by the achievement of organisational objectives, and, therefore, identification of stakeholders is at the centre of service launches success (Freudenreich, Ludeke Freund and Schaltegger, 2022). In the case of StaySmart+, the project manager is to understand that the process of launching a hospitality project is characterised by thick webs of internal teams that provide services and external entities that influence the market acceptance and have to be categorised and engaged in a systematic proportionate manner (Line, Hanks and Zhang, 2023).
[bookmark: _Toc227272921]3.1 Internal Stakeholders
Internal stakeholders start with the Whitbread executive team and manage director of Premier Inn, who offers strategic sponsorship, sanctions capital expenditure, and holds project managers responsible to deliver according to SMART goals (Bourne, 2022). AI tools, personalised travel planning interface, and sustainability amenities are developed by product development teams, which collaborate with IT and digital operations that ensure platform integration, cybersecurity measures, and stability of the systems. Brand positioning strategies and campaign development are influenced by marketing departments and pricing strategies in direct channels and online travel agents are calibrated by sales and revenue management departments. The new service is run by hotel general managers and front line employees in housekeeping, reception and food service, which makes them the focus of the quality of the guest facing (Kim, Milne and Fisher, 2022). The internal picture is complete with finance, procurement, human resources, sustainability, and legal compliance teams, which provide specialist control of budget, selection of suppliers, development of training programmes, environmental monitoring, and alignment with the UK GDPR and the new AI governance policies.
[bookmark: _Toc227272922]3.2 External Stakeholders
External stakeholders are guests and corporate customers whose approval will determine the commercial success of StaySmart+, and technology providers who will provide AI engines, property management systems, and mobile applications platform. According to the industry research, supplier relationships in digital hospitality projects are not transactional, but strategic due to the direct effect of the quality of the guest experience and operational reliability on the performance of the vendors (Buhalis et al., 2023). Other external stakeholders are regulators like the Information Commissioner Office and respective German data protection authorities, industry associations like UKHospitality, media and review sites like TripAdvisor and Booking.com, local communities to the hotel sites, Whitbread Plc stockholders, and non governmental organisations that stress the importance of sustainable tourism practices. Systematic categorisation enables project managers to plan proportional engagement strategies, and prevent patterns of failed rollouts of hospitality where critical voices are only realised once problems arise (Mjembe, Koens and Calvi, 2023).
[bookmark: _Toc227272923]4.0 Roles, Responsibilities, Benefits and Challenges
After defining the stakeholders in a systemized manner, the project managers need to define certain roles, responsibilities that accompany them, benefits that will be delivered to the StaySmart+, and obstacles on the way of delivery (Eskerod and Larsen, 2018). Role clarity also decreases redundancies in work, accelerates the decision making processes, and eliminates disengagement when it comes to large rollouts of services in complicated hospitality environments (Line, Hanks and Zhang, 2023).
The Whitbread executive team and the managing director of Premier Inn are the project sponsors and have the final responsibility of strategic direction and allocation of resources. They are charged with the responsibility of approving business cases, releasing funds to support technology infrastructure and property refurbishment as well as eliminating blockers that cut across departmental boundaries. Their advantage is the power to make projects fit more broadly group strategy on digital transformation and sustainability agendas, with the key issue being how to balance StaySmart+ investment with other competing priorities like new build hotel programmes and net zero capital requirements (Bourne, 2022). The product development and IT teams are responsible in designing, developing, testing and maintaining AI powered tools, personalised travel planning engines and mobile application platforms. They also introduce a high level of technical expertise and experience with the current property management systems, but struggle to meet high timelines and provide cybersecurity resilience and adherence to the UK GDPR regulations (Fatima and Elbanna, 2023).
