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Introduction
This report will provide a comprehensive stakeholder management and stakeholder engagement framework and models for the launch of a new premium customer experienceservice by RHB Hospitality Management, named “StaySmart+” Figure 1: StaySmart
First, who is the stakeholder? It is anyone who affects or is affected by a business. It can be Internal such as shareholders, employees, or external such as Customers, Media or community just to least a few.
 RBH Hospitality Management is one of the UK’s most independent hotel management companies. It has managed over 200 hotels throughout its history and has 25 years of experience in the hospitality industry (Hospitality Technology, 2025). 
[image: ]
[bookmark: _Toc221265328]Figure 1: StaySmart+
(Source: Self-Generated, 2026)
RBH is a major participant in the UK market with a corporate level of more than 90 hotel specialists. The company has a two-headquarters structure that provides overall coverage to the UK market with its main offices in London (Brentford) and Glasgow. This strategic presence enables them to control a geographic presence that goes through big city centers such as Birmingham and London to luxurious resorts in Ireland and Scotland.
[image: Revenue of the hotels industry United Kingdom| Statista]
[bookmark: _Toc221265329]Figure 2: Revenue of the Hotel Industry in the UK
(Source: Statista, 2026)
The estimated revenue from the hospitality sector in the tourism and travel market was approx.  $21 billion. The revenue rose between 2017 and 2024 at an uneven rate, but steady and significant growth is estimated from 2024 to 2030 (Statista, 2026).  Figure 2: above is a graphical representation of the rise in revenue in RBH Hospitality Management. RBH Hospitality Management has operations that are based on a full-service model of management. Since they collaborate with such leading global brands as Marriott, Hilton, and IHG, their operations are of an extremely high international standard. Figure 3: below is the company’s logo or brand.
[image: RBH Hospitality Management - Offshoot Design]
[bookmark: _Toc221265330]Figure 3: RBH Hospitality Management
(Source: Offshoot Design, 2026)
This report will analyze the internal and external factors of the RBH. Key internal and external stakeholders will also be identified and categorized as who are necessary for the success of the six-month roll-out plan for StaySmart+. The roles and responsibilities of various stakeholders will also be explored. For the identification of stakeholders based on their interests, Mendelow's Matrix will be prepared. The RACI Matrix and 4C’s Model will also be evaluated in this report. Finally, the impact of the engagement strategy and future recommendations will be provided to engage the stakeholders.  
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SWOT and PESTLE Analysis 
[bookmark: _Toc221029276]SWOT Analysis (Internal & External)
SWOT Analysis is a strategic planning framework used for the assessment and identification of internal strength, weaknesses, and external threats and opportunities for business organizations. It supports strategic planning and encourages objective thinking. Figure 4 below is a table that explains a SWOT Analysis.
	Strength
	Weaknesses
	Opportunities
	Threat

	Strong Brand with a good reputation.
	Limited Market Presence in some regions.
	Able to expand into new markets.
	Competition from other major brands.

	Good quality services
	Limited innovation in some areas.
	Growth in digital technology
	Constant changes from government regulations.


