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Introduction to the Company
Marriott International is one of the largest hospitality organisations in the world and operates an extensive global network of hotels and accommodation brands. The company was founded in 1927 by J. Willard Marriott and Alice Marriott and has grown from a small food service business into a multinational hospitality corporation. The organisation is currently headquartered in Bethesda, Maryland in the United States and manages a broad portfolio of hotels across international markets (Marriott International, 2024).

Marriott International operates more than 9,700 properties across over 140 countries and territories and manages more than thirty hotel brands that serve different customer segments. These brands include well-known names such as Marriott Hotels, Sheraton, The Ritz-Carlton, Westin and Courtyard. Through this diverse portfolio, the organisation provides accommodation and hospitality services to a wide range of customers including business travellers, conference delegates, leisure tourists and long-stay guests. The company’s operational activities include hotel management, franchising, brand development and hospitality services across multiple international markets. Marriott also operates a global loyalty programme known as Marriott Bonvoy, which connects millions of members with hotels across the company’s global network (Marriott International, 2024).

In recent years the organisation has increasingly focused on innovation, customer experience and digital transformation within the hospitality sector. The adoption of technologies such as mobile check-in systems, digital concierge services and personalised guest experiences has become an important part of Marriott’s strategy to improve operational efficiency and service quality (Buhalis and Leung, 2018). As the hospitality industry becomes more competitive and customer expectations continue to evolve, organisations must introduce new services that enhance convenience and deliver more personalised travel experiences.

Given the global scale of Marriott’s operations, the successful implementation of new services requires effective collaboration among multiple internal and external stakeholders. Stakeholder engagement therefore plays a critical role in ensuring that innovation initiatives are successfully developed, implemented and adopted across international hotel operations (Freeman, 1984).

SWOT Analysis
A situational analysis is essential when introducing a new service within a multinational organisation because it allows managers to evaluate internal capabilities and external environmental conditions that may influence project success. Strategic tools such as SWOT and PESTLE analysis are commonly used to assess organisational strengths, weaknesses, opportunities and threats, while also examining broader environmental factors affecting business operations (Johnson, Scholes and Whittington, 2017).
SWOT Analysis
Marriott International possesses several strengths that support service innovation and development. One key strength is its strong global brand reputation and extensive portfolio of hotel brands serving multiple market segments. The company operates thousands of hotels across numerous countries, enabling it to benefit from strong brand recognition and large-scale operations within the global hospitality industry (Marriott International, 2024). Another important strength is Marriott’s loyalty programme, Marriott Bonvoy, which provides valuable customer data that can support personalised guest services and improved customer experiences (Kandampully, Zhang and Bilgihan, 2018). In addition, Marriott continues to invest in digital transformation and technological innovation, which supports the development of advanced hospitality services (Buhalis and Leung, 2018).
However, several weaknesses may affect the implementation of new technologies across the organisation. Marriott’s global structure and diverse brand portfolio can create operational complexity and may slow decision-making processes. Implementing new digital systems across numerous hotels may require extensive employee training and coordination between multiple departments (Hill, Jones and Schilling, 2020). Furthermore, the labour-intensive nature of the hospitality industry means that employees may initially resist technological change (Sigala, 2018).
Opportunities within the hospitality sector include the increasing demand for personalised travel experiences and digital services. Technological advancements such as artificial intelligence and smart-room technologies create new possibilities for improving guest experiences and operational efficiency (Ivanov and Webster, 2019). However, the industry also faces several threats, including strong competition from global hotel brands and digital accommodation platforms, as well as cybersecurity risks associated with digital systems (Tussyadiah, 2020).