Brand positioning strategies, development of a launch campaign, integration of a loyalty programme with the help of the Premier Inn Business Account, and optimal pricing via the direct and third party distribution channels are the responsibilities of marketing and sales functions. Their advantage is that they have a more detailed insight into customer segments and distribution economics, but they have to overcome the difficulties in promoting AI led service value propositions without making guests frightened about the issues of data usage and privacy (Khan and Khan, 2022). The role of hotel general manager and front line personnel is to run StaySmart+ day-to-day, check in guests that consume new services, solve operational issues on the fly and feed back information to central project teams. They import invaluable tacit knowledge of the behaviour patterns of guests and areas where the business is operational bottlenecks, yet they are frequently exposed to work intensification and change fatigue when implementing the technology involves the need to develop new skills (Kim, Milne and Fisher, 2022).
Human resources and training teams come to the rescue by creating a holistic induction package, training supervisors on change management, and tracking staff wellbeing indicators by addressing well documented risks of service failure in the face of a rapid organisational change (Ogbeibu et al., 2024). External stakeholders are associated with unique advantages and have their own challenges during project lifecycles. Guests can also serve as sources of revenues, reviews, referrals, and their voluntary adoption of StaySmart+ is considered the key indicator of the project success, yet they might be reluctant to provide personal information or use new technologies without evident value propositions (Line, Hanks and Zhang, 2023). Vendors of technology offer domain expertise, speed to market, and access to ever-improving AI models, but create the risk of dependency and may create certain commercial friction around service level agreements. Regulators (like the Information Commissioner office) safeguard guests and set parameters of responsible AI application in hospitality settings, and industry associations and media outlets affect corporate reputations by reporting on allegations of service reliability and sustainability (Font, Higham and Miller, 2023).
[bookmark: _Toc227272924]5.0 Frameworks, Models and Theories for Stakeholder Engagement
To work with stakeholders, it is essential to have complex frameworks that categorize stakeholders based on power and interest levels, assign responsibility in specific project tasks, and organize communication actions into lifecycle phases of the entire project (Eskerod and Larsen, 2018). The subsections below implement the stakeholder matrix, RACI matrix, engagement plan, and communication plan to the implementation of StaySmart+ in particular.
[bookmark: _Toc227272925]5.1 Stakeholder Matrix
The Mendelow power and interest matrix has been a popular and empirically tested instrument of prioritising effort and resources to engage with an organisation, still being extensively used in modern practice of project management across service sectors where there is a high level of stakeholder complexity (Mendelow, 1991; Bourne, 2022). Whitbread executive teams, Premier Inn managing directors, and lead technology vendors are high power and high interest stakeholders, and need to be carefully managed via frequent steering committee meetings, detailed progress reporting and active issue escalation procedures. Institutional investors, regulatory authorities, and sustainability auditors should be content with high power and low interest groups by providing briefings and compliance updates that cover certain concerns without bombarding them with operational specifics (Line, Hanks and Zhang, 2023). Low power groups and high interest groups like front line staff, hotel general managers and loyal guests are to be informed and actively engaged by extensive training programmes, pilot implementations, and guest feedback panels, whilst low power and low interest groups must be monitored using a less forceful method of communication.
[image: The image depicts a Power and Interest Matrix for Premier Inn's StaySmart+ Service Launch, categorizing stakeholders by their influence and interest levels, from high to low.