Figure 4:
‘’Source: Author 2026’
Strengths: RBH has strong brand partnerships and has extensive experience of 25 years in the Hospitality Industry. They know the workings of various systems as they have a diverse portfolio. It has partnered with leading hotel brands like Hilton, IHG, etc. 
Weaknesses: As RBH is primarily based in the UK, its exposure to high-growth international markets may be limited, which may result in slow growth and development of RBH. It also has a strong dependency on Third-Party brands, which causes difficulties in keeping consistent guest experience at every hotel. 
Opportunities: The biggest opportunity for RBH is the adoption of AI and transforming digitally by using StaySmart+ for interacting with customers through AI integration. By using such tools, RBH can enhance comfort, along with providing brand differentiation and achieving efficiency. 
Threats: The demand for travel is being affected due to economic uncertainty and rising inflation rates (Raifu and Afolabi, 2026). It creates economic pressure on RBH, making it difficult for the company to remain profitable. 
[bookmark: _Toc221029277]PESTLE Analysis (Macro Environment)
PESTLE Analysis is a tool which is used by marketers to analyse the external marketing environment which affects an organization (See Figure 4). 
[image: ]
[bookmark: _Toc221265331]Figure 4: PESTLE Analysis
(Source: Self-Generated, 2026)
Political: After the introduction of Martyn’s Law in 2026, it has become a basic requirement for hotels to have strong terrorism and safety plans (Protect UK, 2025). All the stakeholders must ensure that they remain engaged, and these safety requirements are fulfilled by StaySmart+ technology. 
Economic: RBH faces higher payroll costs after an increase in the National Living Wage. There was a 9.8% hike in the year 2024, which created a significant cost burden on the company. 
Social: Recently, travellers have started making bookings in hotels based on personal growth and wellness. StaySmart+ will combat this challenge by offering personalized travel planning.
Technological: Cybersecurity and Data Protection are essential to protect the personal data of the guests. RPH shall comply with regulatory bodies like the GDPR to ensure strict data privacy. 
Legal: Workers are provided with certain rights under the new Employment Rights Bill of the UK laws. It must be ensured by the stakeholders that the training process of the newly launched StaySmart+ doesn’t emotionally affect the staff during such legal transitions.
Environmental: Green certifications like B-Corp or REST accreditation are demanded by the clients and guests (Ashton and Filimonau, 2025). Hotels in the UK are also pressurised to reduce their carbon footprint by the year 2040. 
[bookmark: _Toc221029278]SMART Objectives of StaySmart+.
The project will need to achieve the following specific objectives within the six-month rollout window to bridge the gap between the analysis and action.
1. It helps equally by improving occupancy and the management of RBH revenue.
2. It helps with reducing tasks that could have been done manually by the hotel staff.
3. Bookings across platforms are syncing due to the introduction of StaySmart.
[bookmark: _Toc221029279]Stakeholder Identification & Categorisation 
DEFINE HRE
[bookmark: _Toc221029280]Internal Stakeholders: 
Internal stakeholders refer to those people who are either directly employed or in the organisational setup of RBH (Tech Target, 2023). They do the work behind the scenes as well as the service delivery.
Product Development and IT Team: These are the technical architects. Their role is to integrate the AI software and make sure that the smart-room hardware (such as the energy-saving sensors) is properly functional between the hotel brands.
Marketing & Communications Department: They are charged with the responsibility of developing the brand identity of StaySmart +. They make sure that the message of high-tech and sustainability is the same and appealing to potential guests.
Sales Department: This team deals with corporate clients that are of high value. To win business contracts in the long term, they use the StaySmart+ capabilities, in particular, the sustainability data, as a competitive edge.
Data Protection, Legal Teams: Since the work of StaySmart+ depends on AI and guest data, these stakeholders need to make sure that the project stays within the international privacy laws (such as GDPR) as a measure of protection against legal risks of the company.
[bookmark: _Toc221029281]External Stakeholders: 
External stakeholders refer to parties outside the direct employment framework of RBH that nevertheless affect or are affected by the project.
Hotel Asset Owners: These are the owners of the physical structures of the hotel. Given that RBH is the custodian of the properties on behalf of the owners, the budget for any new technology must be approved by the owners. Their major interest is the payback (ROI).
Global Hotel Brands (Marriott, Hilton, IHG, etc.): These are the brand names under which RBH works. We have to make sure that StaySmart+ does not interfere with their standard world brand and current guest loyalty programmes.
The Guests (Customers): They are the highest category of stakeholder. The design of the service is motivated by their privacy, comfort and efficiency needs (Vahedi,  Quinn,  and Cavuoto, 2025). Their reviews and repeated bookings play a major role in the company’s success.
Technology & Sustainability Partners: These are third-party suppliers where the AI software and eco-friendly hardware are supplied. They are necessary in terms of technical assistance and further upgrades.
Local Communities & Environmental Regulators: Since the project has the pillar of Sustainability, such organisations keep an eye on the company, whether RBH is being truthful about the claims of going green and whether the hotels are actually minimising their carbon footprint.
[bookmark: _Toc221029282]Roles, Responsibilities, and Impact of Stakeholders
Product Development-IT
Role: The technical core of the project is the Product Development and IT Team (Bastian et al., 2025). They are supposed to play the role of creators and constructors of the digital ecosystem. They are under a massive burden of making sure that the AI software is attractive, stable and secure. They should be able to connect the new StaySmart+ interface with the current hotel management systems (PMS) such that data transfers easily between the smartphone of a guest and the front desk of the hotel.
Impact & Benefits: They introduce the know-how to transform an idea on paper into a product. Their efforts have a direct effect on the efficiency of the hotel since automated systems are able to respond to the room temperature settings or queues at the check-in.
Issues: The greatest obstacle in their way is technical instability. Any crash of the AI within one of the hectic times in a London flagship hotel leads to a domino effect of stress to both employees and clients.
Sales and Marketing
Role: The Marketing and Sales Department acquire a vital position. They are supposed to convert the technical features that IT has developed into a luxury experience that people desire to purchase. They take care of the outward appearance of StaySmart+ and handle all things, including the social media buzz, to the top-level contracts with corporate travel agents.
Impact & Benefits: They are the revenue drivers. They target a segment of the population who also try to stay at a more expensive hotel by positioning StaySmart + as a high-end, eco-friendly alternative.
Problems: They are presented with the Expectation Gap. Unless marketing sells the experience of futuristic AI that the current technology cannot fully offer, having people disappointed during their visit as guests will harm the long-term reputation of the brand.
Owners
Role: Since RBH is a management company, the most potent external stakeholders are the Hotel Asset owners (investors) (Jackson, 2025). Their task will be that of the financial patrons. Their main task is to check the business case of the project and offer the capital (finance) required to purchase such hardware as intelligent sensors and artificial intelligence tablets.
Impact & Benefits: They help to supply the resources needed for growth. The project would not be able to expand across various international markets without their monetary green light.
Challenges: Risk aversion is the major challenge for them. The owners tend to be unwilling to adopt the new technology that has not been proven yet. The Return on Investment (ROI) shall be accurately calculated and presented before them, so that they do not withdraw their support.
The Visitors
Role: The end-users are the Guests. Although they are not employees, they are co-creators of the service (Friedli, Dolata and Schwabe, 2025). It is their duty to interact with the system and end up giving truthful feedback through reviews and surveys that the RBH needs to enhance.
Impact & Benefits: They facilitate the data and profit. Their actions inform the company which of the features are worth retaining and which ones are money-wasters.
Challenges: To guests, privacy and ethics are the greatest challenges. With an AI-powered hotel, customers will be uneasy because of the amount of data that gets collected about them and their practises. The most sensitive aspect of the job of the Project Manager is to retain their trust.
[bookmark: _Toc221029283]Engagement Frameworks & Models
[bookmark: _Toc221029284]Stakeholder’s Matrix (Mendelow’s Matrix) 
TELL WHAT IT DOES 
[image: ]
[bookmark: _Toc221265332]Figure 5: Mendelow's Matrix
(Source: Self-generated, 2026)