PESTLE Analysis
External environmental factors also influence hospitality operations. Political factors such as international tourism policies and travel regulations can affect hotel demand and operational activities (Hall, Scott and Gössling, 2020). Economic conditions including inflation and fluctuations in global travel demand may influence investment decisions and consumer spending (Hill, Jones and Schilling, 2020). Social trends show that modern travellers increasingly expect personalised, technology-enabled and sustainable travel experiences (Kandampully, Zhang and Bilgihan, 2018). Technological developments such as artificial intelligence and mobile applications continue to transform hospitality service delivery (Buhalis and Leung, 2018). Legal regulations related to data protection require hospitality organisations to manage customer data responsibly (Font and Lynes, 2018), while environmental pressures encourage hotels to adopt sustainable practices and reduce energy consumption (Jones, Hillier and Comfort, 2016).
SMART Objectives for the StaySmart+ Project
To support the implementation of StaySmart+, several SMART objectives can be established (Doran, 1981). First, the StaySmart+ service should be implemented across selected Marriott hotels within six months. Second, the project aims to improve guest satisfaction through personalised digital services such as AI-powered concierge systems. Third, the service aims to increase the adoption of digital guest interaction tools while supporting sustainability initiatives through environmentally responsible hotel amenities.

Situational Analysis and Identification of Key Stakeholders
Identification and Categorisation of Key Internal and External Stakeholders
The successful implementation of the StaySmart+ service requires the involvement of a range of stakeholders who influence the planning, development and adoption of the project. Stakeholders are defined as individuals or groups who can affect or are affected by organisational decisions and activities (Freeman, 1984). Identifying and categorising stakeholders is therefore an important step in project management because it enables organisations to understand stakeholder interests, expectations and influence over project outcomes. For Marriott International, the introduction of StaySmart+ involves both internal and external stakeholders who contribute to the design, implementation and ongoing success of the service across international hotel operations.
Internal stakeholders represent individuals and departments within the organisation that directly contribute to the planning and execution of the project. One key internal stakeholder is the product development team, which is responsible for designing the technological components of the StaySmart+ service, including artificial intelligence guest interaction tools and smart-room technologies. Their expertise supports the development of innovative hospitality services that enhance guest experiences. The information technology department is another important internal stakeholder because it is responsible for implementing and maintaining the technological infrastructure required to support digital platforms and AI systems within hotel operations (Ivanov and Webster, 2019).
The marketing department also plays an essential role in the project by promoting the StaySmart+ service and communicating its benefits to potential customers. Marketing professionals develop promotional campaigns, digital marketing strategies and brand communication activities that increase awareness and encourage customer adoption of the new service. Similarly, the sales department contributes to the project by supporting customer engagement and generating interest in the new hospitality offering. Hotel managers and operational staff represent additional internal stakeholders because they are responsible for implementing the service within individual hotel properties and ensuring that guests receive a high-quality experience.
External stakeholders are also important because they influence the development, implementation and success of the StaySmart+ service. One of the most significant external stakeholder groups is hotel guests, who are the primary users of the service. Their expectations and feedback play an important role in shaping service features and evaluating the effectiveness of the new hospitality offering. Technology partners and software providers also represent key external stakeholders because they support the development and maintenance of artificial intelligence systems and digital platforms required for the service.
Roles, Responsibilities, Benefits and Challenges of Key Stakeholders
The successful implementation of the StaySmart+ service requires the active participation of multiple stakeholders whose roles and responsibilities influence the design, development and delivery of the project. Stakeholder theory suggests that organisations must recognise and manage relationships with individuals and groups that can influence organisational activities and outcomes (Freeman, 1984). For Marriott International, both internal and external stakeholders contribute important resources, knowledge and expertise that support the successful introduction of the StaySmart+ service across international hotel operations.
Among the most important internal stakeholders is the product development team. This team is responsible for designing and developing the technological features of the StaySmart+ service, including artificial intelligence guest interaction systems, digital concierge tools and personalised travel planning platforms. Their primary responsibility is to ensure that the technological solutions used within the project are innovative, efficient and aligned with organisational objectives. The benefit they bring to the project lies in their technical expertise and ability to develop advanced digital hospitality solutions. However, this stakeholder group may face challenges related to system integration, compatibility with existing hotel technologies and ensuring that new digital services remain user-friendly for both employees and guests (Ivanov and Webster, 2019).
