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                                      INTRODUCTION 

Hyatt Hotels Corporation is a globally recognized hospitality company renowned for its diverse portfolio of luxury and lifestyle brands. Founded by Jay Pritzker in 1957, Hyatt has grown from a single motel near Los Angeles International Airport into a leading hotel operator with a presence in over 75 countries across six continents.
At its core, Hyatt is driven by a purpose to care for people so they can be their best. This philosophy permeates every aspect of its operations, from guest experiences to employee development. The company manages, franchises, and licenses hotels and resorts under various brands, each offering a distinct experience tailored to different traveller needs. These include iconic brands like Park Hyatt for ultimate luxury, Grand Hyatt for grand-scale experiences, and Hyatt Regency for full-service business and leisure travel. For more contemporary and lifestyle-focused stays, Hyatt offers brands such as Andaz, Thompson Hotels, and Alila, known for their unique design, local immersion, and personalized service.
This mission is reflected in every aspect of the Hyatt experience. The company offers a spectrum of brands, each with a unique identity:
· Luxury: Park Hyatt provides unparalleled luxury, sophisticated design, and exceptional personalized service.
· Premium: Grand Hyatt offers expansive settings and world-class amenities for large-scale events and memorable stays, while Hyatt Regency provides full-service accommodations for both business and leisure travellers.
· Lifestyle: Brands like Andaz, Thompson Hotels, and Alila focus on unique design, local culture immersion, and vibrant social experiences.
· Select Service: Hyatt Centric and Caption by Hyatt offer stylish accommodations with essential amenities for modern travellers.
· All-Inclusive: Hyatt Zilara and Hyatt Ziva provide comprehensive all-inclusive resort experiences.
StaySmart+ is an innovative smart service initiative launched by Hyatt Regency London – The Churchill, designed to integrate advanced technology into the guest experience and operational management. It aims to create a more convenient, efficient, personalized, and comfortable stay while enhancing the hotel's operational efficiency and service quality.

                                      Company structure 
Hyatt Regency London – The Churchill: Organizational Structure
            
	Role
	Key Responsibilities

	General Manager & Area Vice President
(Guillaume Paupy, 2025–present)
	Overall hotel performance, strategy, financial results, brand standards, and regional portfolio oversight

	Hotel Manager
(Juan Manuel Dieguez, 2025–present)
	Day‑to‑day operations, department coordination, guest experience standards, supports General Manager



Core Departments & Structure
1. Food & Beverage (F&B)
· Head: Director of Food & Beverage → reports to Hotel Manager
· Direct reports: Assistant F&B Manager, Restaurant Manager (The Montagu Kitchen), Bar Manager (Churchill Bar & Terrace), In‑Room Dining Manager, Banqueting & Events F&B Manager
· Culinary: Executive Chef → reports to Hotel Manager, works closely with F&B Director
· Oversees kitchen operations, menu development, stewarding team (~35 staff)
· Total team: ~60 F&B colleagues
2. Rooms Division
· Head: Director of Rooms → reports to Hotel Manager
· Front Office: Front Office Manager, Duty Managers, Reception, Concierge, Reservations
· Housekeeping: Executive Housekeeper, Floor Supervisors, Room Attendants, Laundry & Linen
· Guest Services: Porterage, Transport, Guest Relations


3. Sales & Marketing
· Head: Director of Sales & Marketing → reports to General Manager
· Teams: Corporate Sales, MICE (Meetings, Incentives, Conferences, Exhibitions), Group Sales, Marketing & Communications, Revenue Management
· Focus: Business development, client relations, pricing strategy, brand promotion.
4. Finance
· Head: Director of Finance → reports to General Manager
· Teams: Accounts Payable/Receivable, Payroll, Credit Control, Management Accounting, Procurement
· Responsibilities: Budgeting, financial reporting, cost control, payment processing
5. Human Resources
· Head: Director of Human Resources → reports to General Manager
· Teams: Recruitment, Learning & Development, Employee Relations, Payroll & Benefits, Health & Safety
6. Engineering & Facilities
· Head: Chief Engineer → reports to Hotel Manager
· Teams: Maintenance, Plant Operations, Health & Safety Compliance, Energy Management
· Responsibilities: Building systems upkeep, repairs, sustainability initiatives, safety compliance
7. Security
· Head: Security Manager → reports to Hotel Manager
· Teams: Security Officers, Surveillance Operators
· Responsibilities: Guest/staff safety, property protection, emergency procedures
8. Information Technology
· Head: IT Manager → reports to Director of Finance or Hotel Manager
· Responsibilities: Systems management, reservations software, guest Wi‑Fi, data security, tech support