Key Players (High Power / High Interest): The hotel owner, project managers and IT Development Teams fall under the category of Key Players at RPH. Owners provide them with funding, and the technical keys of the company are held by the IT Development Teams.
Keep Satisfied (High Power / Low Interest): Global Brands like Hilton, IHG, etc. and Government Regulators are part of the Keep Satisfied category of the Matrix at the RPH. They have the authority to stop the project, but do not take an interest in the regular activities and details.
Keep Informed (Low Power / High Interest): This category includes hotel staff, the management team and the guests. These stakeholders are significantly affected by the project, but they have no authority related to the budget and technology of the project. They remain excited about the changes which will occur with the use of AI. 
Minimal Effort (Low Power / Low Interest): This category includes local suppliers and general community groups in the regions where RPH operates. 
[bookmark: _Toc221029285]Engagement Plan
Purpose of Engagement: Achieve productive engagement between the key internal and external stakeholders to enable the successful implementation of StaySmart+ and ensure alignment between its engagement and the strategic, operational, and sustainability goals of RBH.
Interaction with Key Players: Hotel owners, project managers, and IT teams will be involved using frequent steering committee meetings, progress reports and approval checkpoints to control budget, technical stability and strategy alignment.
Interaction with Keep Satisfied Stakeholders: Global brand partners and regulators will be provided with periodic compliance reports and assurances to provide the brand consistency, legal compliance, and the reduction of risk.
Involvement with the Keep Informed Stakeholders: To promote adoption and constant improvement, hotel staff and guests will be involved through training workshops, internal newsletters, pilot testing, surveys, and feedback systems.
Engagement Processes: The maintenance of transparency and accountability will be done through formal meetings, dashboards, email updates, workshops, and performance reviews.
Monitoring and Review: The effectiveness of stakeholder feedback and engagement will be reviewed on a regular basis to address concerns and consider the engagement strategies during the project life cycle (Leal Filho et al., 2025).
[bookmark: _Toc221029286]Communication Plan:
TELL WHAT IT DOES 
[bookmark: _Toc221099997]Table 1: Communication Plan
	Stakeholder
	Method
	Frequency
	Goal