The information technology department also plays a critical role in supporting the implementation of the StaySmart+ service. IT specialists are responsible for managing technological infrastructure, maintaining digital platforms and ensuring that artificial intelligence systems operate efficiently across multiple hotel properties. Their work supports data management, cybersecurity protection and system reliability, which are essential for delivering high-quality digital guest services. The benefits they provide include improved operational efficiency and the ability to collect valuable customer data that supports personalised service delivery. Nevertheless, the IT department may encounter challenges associated with cybersecurity risks, system maintenance and compliance with data protection regulations (Tussyadiah, 2020).
Another important internal stakeholder group is the marketing department. Marketing professionals are responsible for promoting the StaySmart+ service and communicating its value to potential customers. Through advertising campaigns, digital marketing strategies and brand communication activities, the marketing department helps increase awareness and adoption of the new service among travellers. Their involvement supports customer acquisition and strengthens Marriott’s competitive position within the hospitality industry. However, marketing teams may face challenges when communicating complex technological services to diverse customer groups who may have varying levels of digital knowledge and expectations (Kandampully, Zhang and Bilgihan, 2018).
Hotel managers and operational staff are also essential stakeholders in the project. Hotel managers oversee the implementation of the StaySmart+ service within individual hotel properties and ensure that employees receive appropriate training to deliver the service effectively. Operational staff, including front desk employees and guest service teams, interact directly with customers and therefore play a critical role in shaping the overall guest experience. Their practical knowledge of hotel operations helps ensure that the new service is integrated smoothly into daily hotel activities. However, these stakeholders may face challenges related to increased workload, training requirements and potential resistance to technological change within hospitality service delivery (Sigala, 2018).
External stakeholders are equally important in supporting the success of the StaySmart+ project. Hotel guests represent the primary external stakeholder group because they are the end users of the service. Their expectations, preferences and feedback influence the design and improvement of hospitality services. Guest participation through feedback and service adoption helps determine whether the innovation is successful in the market. However, guests may express concerns regarding data privacy, the use of artificial intelligence technologies and the balance between digital services and traditional human interaction (Neuhofer, Buhalis and Ladkin, 2015).
Technology partners and software providers are also important external stakeholders. These organisations collaborate with Marriott to develop artificial intelligence systems, digital platforms and smart-room technologies required for the StaySmart+ service. Their specialised technical knowledge enables Marriott to implement advanced hospitality technologies more effectively. However, dependence on external technology providers may create challenges related to system reliability, ongoing technical support and integration with existing hotel management systems (Buhalis and Leung, 2018).



Frameworks, Models and Theories for Stakeholder Engagement
Effective stakeholder engagement is essential for the successful implementation of organisational projects, particularly in large multinational organisations where multiple stakeholder groups influence project outcomes. Stakeholder theory emphasises that organisations must actively manage relationships with individuals and groups who can affect or are affected by organisational activities (Freeman, 1984). In the case of Marriott International, the implementation of the StaySmart+ service requires structured stakeholder engagement strategies that ensure collaboration, transparency and effective communication across internal departments and external partners. Several management frameworks can support this process, including the stakeholder matrix, RACI matrix, stakeholder engagement plan and communication plan.
One widely used framework for analysing stakeholder influence is the stakeholder power–interest matrix. This model helps organisations categorise stakeholders according to their level of power and interest in a project. Stakeholders with high power and high interest should be managed closely because they possess the greatest ability to influence project success (PMI, 2021). Within the StaySmart+ project, senior executives, investors and hotel owners fall into this category because they influence strategic decisions and financial investment. Stakeholders with high power but lower interest, such as regulatory authorities or government bodies, should be kept satisfied to ensure compliance with legal requirements. Stakeholders with high interest but lower power, including hotel employees and guests, should be kept informed and engaged because their support affects service adoption. Finally, stakeholders with lower levels of power and interest require monitoring but less direct involvement. Using a stakeholder matrix allows project managers to prioritise engagement strategies and allocate resources more effectively (Bryson, 2004).