 Hyatt Regency London – The Churchill  SWOT and PESTE analysis


1. SWOT Analysis.

· Strengths
Prime central location: Situated in Marylebone, close to Marble Arch, Oxford Street, Hyde Park and Bond Street; quiet setting overlooking Portman Square yet with excellent transport links to airports and main stations – a key selling point for both business and leisure guests.
Strong brand and management: Operated by Hyatt International, with access to global loyalty programme World of Hyatt, operational standards and marketing resources; leadership also covers regional UK & Ireland responsibilities, bringing broader expertise.
High‑quality service reputation: Consistently rated highly for staff professionalism, attentiveness and personalised care; the Regency Club Lounge is a popular premium offering, adding value for higher‑paying guests.
Versatile facilities: 440 guest rooms including 50 suites, extensive meeting and event spaces, award‑winning dining outlets (The Montagu Kitchen, Churchill Bar & Terrace), fitness centre and private treatment rooms – catering to diverse guest needs.
Brand heritage: Distinctive identity tied to Sir Winston Churchill, blending classic British design with modern comfort, creating a differentiated positioning in the market.
 ❌ Weaknesses
Ageing infrastructure: Though refurbished in 2017, some guest rooms and areas now appear dated compared to newer luxury hotels in London; occasional guest feedback highlights worn furnishings and inconsistent decor quality.
Premium pricing perception: Rates are often at the higher end of the market, with some guests feeling value for money is not fully delivered; additional service charges and unexpected fees also draw criticism.
Inconsistent service delivery: While overall standards are high, isolated reports of slow service, lack of consistency in loyalty programme benefits, and occasional staff attitude issues risk eroding guest satisfaction.
High operational costs: Central London location brings high property costs, labour expenses and utility bills, which put pressure on profit margins.
Limited unique selling points: Competes with a large number of 5‑star hotels in the area; without further differentiation, it risks being viewed as “just another luxury hotel”.
 🚀 Opportunities
Target growth segments: Expand focus on MICE (Meetings, Incentives, Conferences, Exhibitions) as international business travel recovers; develop tailored packages for family travellers and wellness tourism.
Enhance sustainability: Introduce more eco‑friendly practices – energy efficiency, zero‑waste programmes, local sourcing – aligning with rising consumer demand for responsible travel, and meeting upcoming regulatory requirements.
Upgrade and reposition: Invest in targeted refurbishments to modernise rooms and facilities, while retaining the heritage theme; create more distinct premium experiences to justify pricing.
Digital transformation: Expand use of technology – mobile check‑in/out, personalised digital services, AI‑driven guest engagement – to improve efficiency and guest experience.
Loyalty programme development: Deepen engagement with World of Hyatt members through exclusive experiences and benefits to increase repeat stays and revenue per guest.
 ⚠️ Threats
Intense market competition: London’s luxury hotel market is crowded, with new entrants and established competitors offering modern facilities, lower rates or unique experiences, putting pressure on occupancy and rates.
Economic volatility: High inflation, rising interest rates and fluctuating exchange rates reduce disposable income and corporate travel budgets, potentially lowering demand and pricing power.
Rising operational costs: Continued increases in energy prices, minimum wage rises and supply chain costs squeeze margins; the hotel may face a dilemma of raising prices or accepting lower profitability.
Changing travel patterns: Growth in remote working means less regular corporate travel; shift towards longer stays and budget‑conscious travel could impact traditional short‑stay luxury business.
Geopolitical and health risks: Global tensions, visa policy changes or future health crises could quickly reduce international visitor numbers and disrupt operations.