	Hotel Owners
	ROI Dashboard/Formal Report
	Monthly
	To prove financial viability and energy saving.

	Front-line Staff
	"Treehouse" Intranet/App
	Weekly
	To respond to technical malfunctions and successful stories.

	Premium Guests
	Personalised Email/AI Concierge
	Real-time
	To enhance experience and get feedback.

	Brand Partners
	Strategic Review Meetings
	Quarterly
	To make sure global brand standards are met.


 Figure 6: Communication Plan
(Source: Self-generated, 2026)

[bookmark: _Toc221029287]RACI Matrix

The RACI Matrix of RPH Hospitality Management assigns clear roles to the Project Manager, Hotel owners, Brand Partners and AI Vendors for the six-month rollout plan (Stamenkov, 2025). RACI stands for:
· Responsible (R): They are the doers who are responsible for completing the task.
· Accountable (A): The one who is answerable for any progress or issues related to the task. Only one person shall be accountable per task. 
· Consulted (C): They provide relevant information for completing tasks through two-way communication.  
· Informed (I): These team members are kept up to date regarding the progress and decisions related to the project. One-way communication is received by them.
[bookmark: _Toc221099998]Table 2: RACI Matrix
	Task
	Project Manager
	Hotel Owners
(Investors)
	Brand Partners (Marriott/IHG)
	Tech/AI Vendors