AI-generated content may be incorrect.]
[bookmark: _Toc227272926]5.2 RACI Matrix
The RACI assigns the responsibility of certain project tasks systematically, with a clear division of responsibility, accountability, consultation, and information on who is responsible, accountable, consulted, and informed about specific critical activities, creating less ambiguity and quicker decision making within delivery processes (Cabanillas et al., 2012; Bourne, 2022). Empirical studies on hospitality technology projects recently have shown that teams that have formal responsibility matrices have much lower reported delays and well-defined escalation pathways than those that have informal responsibility assignments (Kim, Milne and Fisher, 2022).
	Task
	Sponsor
	PM
	Product/IT
	Marketing
	Hotel GM

	Approve business case
	A
	R
	C
	C
	I

	Design AI tools
	I
	A
	R
	C
	C

	Launch marketing
	I
	A
	C
	R
	I

	Train staff
	I
	A
	C
	I
	R

	Operate service
	I
	C
	C
	I
	R/A


Figure 2: RACI Matrix for Key StaySmart+ Tasks. Source: Adapted from Cabanillas et al. (2012).
Engagement plans determine the participation of each group of stakeholders in a systematic manner and rollout over six months, and communication plans outline the channel, frequency, and ownership of the message (Bourne, 2022). Engagement with the executive teams, as well as the sponsor, is in the form of monthly steering committee meetings with supporting extensive dashboards of scope, cost, time, risk, and benefits realisation. Engagement to the hotel general managers and the direct staff involves regional briefing, pilot projects in the flagship hotels in London and Birmingham and communities of practice where supervisors exchange lessons learned. In app messaging, loyalty programme emails, and on site ambassadors who introduce StaySmart+ to guests in the first weeks after launch are used to engage guests (Kim, Milne and Fisher, 2022). Vendors of technology also have meetings with the working group on a regular basis, usually once a week, and quarterly reviews of governance to test performance against service level agreements. Structured written updates to regulators and investors are provided in line with existent reporting cycles and do not create information overload (Font, Higham and Miller, 2023).
[bookmark: _Toc227272927]6.0 The Engagement Process and Conflict Management: The 4Cs Model
The participation of stakeholders in delivery steps is not a one-time and isolated action, but continuous and dynamic processes, and it is the responsibility of project managers to ensure relationships formed in the planning stages are maintained throughout implementation periods (Bourne, 2022). The 4Cs model of communication, collaboration, consultation, and commitment provides both practical and theoretically underpinning frameworks of how to systematically structure engagement activities throughout the StaySmart+ rollouts and successfully address conflicts that are bound to occur when various groups with different priorities are united (Ashcroft, 2017).
[bookmark: _Toc227272928]6.1 Communication
The first step in effective communication is building common understanding of the project vision, scope, deliverables and benefits, and project managers can achieve this through systematic communication using full kick off events, brief but detailed project charters and when the managing directors of Premier Inn put their stamp on the project through visible messages (Christopher, Payne and Ballantyne, 2013). Continuous communication uses judiciously chosen channel mixes that are specifically oriented to each target group and short weekly status reports to hotel general managers with operational updates, monthly steering committees to executive teams with strategic progress and visual dashboards to operational supervisors with real time performance indicators. Modern studies of project communication show that the frequency and richness of messages transmitted must be systematically adjusted to the urgency and complexity of decisions that must be made as digital channels are seldom sufficient to create the depth of trust experienced in face to face communication in critical project situations (Ruck, Welch and Menara, 2017).
[image: The image is a visual representation of a stakeholder communication plan for the launch of Premier Inn's StaySmart+ service, detailing various stakeholder groups, their roles, meeting frequencies, and communication channels.
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[bookmark: _Toc227272929]6.2 Collaboration
Collaboration shifts engagement out of one-way flow of information to actually joint problem solving across functional and organisational borders to generate shared ownership of results and solutions (Ashcroft, 2017). In the case of StaySmart+, project managers create cross functional working groups which bring together systematic product development, IT, operations, marketing, sustainability and legal colleagues with lead vendors in AI engine development and mobile platform development. Guest journey mapping and service design workshops enable the participants to create solutions with structure and not be handed the decisions by central project teams, greatly boosting the ownership levels and final output quality. Scholarly research on the innovation processes in hospitality reveals that collaborative frameworks bring significantly higher levels of adoption success than hierarchical implementations, especially in situations where front line employees are viewed as actual partners, rather than as passive receivers of change initiatives (Line, Hanks and Zhang, 2023).