                                 2. PESTLE Analysis
 🗳️ Political
Government policies: UK government support for tourism and business travel provides a stable operating environment; however, changes in visa rules can affect inbound travel, particularly from key markets like China and India.
Taxation: High business rates, tourism taxes and potential future tax increases add cost pressures; London also has specific levies impacting hospitality businesses.
Regulations: Strict health, safety and accessibility regulations require ongoing compliance and investment.
Political stability: The UK’s stable political environment is positive for tourism, but policy shifts post‑Brexit still create some uncertainty for international travel and trade.
 💷 Economic
Inflation and costs: High inflation has driven up costs for labour, food, energy and supplies, significantly impacting profitability; these costs are difficult to pass fully onto guests without risking lower occupancy.
Exchange rates: Currency fluctuations affect international guest numbers – a strong pound makes the hotel more expensive for overseas visitors, while a weaker pound increases costs of imported goods.
Disposable income: Economic downturns reduce consumer spending power, particularly for luxury travel; corporate travel budgets also tighten during periods of economic uncertainty.
Interest rates: Higher borrowing costs make it more expensive to fund renovations or capital improvements.

👥 Social
Changing guest expectations: Modern travellers demand personalised experiences, wellness facilities, healthy dining options and sustainability commitments – the hotel must adapt its offerings to meet these needs.
Demographic shifts: Growth in older high‑net‑worth travellers and younger experience‑focused visitors requires tailored services and marketing approaches.
Work‑life changes: Rise of “pleasure” travel (combining business and leisure) and longer‑stay guests means the hotel should adapt room layouts and services accordingly.
Cultural trends: Increased interest in British heritage and history supports the hotel’s Churchill‑themed identity, offering opportunities for targeted marketing.
 🤖 Technological
Guest experience tech: Expectations for seamless digital services – mobile access, smart room controls, contactless services – require ongoing investment in systems and infrastructure.
Operational efficiency: Use of AI, data analytics and automation can improve revenue management, energy efficiency and service delivery, helping to reduce costs and improve margins.
Digital marketing: social media and online review platforms shape reputation; the hotel needs to maintain a strong digital presence and respond quickly to feedback.
Cybersecurity: Increased reliance on digital systems brings risks of data breaches, requiring robust security measures and compliance with data protection laws.
 ⚖️ Legal
Labour laws: Strict UK employment regulations cover working hours, pay, holiday entitlements and employee rights; recent increases in the National Living Wage significantly raise labour costs.
Consumer protection: Laws require transparent pricing, fair terms and clear communication; hidden fees or poor service can lead to legal challenges or reputational damage.
Health & safety: Stringent regulations cover food hygiene, fire safety and guest wellbeing, with regular inspections and potential penalties for non‑compliance.
Data protection: Compliance with GDPR and UK data laws is mandatory, requiring careful handling of guest information.

🌱 Environmental
Regulatory requirements: UK and EU environmental laws mandate energy efficiency improvements, waste reduction and carbon emission targets, requiring capital investment and operational changes.
Sustainability expectations: Guests increasingly prioritise eco‑friendly accommodation; failing to demonstrate responsible practices risks losing market share.
Resource costs: Rising costs of water and energy make conservation measures both environmentally and financially beneficial.
Climate change risks: Potential impacts on travel patterns, supply chains and physical infrastructure require risk management and adaptation strategies.


 Internal and external stakeholders involved in the improvement and success of Hyatt hotel Regency London – The Churchill  

The success and continuous improvement of Hyatt hotels involve a diverse range of internal and external stakeholders, each playing a crucial role in the company's operations and strategic direction.

