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Stakeholder Analysis and Engagement for the Launch of “Stay Smart” at The Savoy London
Introduction
The hospitality industry has experienced significant transformation in recent years due to technological innovation, changing customer expectations, and growing concern for sustainability. In the luxury hotel sector, guests increasingly expect not only high standards of comfort and service, but also digital convenience, personalised experiences, and environmentally responsible operations (Kotler, Bowen and Makens, 2017). As a result, premium hotels must innovate continuously in order to remain competitive and meet the evolving needs of modern travellers.
This report examines the proposed launch of a premium customer experience service called “Stay Smart” at The Savoy London. The service is designed to integrate AI-driven guest tools, personalised travel planning, and sustainability-focused amenities in order to improve comfort, efficiency, and brand differentiation. The project is expected to be delivered within a six-month timeline, making effective stakeholder management an essential factor in its success. In project management, stakeholders are individuals or groups who can influence or are influenced by a project, and their support is often critical to successful implementation No table of contents entries found.(Freeman, 1984).
The Savoy provides an appropriate case study because it is one of London’s most prestigious hotels and operates in a highly competitive luxury market. While its brand heritage is a major advantage, the hotel must also respond to modern trends in smart hospitality and sustainable service. The introduction of “Stay Smart” therefore represents both a strategic opportunity and a management challenge. As project manager, the key responsibility is to identify internal and external stakeholders, analyse their interests and influence, engage them effectively, and assess the benefits, challenges, and ethical implications associated with their involvement.
This report begins by introducing The Savoy and analysing its strategic position through SWOT and PEST frameworks. It then identifies the key stakeholders connected to the “Stay Smart” project and explains their roles, benefits, and challenges. The report applies stakeholder engagement strategies and uses the 4C’s model—communication, cooperation, coordination, and collaboration—to evaluate how stakeholders should be managed throughout the project. Finally, the report considers the ethical issues connected to stakeholder engagement, particularly in relation to data privacy, employee wellbeing, fairness, and sustainability claims.
Overall, the report argues that stakeholder engagement is central to the successful launch of “Stay Smart.” In a luxury hospitality environment, service innovation depends not only on good technology or creative ideas, but also on effective relationships between the organisation and the people who shape, deliver, regulate, and experience the service (Johnson, Scholes and Whittington, 2008).


Company Introduction: The Savoy London
The Savoy London is one of the most recognisable and prestigious luxury hotels in the United Kingdom. Opened in 1889, it has developed a strong international reputation for elegance, innovation, and exceptional guest service. Located on the Strand in central London, the hotel benefits from close proximity to key cultural, business, and tourist destinations such as Covent Garden, the River Thames, and the West End. This strategic location makes it attractive to a wide variety of guests, including affluent tourists, business travellers, celebrities, and international visitors seeking premium accommodation.
The Savoy’s brand is built on a combination of heritage and excellence. It is widely associated with refined hospitality, fine dining, luxury interiors, and personalised attention to guests. These characteristics position the hotel strongly within the five-star segment of the London market. However, operating in the luxury hospitality sector also creates high expectations. Guests increasingly want not only comfort and prestige, but also speed, convenience, personalisation, and visible commitment to sustainability (Jones, Hillier and Comfort, 2016). This means that established hotels such as The Savoy must continue to evolve if they wish to preserve their competitive advantage.
The proposed “Stay Smart” service is intended to support this evolution. It combines AI-based guest tools, personalised travel support, and sustainability-focused room and service features. These elements are designed to improve operational efficiency while also enhancing the guest experience. For example, AI may support digital concierge services or room preferences, while personalised travel planning can help tailor local experiences to guest interests. Sustainability-focused amenities may include refillable premium products, reduced single-use materials, and energy-efficient settings, all of which reflect growing consumer interest in responsible luxury.
The introduction of this service is strategically significant because it allows The Savoy to respond to major industry trends without abandoning its established brand identity. Instead, the service can be positioned as an enhancement to traditional luxury rather than a replacement for it. However, such a project requires careful planning and broad stakeholder support. Employees must be trained, technology systems must be reliable, suppliers must meet premium standards, and guests must trust the service. As a result, stakeholder analysis is essential to ensure that the new service is both operationally successful and consistent with The Savoy’s brand values.