Another important framework used to clarify stakeholder responsibilities within projects is the RACI matrix. The RACI model identifies four categories of responsibility: responsible, accountable, consulted and informed. The responsible stakeholders are individuals or teams responsible for completing project tasks. Accountable stakeholders hold final authority for project decisions and outcomes. Consulted stakeholders provide expert input during decision-making, while informed stakeholders are kept updated on project progress (PMI, 2021). Within the StaySmart+ project, the product development and information technology teams may be responsible for designing and implementing AI-based systems, while senior management remains accountable for strategic approval. Marketing teams and hotel managers may be consulted during service design and rollout, while operational staff and guests are informed about new service features and implementation timelines. The RACI framework therefore helps clarify responsibilities, reduce confusion and improve coordination between stakeholders involved in the project.
In addition to these analytical frameworks, organisations must develop a structured stakeholder engagement plan to guide stakeholder interactions throughout the project lifecycle. A stakeholder engagement plan identifies key stakeholder groups, outlines their expectations and determines appropriate engagement strategies (Bourne, 2015). For example, senior management may require regular strategic meetings and progress reports, while hotel managers may participate in operational planning sessions. Employees may require training programmes and workshops to prepare them for implementing the new service, while technology partners may be engaged through collaborative development meetings.
A communication plan is also essential for maintaining effective stakeholder relationships. Communication planning involves determining what information should be communicated, who should receive it and which communication channels should be used. For the StaySmart+ project, internal communication may involve project meetings, internal reports and employee training sessions, while external communication may include marketing campaigns, customer information systems and meetings with technology partners. Establishing clear communication structures improves transparency, strengthens stakeholder relationships and supports successful project implementation (Bourne, 2015).
Stakeholder Engagement Process and Conflict Management Using the 4C Model 
Effective stakeholder engagement is essential for the successful implementation of complex organisational projects, particularly in multinational organisations where multiple stakeholder groups influence decision-making and operational outcomes. Stakeholder engagement involves building constructive relationships with individuals and groups whose interests may affect project objectives. According to stakeholder theory, organisations must actively engage stakeholders in order to align interests, enhance cooperation and minimise potential risks associated with strategic initiatives (Freeman, 1984). For Marriott International, the introduction of the StaySmart+ service requires a structured engagement process that supports collaboration between internal departments, technology partners, hotel managers and customers. The 4C model—communication, consultation, collaboration and commitment—provides a useful framework for managing stakeholder relationships during the project lifecycle.
Communication forms the foundation of effective stakeholder engagement and involves the continuous exchange of information between stakeholders. Effective communication ensures that stakeholders clearly understand project objectives, responsibilities and expected outcomes. In the StaySmart+ project, communication will occur at several organisational levels. Regular meetings with product development teams, marketing specialists and information technology staff will ensure alignment with project goals. Senior executives will receive progress updates to support strategic decision-making and resource allocation. Communication with hotel managers and operational staff will ensure that employees understand how the new service operates and how it should be integrated into daily hotel activities. External communication with technology partners and hotel guests will also be important in explaining the benefits of the StaySmart+ service and encouraging its adoption. Establishing structured communication channels such as project meetings, collaboration platforms and feedback systems can improve transparency and coordination between stakeholders (Bourne, 2015).
Consultation represents the second component of the 4C model and involves seeking stakeholder input before making key project decisions. Consultation helps identify operational challenges and stakeholder concerns at an early stage of project development. Within the StaySmart+ project, hotel managers and operational staff will be consulted during the design and testing phases of the service because they possess valuable knowledge regarding customer expectations and service processes. Their feedback can help ensure that the service integrates effectively into hotel operations. Guests may also be consulted through pilot programmes and feedback surveys in order to understand their preferences regarding AI-driven hospitality services. Consultation with technology partners will further ensure that digital systems are technically feasible and compatible with existing hotel management platforms (Bryson, 2004).