Internal Stakeholders
Employees and Colleagues: Hyatt's purpose, "We care for people so they can be their best," highlights the central role of its employees. Initiatives like 'Hyatt Thrive' focus on colleague development and fostering a positive work environment, directly impacting service quality and guest satisfaction. The company's culture is built around this purpose, creating a supportive atmosphere for all employees.
Board of Directors: Responsible for corporate governance, the Board oversees adherence to legal and regulatory requirements, ethical standards, and best practices. They ensure the company's strategic direction aligns with long-term success and stakeholder interests. Key figures, including members of the Pritzker family and the President and CEO, are part of the board, influencing strategic decisions.
Management and Leadership: The President and CEO, along with divisional and brand leadership, are responsible for the daily operations and strategic execution within their respective areas. This includes overseeing brand-specific units and geographic regions like the Americas, Asia Pacific, and EMEA.
[bookmark: OLE_LINK1]Project Manager: the project manager Lead the end-to-end planning, implementation, operation, and optimization of the StaySmart+ program, ensuring it delivers on goals of enhancing guest experience, improving operational efficiency, and aligning with the hotel's brand and strategic objectives.
Developer: Developer is responsible for the technical design, development, integration, and maintenance of the software, applications, and smart systems that power the StaySmart+ program. Ensure the technology is stable, secure, user-friendly, and meets the hotel's operational requirements.
Designer: The designer is responsible for creating the visual identity, user interface, and overall experience design of the StaySmart+ program. Ensure the design is not only aesthetically pleasing and aligned with the luxury brand image but also intuitive, accessible, and functional for both guests and staff.

External Stakeholders
Guests and Customers: Guest satisfaction is paramount, driven by a focus on personalized experiences and wellness-focused amenities. The World of Hyatt loyalty program is a key mechanism for engaging and retaining customers, reinforcing their connection to the brand.
Owners and Investors: While Hyatt operates an "asset-light" model, focusing on management and franchise agreements, property owners and institutional investors remain critical stakeholders. They invest capital and rely on Hyatt's management expertise for profitability and asset appreciation. The Pritzker family, as dominant voting controllers, and institutional investors are significant stakeholders.
Franchisees and Partners: Hyatt collaborates with numerous franchisees and partners globally. These relationships are essential for expanding the brand's reach and ensuring consistent service delivery across different properties.

Suppliers and Vendors: The company relies on a network of suppliers for goods and services, ranging from food and beverages to technology and maintenance. Their reliability and quality directly impact hotel operations and guest experiences.
Communities: Hyatt aims to support thriving destinations through its "World of Care" initiatives, focusing on environmental action, human rights, and community well-being. This includes efforts to reduce food waste, conserve water, and combat human trafficking.
Regulators and Government Bodies: Hyatt must comply with various local, national, and international regulations related to labour, safety, environmental standards, and tourism. These bodies influence operational practices and expansion opportunities.
Competitors: While not direct collaborators, competitors such as Marriott International, Hilton Worldwide Holdings, and others influence Hyatt's strategies through market dynamics, innovation, and service standards.



The internal and external stakeholders of Hyatt hotel Regency London – The Churchill

Internal stakeholders

	Stakeholder Group
	Specific Parties & Details
	Key Interests / Concerns

	Ownership
	• The Churchill Group Ltd – the legal owner of the property and building assets
	Return on investment, asset value, capital expenditure decisions, long‑term profitability

	Management Company
	• Hyatt Hotels Corporation – the global brand and operator responsible for running the hotel under contract
• Regional Hyatt leadership team (UK & Ireland)
	Operational performance, brand reputation, adherence to Hyatt standards, regional portfolio results

	Executive Leadership
	• General Manager (also Area Vice President Hyatt UK & Ireland)
• Hotel Manager
• Heads of departments (Rooms, F&B, Sales, Finance, HR, Engineering, Security)
	Strategic direction, profitability, guest satisfaction, team performance, operational efficiency

	Employees & Colleagues
	• Frontline staff: reception, concierge, housekeeping, waiters, chefs
• Operational and administrative staff
• Supervisors and team leaders
	Salary, job security, working conditions, training & development, career progression, health & safety, staff benefits

	Functional Teams
	• Finance team: budgeting, reporting, cost control
• HR team: recruitment, welfare, compliance
• Sales & Marketing: revenue generation, brand promotion
• Engineering & Facilities: maintenance, safety, sustainability
• IT team: system management, data security
	Departmental targets, resources, process improvements, compliance requirements

	Brand Teams
	• Hyatt global brand, quality and loyalty programme teams (World of Hyatt)
	Consistency across properties, loyalty member satisfaction, brand positioning and standards