Overview of the “Stay Smart” Premium Customer Experience
“Stay Smart” is a premium service concept designed to enhance guest comfort, convenience, and satisfaction through the integration of technology, personalisation, and sustainability. In the hospitality industry, service innovation increasingly involves creating experiences that are seamless, intelligent, and tailored to customer needs rather than simply adding isolated features (Sigala, 2018). This proposal reflects that trend by combining several service dimensions into one coherent premium offering.
The first dimension of “Stay Smart” is AI-driven guest tools. These tools could include mobile or in-room digital concierge functions, automated responses to common guest requests, preference-based suggestions, and smart room controls. The main purpose is to give guests faster access to information and support, while also reducing friction in routine interactions. In a luxury hotel, however, technology should not replace personalised hospitality; instead, it should support staff in delivering more efficient and attentive service.
The second dimension is personalised travel planning. This element would provide guests with tailored recommendations based on their preferences, schedule, and travel purpose. For example, business travellers may value efficient transport planning and time-saving recommendations, while leisure travellers may want curated cultural activities, shopping suggestions, or dining reservations. Personalisation can improve perceived value because it makes the hotel experience feel unique and responsive.
The third dimension is sustainability-focused amenities. This could involve refillable toiletries, environmentally responsible sourcing, digital guest information, lower-waste room servicing options, and energy-efficient systems. Sustainability has become an important issue in hospitality, especially as consumers become more aware of environmental impact and expect businesses to demonstrate responsible practices (Jones, Hillier and Comfort, 2016). The challenge for a luxury hotel is to ensure that sustainable options are not perceived as lower quality but as part of a more thoughtful and modern premium experience.
The final dimension is brand differentiation. By offering an integrated service that combines smart technology, personalised travel support, and sustainable comfort, The Savoy can distinguish itself from competitors in London’s luxury hotel market. In this sense, “Stay Smart” is not just an operational project but a strategic initiative that contributes to long-term positioning and guest loyalty.







SWOT Analysis of The Savoy London
A SWOT analysis helps evaluate the internal strengths and weaknesses of the hotel, as well as the external opportunities and threats affecting the launch of “Stay Smart” (Johnson, Scholes and Whittington, 2008).
Strengths
One of The Savoy’s main strengths is its strong global brand reputation. The hotel is internationally associated with luxury, heritage, and service excellence, which gives credibility to a premium innovation project. Guests may be more willing to adopt a new service from a trusted brand with a history of quality. Another strength is its prime London location, which supports the personalised travel planning aspect of “Stay Smart” by giving guests access to a wide range of cultural, business, and leisure opportunities. In addition, The Savoy benefits from an experienced workforce with strong expertise in guest service, which is particularly important in ensuring that technology is integrated without reducing the personal touch. The hotel also serves an affluent target market, meaning that many customers may be prepared to pay for premium convenience and enhanced experiences.
Weaknesses
A significant weakness is the complexity of change in a heritage luxury environment. Established service cultures can be resistant to innovation, especially when employees believe that traditional hospitality values may be weakened by digital systems. A second weakness is the high cost of implementation, including investment in AI technology, training, sustainable amenities, and marketing. A third weakness is the potential difficulty of integrating new systems into existing operations without disrupting service quality. In luxury hospitality, even small failures can have a large reputational impact.
Opportunities
The external environment presents several opportunities. One important opportunity is the growing demand for smart, efficient, and personalised guest experiences, especially among international and younger luxury travellers (Sigala, 2018). Another opportunity is the increasing value placed on sustainability in hospitality, which allows The Savoy to strengthen its reputation by combining luxury with responsible practice. The project may also improve customer loyalty, encourage repeat visits, and increase positive reviews and brand visibility. Furthermore, it creates partnership opportunities with local tourism providers and sustainable suppliers.
Threats
The most significant threat is competition from other luxury hotels in London, many of which are also investing in guest technology and eco-conscious branding. Another threat is cybersecurity and data privacy risk, particularly because AI-based systems rely on guest information. Any breach or misuse of data could damage trust and brand reputation. There is also the risk that some guests may reject digital tools if they prefer traditional face-to-face service. Finally, external economic uncertainty may reduce demand or make the hotel more cautious about major investment.