Collaboration represents the third element of the 4C framework and refers to stakeholders working together to achieve shared project objectives. Collaboration encourages stakeholders to contribute their knowledge, expertise and resources throughout the project lifecycle. For the StaySmart+ initiative, collaboration will involve cooperation between the product development team, information technology specialists, marketing professionals and hotel operations managers. Each group contributes specialised expertise that supports service development and implementation. For example, IT specialists will collaborate with technology providers to develop artificial intelligence systems, while marketing teams will work with hotel managers to promote the service to customers. Collaboration enables knowledge sharing and improves the quality of project outcomes by integrating different perspectives into the decision-making process (Christopher, Payne and Ballantyne, 2013).
Commitment represents the final stage of the stakeholder engagement process and refers to the level of support stakeholders demonstrate toward project objectives. Commitment is essential because stakeholders must not only understand the project but also actively support its implementation. Building stakeholder commitment requires clear leadership and effective change management. Employees must understand how the StaySmart+ service benefits both the organisation and guest experience. Training programmes will therefore be implemented to ensure that hotel staff develop the skills necessary to operate digital systems and deliver personalised services. Support from senior management will also reinforce organisational commitment to innovation and technological development (Ashcroft, 2017).
Despite careful planning, conflicts between stakeholders may still occur during complex organisational projects. Conflicts may arise due to differences in priorities, technological challenges or resistance to organisational change. For example, employees may express concerns about the use of artificial intelligence technologies in hospitality services, while technology partners may face challenges integrating new digital systems with existing hotel platforms. As project manager, these conflicts must be addressed through effective conflict management strategies. Open communication and active listening can help stakeholders express concerns and identify mutually acceptable solutions. Negotiation and mediation techniques may also be used to resolve disagreements while maintaining positive stakeholder relationships. In addition, clearly defined roles and responsibilities through project management tools such as the RACI framework can reduce confusion and prevent decision-making conflicts. Effective conflict management ensures that disagreements are resolved constructively while maintaining collaboration between stakeholders throughout the project lifecycle (Aaltonen and Kujala, 2016).

Evaluation of the Impact of Stakeholder Engagement on Business Performance and Recommendations
Stakeholder engagement plays an important role in the success of organisational projects, particularly in multinational companies operating in competitive industries. Effective engagement ensures that stakeholders remain involved in organisational initiatives, which can improve collaboration, reduce resistance to change and enhance project outcomes. According to stakeholder theory, organisations that manage stakeholder relationships effectively are more likely to achieve long-term strategic objectives and maintain competitive advantage (Freeman, 1984). For Marriott International, engaging stakeholders effectively during the implementation of the StaySmart+ service can significantly influence business performance, operational efficiency and customer satisfaction.
One of the most important impacts of stakeholder engagement is the improvement of service quality and customer satisfaction. In the hospitality industry, customer experience is a key factor influencing organisational success. When employees, managers and technology partners collaborate during the development and implementation of a new service, the final service offering is more likely to meet customer expectations. Engaging stakeholders such as hotel managers, operational staff and guests allows organisations to collect valuable insights regarding service design, usability and functionality. These insights can be used to improve the quality of the StaySmart+ service and ensure that it delivers meaningful value to customers. Improved service quality can increase customer satisfaction, strengthen brand loyalty and encourage repeat visits within the competitive hospitality industry (Kandampully, Zhang and Bilgihan, 2018).
Stakeholder engagement also supports organisational innovation and technological adoption. The introduction of digital hospitality services such as artificial intelligence-driven guest interaction tools requires cooperation between different organisational departments including information technology teams, marketing professionals and hotel operations managers. Effective engagement promotes knowledge sharing and collaboration among these stakeholders, allowing organisations to develop innovative solutions and address technological challenges. When stakeholders participate actively in project development, organisations are better able to integrate digital technologies into existing operational systems. This collaborative approach increases the likelihood that the StaySmart+ service will be implemented successfully across different hotels and international markets (Buhalis and Leung, 2018).