External stakeholders

	Stakeholder Group
	Specific Parties & Details
	Key Interests / Concerns

	Guests & Customers
	• Business travellers
• Leisure travellers
• Event/conference delegates
• World of Hyatt loyalty members
• High‑end clientele and long‑stay guests
	Service quality, room comfort, value for money, safety, personalised experiences, loyalty benefits

	Suppliers & Service Providers
	• Food & beverage suppliers
• Linen, furniture and amenities suppliers
• Utilities providers (gas, water, electricity)
• Technology, AV and maintenance contractors
• Cleaning and waste management companies
• Design and refurbishment contractors
	Timely payment, consistent orders, fair contracts, partnership growth, quality standards

	Distribution & Booking Partners
	• Travel agents, tour operators
• Online travel agencies (Booking.com, Expedia, etc.)
• Corporate travel management companies
• Conference and event organisers
	Commission payments, competitive rates, room availability, accurate information, strong working relationships

	Local Community
	• Residents and businesses in Marylebone/Westminster
• Local councils and neighbourhood groups
• Local charities and community projects
• Nearby attractions and cultural venues
	Impact on local environment, traffic and noise, employment opportunities, local economic contribution, community support initiatives

	Government & Regulatory Bodies
	• UK Government (taxation, employment laws)
• Westminster City Council (planning, licensing, health & safety)
• HMRC (tax compliance)
• Health and Safety Executive
• Environmental agencies
• UK Visas and Immigration
	Legal compliance, tax payments, safety standards, employment regulations, environmental protection, licensing requirements









                     Core of the project Manager Objectives 

Successfully deploy the StaySmart+ hotel management/guest experience system across all selected properties within 6 months, on budget, with minimal operational disruption, and ensure the solution delivers measurable improvements in service efficiency, guest satisfaction, and operational visibility.
1. Project Governance & Delivery
· Deliver on schedule: Complete all phases—planning, configuration, testing, training, rollout, and handover—within the 6‑month timeline, with key milestones achieved as planned
· Manage scope: Control changes, prevent scope creep, and ensure all agreed features and functionalities are delivered
· Control budget: Keep total costs within ±5% of the approved budget; track expenses regularly and report variances clearly
· Standardize processes: Establish consistent workflows, documentation, and reporting standards across all participating hotels, despite regional differences
2. Stakeholder Alignment & Communication
· Align expectations: Keep hotel leadership, regional teams, IT departments, and vendors informed and aligned on progress, risks, and outcomes
· Regional coordination: Manage differences in time zones, languages, and local regulations; ensure requirements are understood and met in every location
· Reporting: Provide weekly updates and monthly formal reports to stakeholders, highlighting achievements, issues, and next steps
3. Technical Implementation & Quality
· System setup & integration: Configure Stay Smart+ to work with existing hotel systems (PMS, booking engines, payment gateways, etc.) and ensure data flows correctly
· Data integrity: Migrate guest data, booking records, and operational data accurately and securely; achieve 99.9% data accuracy during migration
· Quality assurance: Conduct rigorous testing (unit, integration, user acceptance) before launch; resolve critical defects prior to go‑live
· Performance & reliability: Ensure the system runs smoothly even at peak occupancy, with ≥99% uptime post‑launch
4. Team & Change Management
· Training: Design and deliver role‑specific training programs so that ≥95% of relevant staff are fully competent to use the system before launch
· Change adoption: Address resistance to change; build confidence and support among hotel teams to ensure smooth transition
· Capability building: Create user guides, quick‑reference materials, and support channels for ongoing use
5. Risk & Issue Management
· Risk mitigation: Identify technical, operational, logistical, and regional risks early; implement mitigation plans to reduce impact and likelihood
· Issue resolution: Resolve critical problems within agreed response times; maintain a log of all issues and lessons learned for future projects
· Contingency planning: Prepare fallback procedures to ensure hotel operations continue if the new system experiences temporary issues.
6. Business Outcomes & Benefits Realization
· Operational efficiency: Achieve defined improvements, e.g., reduce check‑in/check‑out time by 20%, cut manual work by 15%
· Guest experience: Improve service quality, personalization, and convenience as measured by post‑launch guest feedback scores
· Data visibility: Enable centralized reporting and real‑time monitoring across all participating hotels to support better decision‑making
· Sustainability: If part of the design, reduce paper usage and energy consumption through digitized processes