PEST Analysis of The Savoy London
The PEST framework examines the political, economic, social, and technological factors that shape the environment in which the hotel operates.
Political Factors
The Savoy must operate in line with UK legislation on employment, consumer rights, health and safety, accessibility, and data protection. The use of AI-driven guest tools means that data collection and processing must be carefully managed. Legal compliance is therefore essential, especially regarding guest privacy and secure handling of personal information. Sustainability policies and public pressure for responsible business may also influence hotel practices.
Economic Factors
The economic environment affects both costs and demand. London hotels face high labour costs, utility expenses, and supply chain pressures, all of which can influence the financial feasibility of new service development. At the same time, the premium hospitality market may still offer strong revenue potential because affluent guests often value experience quality over price alone. If “Stay Smart” adds perceived value, it may justify premium pricing and encourage direct bookings.
Social Factors
Social trends strongly support the service concept. Guests increasingly expect convenience, fast digital access, customised experiences, and responsible environmental practice (Kotler, Bowen and Makens, 2017). However, not all guests want the same level of digital interaction. In luxury hospitality, there remains a strong social preference for human warmth, professionalism, and discretion. Therefore, The Savoy must balance technology with traditional service values.
Technological Factors
Technology is a key enabler of the “Stay Smart” project. AI systems, digital concierge platforms, data analytics, and smart room controls can all improve efficiency and personalisation. However, technological dependence also introduces risk. Systems must be secure, user-friendly, and integrated smoothly into existing hotel operations. Technical failure or poor usability could undermine the guest experience instead of improving it.



Identification of Internal and External Stakeholders
Stakeholder theory suggests that organisations perform more effectively when they recognise and respond to the interests of those who affect or are affected by their activities (Freeman, 1984). For “Stay Smart,” both internal and external stakeholders are highly relevant because the service involves strategic, operational, technological, and customer-facing changes.
Internal Stakeholders
Internal stakeholders include the executive board and hotel owners, who approve the project and allocate resources. The general manager oversees operational delivery and ensures alignment with the hotel’s service standards. The project manager coordinates timelines, departments, and communication. Other internal stakeholders include the front office team, concierge team, housekeeping staff, food and beverage department, IT department, marketing and sales team, human resources department, finance team, and operations or sustainability managers.
External Stakeholders
External stakeholders include guests, who are the end users of the service and whose satisfaction is critical to success. They also include technology vendors, AI system providers, suppliers of sustainable amenities, local tourism and travel partners, regulatory bodies, corporate clients, investors or shareholders, the local community, and media or online review platforms. Each group has a different relationship with the hotel and a different degree of influence over project outcomes.














List of Key Internal and External Stakeholders
	Stakeholder Type
	Stakeholder
	Interest in “Stay Smart”