	Strategy & Budget Approval
	R
	A/C
	I
	I

	AI Software Integration
	A
	I
	C
	R

	Staff Training 
	A
	I
	R
	C

	Marketing & Brand Alignment
	I
	I
	A/C
	R

	Data Privacy (GDPR) Compliance
	R
	Hotel Owners (Investors)
	C
	R

	Post-Launch Performance Review
	R
	C
	I
	C



[bookmark: _Toc221029288]The Engagement Process & Conflict Management
[bookmark: _Toc221029289]Communication: 
Communication is the process of clear, accurate and timely exchange of information (Buhaieva, Zapirchenko and Hrynko, 2025). Effective communication ensures that all stakeholders understand the reason behind implementing a change or introducing a product.
The Process: Various messages will be circulated among various individuals. The owners will receive reports on the amount of money that they will save on energy. Hotel Managers will receive information about how the AI will make check-ins quicker.
The Methodology: The RBH Treehouse Intranet will be utilised. This is the company’s main online centre. An individual can always log in and know exactly how the project is progressing, whether that individual is an investor in London or a receptionist in Birmingham.
Conflict management: There may also be some apprehension by the brands, such as Marriott, that the StaySmart+ AI tool will rival their application. A clear and transparent communication will take place to demonstrate technical boundaries and integration points to prevent any early territory wars.
[bookmark: _Toc221029290]Consultation: 
Consultation is the process of seeking input from all stakeholders (Morrison, Alshamari and Arora, 2025). It makes the employees of an organisation feel that their voices are being heard. This reduces the resistance in a company.
The Process: User Workshops will be conducted before the completion of the software. The "Super-Users" would be addressed, which includes the old school housekeepers and concierges, who have the experience of how a hotel should and can run.
The Technique: Focus Groups will be employed. Will it be inquired: Does this AI tool really help you save time, or is it another screen that you have to stare at? This prevents RPH from developing a tool which is nice to look at but difficult to use in a busy shift.
Conflict Management: If they are consulted to seek their opinions, then they will form part of the selection team. When they sample three products that are environmentally friendly and prefer the one that they like the most, they become the promoters of that product. They will strive to make it successful since it will be at their will. This changes the culture within an organisation into a partnership mentality. 
[bookmark: _Toc221029291]Collaboration: 
Collaboration is the process which involves an active and collective effort of the employees towards achieving a single goal (Hakanen et al., 2025). 
The Process: Launch Cells will be developed for a collective effort of employees. They will consist of small teams comprising one technological head, one marketing individual and one hotel manager.
The Technique: Agile Sprints will be employed. The company do not attempt to fix everything at once because it fixes little things every week. The staff in the Pilot Hotel in Birmingham will collaborate directly with the computer programmers to ensure that it is AI-friendly and offers a local feel.
Conflict Management: There is a common fight between the Tech Team and the Hotel Manager. The Tech Team wishes to close the system to update it, whereas the Hotel Manager focuses on selling the rooms. Our cooperation gives a win-win. One hotel floor can be renovated at a time to ensure that no one is losing money.
[bookmark: _Toc221029292]Commitment: 
Commitment involves encouraging a sense of accountability and ownership among the employees of a company (Cahyono, 2025). High levels of commitment leverage the success of the company by finding complex changes and addressing them. 
The Process: To capture the attention of people, the success of the project will be connected with the RBH Annual Awards. If a hotel manages to use the most energy through StaySmart+, they receive a trophy and a bonus.
The Technique: I will identify Project Champions. These are the reputed or the widely esteemed employees at every hotel. When the most respected manager in London says, “This AI is great, he or she is likely to be followed by the rest of the team.”
Dealing with Conflict: The largest conflict is normally over money (CapEx). An owner may not be willing to buy new solar panels or AI sensors. I handle this by exhibiting Evidence-Based ROI. They will be shown that failure to invest today means that they will pay a lot more in carbon tax and high energy bills in the future. 
[bookmark: _Toc221029293]Impact of stakeholders’ engagement & Future Recommendations
[bookmark: _Toc221029294]Influence on Financial Performance
The main source of financial success is effective interaction with Hotel Owners and Investors (Yudina et al., 2025). Under the third-party management model, the capital expenditure (CapEx) on AI and sustainability tech has to be approved by the owner.
Increased Asset Value: With the help of owners via the use of the Evidence-Based ROI (discussed during the Commitment phase), RBH will make sure that properties are being improved to suit the 2026 market standards. This adds up to a bigger terminal value of the asset.