[bookmark: _Toc227272930]6.3 Consultation and Commitment
Consultation is positioned between communication and collaboration, which is a clear indication that project sponsors have made stakeholders views active and taken seriously even though the final decision making authority can be left to them (Bourne, 2022). In the case of StaySmart+, the project managers will consult front line staff systematically, on AI guest interaction scripts design, using structured focus groups in pilot hotels, invite regulatory authorities to consider data protection impact assessments far in advance of actual launches, and arrange guest panels to test messaging strategies on personalisation and sustainability features. Consultation processes are authentic and stakeholder feedback is evident in ultimate design choices, they contribute a lot to the commitment of participants (Mzembe, Koens and Calvi, 2023).
Devotion ensures continued involvement after the initial novelty is over and actual operation requirements of delivery are made obvious to all stakeholders.Project managers foster commitment by structurally connecting individual and group goals to the set SMART targets of StaySmart+, celebrating the initial successes in pilot hotels, and safeguarding sufficient resources in training and recovery time in front line teams. Specific recognition programmes that come with the introduction of new products and services are indicative of the fact that leadership appreciates hard work that is needed. Devoted stakeholders prove to be more resilient when things go wrong and they tend to enroll colleagues into constructive discourses regarding projects, which speeds up the adoption of projects into more extensive property networks .
Within StaySmart+, it is most likely that there will be conflicts between the speed of rollout and the depth of testing, the pressure of costs and the demands of service quality, and the central standardisation requirements and the local adaptation needs. Project managers use Thomas Kilmann conflict mode tools to choose the right reactions to combine collaboration in a complex and high stakes conflict with compromise in time sensitive operational conflicts (Caputo et al., 2022). Steering committees discourage the urge to develop small disagreements into deeply rooted stances early on, and mediated by human resources promotes the resolution of interpersonal tensions when a cross functional team develops interpersonal tensions (Ashcroft, 2017).
[bookmark: _Toc227272931]7.0 Impact of Stakeholder Engagement on Business Performance and Recommendations
Stakeholder engagement can positively impact business performance, creating quantifiable benefits on financial, operational, and reputational levels of business performance, which is why stakeholder management has become a main focus of strategic management in service oriented companies that operate in competitive markets (Freudenreich, Ludeke Freund and Schaltegger, 2022). In the case of Premier Inn, effective stakeholder involvement in the projects of StaySmart+ will contribute to the growth of revenues by enhancing the rate of adoption of new services offered by the company, protecting operating margins by minimizing rework and service failures in the processes of launching new services, and enhancing brand equity due to favorable experiences of guests and the positive media coverage of the processes of introducing new services.
The flow of revenue impact is mainly due to increased occupancy and average daily rates in the property where the StaySmart+ creates unique and valued guest experiences and supported by loyalty programme uplift in the Premier Inn Business Account programmes and repeat visit patterns of the leisure guests who are especially concerned with personalised travel planning capabilities (Line, Hanks and Zhang, 2023). Empirical studies on adoption patterns of hotel technologies, occurred in the recent past, have shown higher adoption rates of between fifteen and thirty per cent of the projects based on structured stakeholder engagement, compared to other similar projects where top down implementation instructions are the guiding principle, since front line staff members would be strong advocates of tools and services that they helped design during development phases (Kim, Milne and Fisher, 2022). Operational impact encompasses quantifiable improvements in check in processing time, dramatic savings in energy usage by using smart room controls and optimised heating systems and tangible decreases in guest complaints due to enhanced clarity of digital communications and increased responsiveness of service delivery.