	Internal
	Executive board / owners
	Profitability, brand value, strategic fit

	Internal
	General manager
	Operational success, service quality

	Internal
	Project manager
	Delivery on time, stakeholder coordination

	Internal
	Front office staff
	Guest communication, daily service delivery

	Internal
	Concierge team
	Personalised travel support

	Internal
	Housekeeping
	Sustainable room amenities and standards

	Internal
	IT department
	System integration, maintenance, cybersecurity

	Internal
	Marketing and sales
	Promotion, brand differentiation, revenue

	Internal
	Human resources
	Training, change management

	Internal
	Finance
	Budget, investment control

	External
	Guests
	Comfort, convenience, privacy, service quality

	External
	Technology vendors
	System performance, contract delivery

	External
	Sustainable suppliers
	Product quality, reliability

	External
	Travel partners
	Local experiences, coordinated service

	External
	Regulators
	Compliance, consumer and data protection

	External
	Corporate clients
	Premium value for business travellers

	External
	Investors / shareholders
	Financial returns, long-term competitiveness

	External
	Local community
	Responsible tourism, local partnerships

	External
	Media / review sites
	Brand image and public perception









Responsibilities, Benefits, and Challenges of Stakeholders
The executive board and owners are responsible for approving the project, setting strategic priorities, and providing financial support. Their main benefit is that they offer authority, legitimacy, and long-term vision. However, they may be concerned about implementation cost, brand risk, and uncertain return on investment.
The general manager is responsible for ensuring that the project fits within hotel operations and service expectations. This role brings operational leadership and cross-department influence, but may face pressure in balancing project demands with day-to-day hotel management.
The project manager coordinates planning, scheduling, communication, and risk control. This role adds structure and accountability, but faces the challenge of balancing conflicting interests and managing tight deadlines.
The front office and concierge staff are responsible for introducing the service to guests, supporting adoption, and maintaining a premium human experience. Their benefit lies in direct guest contact and practical understanding of customer expectations. Their challenge is adapting to new systems without feeling that technology reduces the value of their roles.
The housekeeping department is responsible for implementing sustainable amenities and maintaining room standards. They help turn sustainability goals into visible action. Their challenge is ensuring that new procedures remain efficient while still meeting luxury expectations.
The IT department is responsible for system setup, integration, maintenance, and data security. Their contribution is essential for reliability and safe use of guest information. However, they face pressure to prevent technical failure, protect privacy, and support non-technical staff.
The marketing and sales team is responsible for promoting “Stay Smart” and positioning it as a distinctive premium service. Their benefit is stronger brand visibility and possible revenue growth. Their challenge is ensuring that promotional claims remain realistic and consistent with actual service delivery.
The human resources department supports recruitment, staff communication, and training. Their contribution is important in reducing resistance and improving confidence. Their challenge is managing anxiety around change and ensuring all relevant staff are prepared.
Among external stakeholders, guests are central. They benefit from convenience, comfort, efficiency, and personalisation, but may have concerns about privacy, over-automation, or reduced human contact. Technology vendors bring innovation and technical expertise but may face service-level pressures. Suppliers contribute to quality and sustainability credibility, but may struggle with consistency or cost. Regulators protect legal and ethical standards, while corporate clients, investors, and the local community shape broader commercial and reputational outcomes.

Stakeholder Engagement Strategies
Stakeholder engagement should be based on levels of power, interest, and project influence. The power-interest matrix is useful here because it helps the project manager decide which stakeholders should be managed closely, kept satisfied, kept informed, or monitored (Johnson, Scholes and Whittington, 2008).
High-power, high-interest stakeholders, such as owners, senior leaders, and the general manager, should be managed closely through regular meetings, progress reports, and strategic updates. High-power, lower-interest stakeholders, such as some investors or regulators, should be kept satisfied through concise communication focused on outcomes and compliance.
High-interest, lower-power stakeholders, such as frontline employees and guests, should be kept informed and actively involved where possible. This can be done through training sessions, workshops, pilot testing, guest surveys, and feedback mechanisms. Finally, lower-power, lower-interest stakeholders should be monitored in case their influence changes.
Specific engagement strategies include:
· Senior management engagement: monthly project reports, risk reviews, budget control meetings.
· Employee engagement: workshops, training, briefings, and feedback channels.
· Guest engagement: pre-arrival communication, in-room guidance, post-stay surveys, and pilot testing.
· Supplier and vendor engagement: service-level agreements, milestone reviews, and ongoing technical meetings.
· Regulatory engagement: early compliance review, legal consultation, and transparent data handling procedures.
Successful engagement requires two-way communication. Stakeholders must not only receive information but also have opportunities to share concerns, ideas, and recommendations.








Evaluating Stakeholder Engagement Using the 4C’s Model
The 4C’s model provides a useful framework for evaluating stakeholder engagement. In this case, the model is applied through communication, cooperation, coordination, and collaboration.
Communication
Communication ensures that stakeholders understand the purpose and value of “Stay Smart.” Clear communication reduces uncertainty and helps manage expectations. The benefit is greater trust and lower resistance to change. The challenge is that different stakeholders require different communication styles and levels of detail.
Cooperation
Cooperation involves stakeholders supporting the project within their own roles. For example, housekeeping must follow sustainable procedures, while front office teams must promote the service confidently. The benefit is smoother day-to-day implementation. The challenge is that departments may have conflicting priorities.
Coordination
Coordination refers to aligning people, processes, and timelines. Since “Stay Smart” combines technology, service redesign, and sustainability initiatives, departments must work together closely. The benefit is service consistency. The challenge is complexity, especially within a limited six-month timeframe.
Collaboration
Collaboration involves deeper involvement in problem-solving and innovation. Staff, managers, vendors, and even guests can help shape final service design. The benefit is stronger ownership and better solutions. The challenge is that collaboration takes time and requires trust and openness.
Overall, the 4C’s model shows that strong stakeholder engagement depends not only on informing people, but also on building working relationships that support effective implementation.