                               Assessing stakeholders

             HIGH POWER                                       HIGH POWER & HIGH INTETREST
	The directors
CEO
The presidents of departments
The senior managers
	the founding family (Pritzker family)
individual investors
institutional investors

	
	front-line service personnel
management staff
corporate headquarters employees


             LOW POWER & LOW INTEREST                             HIGH INTEREST                                                          

                                        Mende lows Matrix

	Stakeholders Group
	Level of interest H/M/L
	level of involvement H/M/L
	Level of Influence H/M/L
	Level of Impact by Project H/M/L

	Internal Stakeholders
	
	
	
	

	The founding family (Pritzker)
	H
	H
	H
	H

	Individual investors
	H
	H
	H
	H

	Institutional investors
	H
	H
	H
	H

	Management Team
	M
	H
	M
	H

	Employees
	M
	H
	L
	M

	External Stakeholders
	
	
	
	

	Customers
	H
	L
	M
	H

	Suppliers and Vendors
	H
	H
	M
	L



[bookmark: _Hlk228098641] Role of project managers in engaging with stakeholders in Stay Smart+ Hyatt regency London – The Churchill

At Hyatt Regency London – The Churchill, a premium five‑star hotel in Marylebone, project managers act as the central link that aligns diverse interests, ensures smooth project delivery, upholds Hyatt’s brand standards, and maintains the hotel’s reputation for quality and community engagement. Their role covers identifying stakeholders, communicating effectively, managing expectations, resolving conflicts, and sustaining long‑term
relationships across all project types—whether refurbishments, service upgrades, sustainability initiatives, or special events.

1. Identify and Map All Relevant Stakeholders
Project managers first categorize stakeholders to tailor engagement strategies:
· Internal stakeholders: Hotel leadership, department heads (operations, sales, F&B, housekeeping), staff teams, and Hyatt’s regional/global brand teams.
· External stakeholders: Property owners/investors, architects and contractors, suppliers and vendors, local authorities and regulators, guests, community partners (charities like The Marylebone Project, cultural bodies like Saatchi Gallery), and business partners (e.g., American Express).
Using frameworks such as the power‑interest matrix, they prioritize engagement: high‑influence stakeholders (owners, brand leadership) get frequent updates, while lower‑impact groups receive periodic communication.
2. Develop Targeted Engagement & Communication Plans
They design communication strategies aligned with stakeholder needs and project goals:
· Leadership/Owners: Provide structured reports on budgets, timelines, risks, and return on investment; present progress reviews and sign‑off documentation.
· Hyatt Brand Teams: Ensure full compliance with Hyatt’s operational standards, design guidelines, and global initiatives such as the World of Care sustainability programme, and report on brand‑related KPIs.
· Operational Teams: Hold regular meetings and workshops to gather input on feasibility, usability, and impact on daily service; translate project plans into practical operational guidance.
· Guests: Share information about changes or improvements via in‑hotel communications, emails, or social media, and actively collect feedback to refine offerings.
· Suppliers & Contractors: Define clear roles, deliverables, and timelines; hold coordination meetings to align workstreams and resolve site‑specific challenges (especially critical during renovations that must not disrupt guest experiences).
· Local Community & Regulators: Maintain transparent dialogue with Westminster Council and local groups; engage in collaborative initiatives such as charity events or environmental projects to strengthen community ties and meet regulatory requirements.
3. Align Objectives & Manage Expectations
· Align with business goals: Ensure every project supports Hyatt’s brand values, revenue targets, guest satisfaction objectives, and the hotel’s positioning as a luxury destination.
· Clarify scope and deliverables: Communicate clearly what will be achieved, timelines, and any limitations, to avoid misunderstandings or unmet expectations.
· Balance competing priorities: For example, during a renovation, reconcile the operations team’s need to minimize disruption with the design team’s requirements to deliver high‑quality results, and the finance team’s budget constraints.
4. Mitigate Risks & Resolve Conflicts
· Proactive risk management: Identify potential issues—such as construction delays, supply chain problems, or regulatory changes—and communicate them early with mitigation plans to minimize impact.
· Conflict resolution: Act as a neutral mediator when disagreements arise, using negotiation and problem‑solving skills to find solutions that protect project success while respecting stakeholder interests.
5. Collect Feedback & Measure Satisfaction
· Throughout the project lifecycle, gather feedback via surveys, meetings, or direct discussions to understand stakeholder needs and satisfaction levels.
· Adjust plans and engagement approaches accordingly, ensuring the final outcomes meet or exceed stakeholder expectations.
6. Build Long‑Term Strategic Relationships
Beyond individual projects, project managers foster lasting partnerships:
· Work closely with local cultural and charitable organizations to deliver joint initiatives, enhancing the hotel’s reputation as a responsible community member.
· Maintain relationships with key suppliers and partners to secure consistent quality, competitive pricing, and reliable support for future projects.
· Document lessons learned and share insights to improve future stakeholder engagement and project performance across the Hyatt group.