Reputational effect is in the form of better TripAdvisor and Booking.com review scores, positive media coverage of Whitbread Plc as a responsible adopter of artificial intelligence technologies, and better investor perception of quality of management and strategic direction, which also promotes group cost of capital and financial flexibility (Font, Higham and Miller, 2023). Reduction of risk is also another important benefit of a good stakeholder engagement, as early consultation with regulatory bodies and legal compliance teams can significantly decrease the probability of enforcement under UK GDPR and new AI regulation frameworks, whereas a good training process and well-developed communication plans can significantly decrease operational and reputational risks at the level of an individual property. Simultaneously, project managers should not overlook any ethical aspects of stakeholder engagement during the implementation processes and make sure that both personnel and visitors are informed of how personal information is gathered, processed, and utilized (Ogbeibu et al., 2024).
Based on detailed analysis above, one can formulate six particular recommendations to enhance stakeholder engagement at Premier Inn in StaySmart+ projects and in service launches in future across the organisation. To start with, project managers need to engage Whitbread executive teams to institutionalise extensive stakeholder engagement policies that are signed at the board level and establish minimum standards of identification, consultation and feedback procedures in all major projects (Bourne, 2022). Second, the organisation is to invest strategically in digital platforms of stakeholder engagement that centralise contact records, engagement activities and feedback data, allowing project managers and hotel general managers to monitor the relationship health across the properties in near real time and detect emerging issues before they degenerate into serious problems (Buhalis et al., 2023).
Third, Premier Inn ought to strategically increase the application of piloting hotels as formal learning settings, formal retrospectives comprising front line staff, guests, and vendor partners that feed into scaling decisions and avoid causing preventable errors to recur (Kim, Milne and Fisher, 2022). Fourth, the group must enhance the engagement of external stakeholders and participate in industry working groups on responsible AI applications and sustainable tourism practices to establish positive relations with regulatory bodies and non governmental organisations in advance of any controversial matters (Font, Higham and Miller, 2023). Fifth, human resources functions ought to integrate actively the engagement skills like active listening, facilitation, and cross cultural communication in leadership development programmes in a systematic fashion. Sixth, boards are to instruct the annual independent evaluation of the quality of stakeholder engagement of all major projects based on quantitative measures and qualitative interviews with the representatives (Freudenreich, Ludeke Freund and Schaltegger, 2022).
[bookmark: _Toc227272932]8.0 Conclusion
In this report, the roles in stakeholder engagement in the launch of the StaySmart+ service in Premier Inn have been examined and the theoretical frameworks of the stakeholders to the real hospitality scenarios have been applied. The SWOT and PESTLE tools of the situational analysis proved that Premier Inn is both operationally large and financially powerful and has digital and sustainability opportunities, but has cost pressures and regulatory threats. The internal stakeholders were the executive sponsors through to the front line staff and the external stakeholders were the guests through to the regulatory authorities, the roles, responsibilities, benefits, and challenges of each stakeholder were analysed in the report. The use of stakeholder matrices, RACF tools, and engagement models illustrated how the theory is applicable to practice in management. The model of engagement process discussion was based on the 4Cs model and was supported with the conflict management approaches. The impact assessment indicated that disciplined engagement contributes to the growth of revenues, efficiency increase and reduction of risks. In general, it has been shown that organisations generate sustainable value by engaging stakeholders as true partners in the implementation of deliveries (Freudenreich, Ludeke Freund and Schaltegger, 2022).
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Source: Author, adapted from Mendelow (1991) and Bourne (2022).





image2.png
Premier Inn taymartt Service Launch

| stakenolder Group | Stakeholder Meeting (Frequency)

Interal to Project | Project Manager v v v v v v
Product Development and IT
Frodu v v v v v
Warketing and Sales Leads v v v v v v
Piot Hotel General Managers v v v v v v
‘Sustainabily Project Lead v v v v
Internal to
Ot ion | witoreag Executve Team v v v v
Premier nn Managing Director v v v v
Finance and Procurement v v v v
Human Resources and Training v v v v
Legal and Compliance v v v v
Front Line Staff v
External to
O ion | Lead Al Technology Vendors v v v v v v
Information Commissioner's
porm v v v
Whitbread Pic Shareholders v v v v
Guests and Corporate Clents v
UKHospialty, Association v v
Wedia and Review Sites v v

Figure 4 Stakeholder Communication Plan for the StaySmajt+ rollout across UK and German Premier Inn properties.
Source: Author, adapted from Bourne (2022) and Ghristopher, Payne and Ballantyne (2013).