Another impact of stakeholder engagement is the strengthening of organisational reputation and brand image. Modern consumers increasingly expect organisations to demonstrate transparency and responsible stakeholder management. By engaging with customers, employees and technology partners, organisations can demonstrate that they value stakeholder interests and perspectives. This approach strengthens trust and credibility between the organisation and its stakeholders. In the hospitality industry, reputation strongly influences customers’ accommodation choices and brand loyalty. Organisations that successfully engage stakeholders during service innovation initiatives are therefore more likely to enhance their market position and strengthen long-term brand value (Greenwood, 2007).
Stakeholder engagement can also influence financial performance. When stakeholders support organisational initiatives, projects are more likely to be completed efficiently and within planned budgets. Effective communication and collaboration reduce misunderstandings and operational disruptions that could delay project implementation. In addition, new services that successfully meet customer expectations may increase hotel occupancy rates and generate higher revenue. In the case of the StaySmart+ service, effective stakeholder engagement can contribute to improved guest experiences and greater adoption of digital hospitality services, which may ultimately enhance Marriott’s financial performance (Hill, Jones and Schilling, 2020).
However, stakeholder engagement can also create challenges. Engaging multiple stakeholders increases the complexity of project management and decision-making processes. Different stakeholders may have competing priorities, which can lead to disagreements regarding project objectives, technological implementation or resource allocation. For example, employees may express concerns about the use of artificial intelligence in hospitality services, while investors may prioritise financial returns. Organisations must therefore balance stakeholder interests while maintaining clear strategic direction (Aaltonen and Kujala, 2016).
To maximise the benefits of stakeholder engagement, several recommendations can be proposed. First, Marriott should strengthen internal communication across departments involved in digital service innovation. Regular project meetings and collaboration platforms can ensure that stakeholders remain informed about project progress.
Second, the organisation should invest in employee training programmes to support the adoption of new technologies within hotel operations. Training can help employees develop the skills required to operate digital systems and deliver personalised guest services through the StaySmart+ platform (Sigala, 2018).
Third, Marriott should strengthen partnerships with technology providers to ensure that artificial intelligence systems and digital platforms operate efficiently across different hotel locations.
Finally, the organisation should expand customer engagement initiatives to gather feedback regarding the StaySmart+ service. Customer surveys and digital feedback systems can provide valuable insights into guest satisfaction and help the organisation refine service features in response to changing customer expectations.


Conclusion
.Stakeholder engagement is a critical factor in the successful implementation of organisational projects, particularly within large multinational companies operating in dynamic and competitive industries. The introduction of innovative hospitality services such as StaySmart+ requires collaboration between multiple internal and external stakeholders, including employees, technology partners, managers and customers. Effective stakeholder engagement enables organisations to align stakeholder interests with organisational objectives, thereby improving project outcomes and reducing potential risks associated with organisational change. The application of stakeholder theory highlights the importance of recognising stakeholder influence and actively managing stakeholder relationships throughout the project lifecycle (Freeman, 1984).
The analysis presented in this report demonstrates that structured stakeholder engagement strategies can significantly improve organisational performance. By applying engagement frameworks such as the stakeholder matrix, RACI model and structured communication plans, organisations can clarify stakeholder roles and responsibilities while improving coordination between different stakeholder groups. Furthermore, the use of the 4C model—communication, consultation, collaboration and commitment—provides a systematic approach for engaging stakeholders and managing complex organisational relationships during the implementation of strategic projects.
For Marriott International, the successful implementation of the StaySmart+ service depends on effective collaboration between internal departments, technology partners and customers. Engaging stakeholders throughout the planning and implementation phases allows the organisation to gather valuable insights, improve service design and increase stakeholder support for technological innovation. Effective stakeholder engagement can enhance service quality, improve customer satisfaction and strengthen organisational reputation within the global hospitality industry.
However, stakeholder engagement also presents challenges related to conflicting interests, organisational complexity and technological adoption. These challenges require careful management through clear communication, transparent decision-making and effective conflict resolution strategies. By strengthening stakeholder engagement practices, investing in employee development and maintaining strong partnerships with external stakeholders, Marriott can successfully implement innovative services and maintain its competitive position within the global hospitality industry.
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