	



















                      Level of Engagement Raci-MATRIX
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Conflict Management on StaySmart+ Hyatt Regency London 

Possible Conflict Types
Technical & Operational Issues
· System failures or delays in smart services (e.g., mobile check-in/out errors, app malfunctions, IoT device problems)
· Inconsistent information between online platforms and actual service availability
· Difficulties in using smart facilities or lack of clear guidance
Expectation & Experience Gaps
· Discrepancies between the described features of StaySmart+ and the actual experience
· Unmet expectations for convenience, efficiency, or personalization
· Conflicts arising from misunderstandings about program terms or benefits
Coordination & Communication Problems
· Poor communication between different departments regarding smart service arrangements
· Delays in responding to technical support requests
· Conflicts between automated processes and human service needs

General Handling Methods
On-Site Resolution
· Immediate response: Front desk or technical support staff are usually empowered to address issues quickly, such as troubleshooting systems or providing alternative solutions.
· Clear communication: Staff explain the situation objectively, apologize for inconvenience, and keep guests updated on progress.
· Alternative arrangements: If smart services are unavailable, the hotel may offer traditional services or other compensations to minimize impact.
Compensation & Remediation
· Depending on the severity of the issue, the hotel may provide remedies such as discounts, free services, room upgrades. Feedback & Improvement
· Guest feedback on StaySmart+ is collected and analysed to identify root causes and optimize the program.
· Training is provided to staff to improve their ability to handle technical issues and communicate effectively with guests.
· Regular updates and maintenance are carried out on systems and facilities to prevent similar problems from recurring
Impact proves stakeholder engagement on StaySmart+ Hyatt Regency London – The Churchill.

Stakeholder engagement has brought multiple positive impacts to Hyatt Regency London – The Churchill, mainly reflected in the following aspects:
Brand Image and Reputation

Product and Service Optimization
· Meeting personalized needs: By engaging with guests, the hotel can understand their preferences and requirements for smart services, such as convenient check-in/out, intelligent room control, and personalized recommendations. This helps in designing and improving the StaySmart+ program to better meet the actual needs of customers, enhancing the overall experience.
· Integrating advanced technologies: Collaboration with technology partners and suppliers enables the hotel to access the latest smart technologies and solutions. This can lead to the integration of more innovative features into the program, such as mobile apps, IoT devices, and data analytics, making the stay more efficient and comfortable.
Operational Efficiency Improvement
· Streamlining processes: Stakeholder engagement can help identify areas where processes can be optimized, such as reducing waiting times, improving communication between departments, and enhancing resource allocation. This can lead to increased operational efficiency and cost savings, which can be passed on to guests through better services and prices.
· Enhancing staff capabilities: Training and development programs, which are often part of stakeholder engagement initiatives, can improve the skills and knowledge of staff in using smart technologies and providing high-quality service. This ensures that the StaySmart+ program is implemented effectively and that guests receive consistent and professional support.
Brand Differentiation and Competitiveness
· Creating a unique selling point: A well-designed and successfully implemented smart program can differentiate the hotel from its competitors and attract more customers. It can enhance the hotel's image as a modern, innovative, and customer-focused establishment, increasing its brand value and competitiveness in the market.
· Building customer loyalty: By providing a seamless and personalized experience through the StaySmart+ program, the hotel can build stronger relationships with guests and increase their loyalty. This can lead to repeat business, positive word-of-mouth recommendations, and higher customer satisfaction ratings.
Sustainable Development
· Promoting energy efficiency and environmental protection: Smart technologies can be used to monitor and control energy consumption, water usage, and waste management in the hotel. This can help reduce the environmental impact of operations and contribute to sustainable development goals, which is increasingly important to stakeholders such as guests, investors, and the local community.
· Supporting social responsibility: Stakeholder engagement can also involve initiatives to support local communities, such as providing employment opportunities, supporting local businesses, and participating in charitable activities. This can enhance the hotel's reputation and social responsibility image, which can have a positive impact on the success of the StaySmart+ program