Benefits, Challenges, and Ethical Considerations in Stakeholder Engagement
Stakeholder engagement offers many benefits. It improves decision-making by including multiple perspectives, increases employee commitment, strengthens service design, and reduces the risk of project failure (Freeman, 1984). In hospitality, where service quality depends heavily on people and processes, these benefits are especially important.
However, challenges remain. Stakeholders may have conflicting goals, and some may resist change. Time pressure may reduce the depth of consultation, while communication failures may create confusion or mistrust. In addition, power imbalances may cause important voices, especially those of frontline employees, to be overlooked.
Ethical issues are central to this project. The use of AI raises concerns about data privacy, consent, and algorithmic fairness. Guests must know how their data is used and have confidence that it is secure. There is also an ethical obligation to ensure that employees are treated fairly and supported through change. If AI is introduced in a way that creates fear, secrecy, or job insecurity, stakeholder trust may be damaged. Finally, sustainability claims must be genuine. If the hotel promotes environmentally responsible amenities without meaningful action, it risks accusations of greenwashing, which can damage brand credibility.
For these reasons, ethical stakeholder engagement requires transparency, inclusion, fairness, and honesty. These values are particularly important in luxury hospitality, where trust and reputation are key business assets.















Six-Month Implementation and Engagement Timeline
A six-month project timeline requires phased engagement.
Month 1
Project initiation, stakeholder identification, and approval from senior management.
Month 2
Consultation with departments, selection of vendors and suppliers, and development of engagement plans.
Month 3
System configuration, sustainability sourcing, internal planning, and compliance review.
Month 4
Staff training, process testing, and internal feedback sessions.
Month 5
Pilot launch with selected guests, collection of staff and guest feedback, and service refinement.
Month 6
Full launch, marketing campaign, stakeholder review, and post-implementation evaluation.
This timeline supports continuous engagement rather than one-off communication.













Recommendations
Several recommendations emerge from this analysis.
First, The Savoy should develop a formal stakeholder engagement plan from the start of the project. Second, the hotel should prioritise employee involvement and training, as staff are central to delivering a premium guest experience. Third, a pilot phase should be used before full launch in order to gather feedback and reduce risk. Fourth, data privacy and AI ethics must be built into the project from the beginning rather than treated as secondary concerns. Fifth, sustainability actions should be transparent and measurable to avoid greenwashing. Finally, cross-department communication should be strengthened so that all parts of the service remain consistent with the luxury standards of the hotel.






















Conclusion
The proposed launch of “Stay Smart” at The Savoy London represents a strategic opportunity to enhance guest experience through technology, personalisation, and sustainability. In an increasingly competitive luxury hotel market, such an initiative can strengthen brand differentiation, improve efficiency, and respond to modern customer expectations. However, the service cannot succeed through technology alone. Its success depends on the active support and effective management of a wide range of internal and external stakeholders.
This report has shown that stakeholder engagement is essential at every stage of the project. By identifying stakeholders clearly, understanding their roles and expectations, and applying structured engagement strategies, the project manager can improve communication, reduce resistance, and strengthen implementation quality. The 4C’s model—communication, cooperation, coordination, and collaboration—offers a useful way to evaluate how stakeholder relationships contribute to project success.
The report has also shown that stakeholder engagement brings both benefits and challenges. It improves decision-making, ownership, service quality, and risk management, but it also requires careful handling of conflicting interests, time pressure, and resistance to change. Ethical considerations such as privacy, fairness, employee wellbeing, accessibility, and sustainability credibility are particularly important in this project and must be managed responsibly.
In conclusion, “Stay Smart” has the potential to position The Savoy as a leader in smart and sustainable luxury hospitality. To achieve this, stakeholder engagement must be treated not as a secondary activity but as a core project management responsibility.
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