                                Recommendations

The key recommendations for the Project Manager regarding stakeholder engagement for the StaySmart+ program at Hyatt Regency London – The Churchill:

1. Establish Clear Communication Channels
· Create a dedicated communication plan: Define how and when updates will be sent to different groups (e.g., weekly meetings with staff, monthly reports to tech partners, feedback surveys for guests).
· Set up a feedback loop: Ensure there is an easy way for all stakeholders to report issues, suggest improvements, or ask questions about the smart services.
· Use multi-language support: Since the hotel serves international guests, ensure instructions and support for StaySmart+ are available in major languages.
2. Provide Comprehensive Training & Support
· Train staff thoroughly: Ensure all employees understand how the system works, how to troubleshoot basic issues, and how to assist guests. This is critical for conflict management.
· Create user guides: Develop clear, simple instructions for guests to use the smart features (e.g., mobile check-in, room controls) to reduce confusion and frustration.
· Assign technical champions: Designate specific staff members as "StaySmart+ experts" who can handle more complex problems quickly.
3. Manage Expectations Effectively
· Be transparent: Clearly communicate what StaySmart+ can and cannot do. Avoid over-promising features to prevent disappointment and conflicts.
· Highlight benefits: Show stakeholders how the program improves efficiency, saves time, enhances comfort, and supports sustainability goals.
· Update regularly: Keep everyone informed about new features, system maintenance, or changes to the service.
4. Strengthen Partnerships
· Work closely with tech providers: Maintain regular contact to ensure system stability, fast bug fixes, and future upgrades.
· Collaborate with internal departments: Ensure Front Office, IT, Housekeeping, and F&B work together smoothly to deliver the seamless experience promised by the program.
· Involve local community: Align the program with local standards and accessibility requirements to maintain the hotel's good reputation.
5. Monitor, Evaluate & Improve
· Track performance metrics: Measure user adoption rates, system uptime, complaint numbers, and satisfaction scores.
· Analyse feedback: Use guest and employee input to identify pain points and prioritize improvements.
· Celebrate successes: Share positive results and achievements with stakeholders to maintain engagement and motivation.







The conclusion about stakeholders on Stay Smart+ Hyatt hotel Regency London – The Churchill

Conclusion
Stakeholder engagement plays a fundamental and strategic role in the success of the StaySmart+ program at Hyatt Regency London – The Churchill. It acts as the bridge connecting the hotel’s technological goals with the actual needs and expectations of all parties involved.
Key Takeaways
· Value Creation: By actively listening to and collaborating with guests, employees, technology partners, and the local community, the hotel ensures that StaySmart+ is not just a technical upgrade, but a solution that genuinely enhances convenience, efficiency, and personalization.
· Risk & Conflict Mitigation: Strong engagement allows the hotel to identify potential issues early, resolve conflicts quickly (whether technical, operational, or expectation-based), and maintain high standards of service quality and satisfaction.
· Sustainability & Growth: It drives continuous improvement, innovation, and brand differentiation, helping the hotel remain competitive while aligning with sustainable development and social responsibility values.
In summary, effective stakeholder management transforms StaySmart+ from a simple service feature into a key competitive advantage, ensuring the program delivers real value, minimizes disruptions, and supports the hotel's long-term reputation and business success.
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