Reduction of Costs: Collaboration with the Capital Projects Team and Tech Vendors will help ensure that the sustainability-oriented facilities (such as AI-based HVAC sensors) are installed properly. This will result in the estimated 10-15% utility savings directly increasing Gross Operating Profit (GOP).
Revenue Growth: RBH should be able to warrant increased Average Daily Rates (ADR) through the communication of StaySmart+ as a premium service. The joint marketing campaigns will also help it to monetise the "Green" and the AI-Personalised features and help increase Total Revenue Per Available Room (TRevPAR).
[bookmark: _Toc221029295]Implication on Operational Performance
The spirit of RBH is operational excellence. The involvement of the stakeholders makes the process of moving to the AI-driven tools come without a hitch rather than being disruptive (Grabocka and Ndoka, 2025).
Less Implementation Lag: Network Analysis will reduce the time spent on the full implementation of the StaySmart+ since it will identify the "Opinion Leaders" (GMs and Heads of departments) and empower them to influence the rest of the team. There is quicker adoption, which results in the benefits of the service being accrued earlier.
Staff Efficiency: The Consultation stage is the one that guarantees that the AI travel planning tools, in fact, address staff issues. By engaging staff and training them, the staff uses to automate repetitive tasks and concentrate on high-value interaction with guests. This will result in increased productivity of labour and less tech fatigue.
Reduced Turnover: The Collaboration phase is when the employees involved in the project design report greater job satisfaction. Having high staff engagement in a competitive labour market serves as a tool of retention since it lowers the high costs of recruitment and training.
[bookmark: _Toc221029296]Impact on Brand Equity
Trust and consistency form the brand equity (Rejitha and Jayalakshmi, 2025). In the case of RBH, the engagement process safeguards the reputation of the management company as well as the global brands which they run.
Stability throughout a Portfolio: RBH will use a follow-through Communication Plan that will help the company stay consistent with the terms of the experience of the stay, both in London and in Birmingham. This trustworthiness creates loyalty among the guests.
ESG Credibility: RBH does not engage in greenwashing by enlisting the services of sustainability consultants. Verified interaction will make the ecologically friendly theses of StaySmart+ supported by data, which will boost the image of RBH as an ethical operator.
NPS and Online Reputation: Interested employees are more effective in service delivery. This is a direct correlation to increasing Net Promoter Scores (NPS) and favourable TripAdvisor reviews. The reputation of a hotel in the digital environment is the most useful intangible asset in 2026, and alignment among the stakeholders is the sole method of protecting it.
[bookmark: _Toc221029297]Future Recommendations
As a way of sustaining the momentum of the rollout of the StaySmart+ and a way of ensuring its sustainability in the long run, the following are the strategic recommendations:
Continuous Feedback Loops
The interest should not be limited to the launch. RBH should not be engaged in Project Engagement anymore, but in an Operational Dialogue.
· The "Digital Suggestion Box": The RBH feedback channels in the form of a Treehouse should remain open forever. This will enable front-line employees to provide the AI tool with the idea of making micro-updates according to the response of the guests (Qadri, 2025).
· Quarterly Stakeholder Audits: Generally, survey Hotel Owners to confirm that the financial performance of StaySmart+ is in accordance with their ever-changing expectations. This makes a project that was initially a single undertaking a continuous improvement process.
Cross-Cultural Training
Since RBH is rolling out StaySmart+ to the international market, the one-size-fits-all engagement strategy will not be effective.
· Localised Engagement: Future rollouts should incorporate the use of 4Cs in the form of so-called Cultural Liaison Officers who can tailor the 4Cs to the local norms. As an illustration, the consultation styles that are effective in the UK might have to be formal or hierarchical in some foreign markets.
· Global Brand Sensitivity: We will still need to invest in the deeper level of training on the ability to incorporate RBH-proprietary services such as StaySmart+ with the constantly evolving global standards of Marriott, Hilton and IHG (Mediratta, 2025).
Data Ethics Board
The ethical use of data will also become a significant stakeholder issue as AI makes itself the key to the guest experience.
· Transparency: RBH must take the initiative to involve the guests and legal authorities to develop a "StaySmart+ Privacy Guarantee."
· Ethics Dedication: Achieving stakeholder dedication to high-data-privacy principles will safeguard the brand against regulatory shocks (not just GDPR) in the future, as well as create a “Trust Premium” with guests.


[bookmark: _Toc221029298]Conclusion
In conclusion, the deployment of StaySmart+ represents a technological upgrade and serves as a fundamental shift in the strategic identity of RPH Hospitality Management at the global stage. Using the Stakeholder Theory and the 4Cs model, it is clear that RPH cannot afford to take this rollout as easily as installing software. Rather, the Project Manager has to be an intermediary between technical innovation and human hospitality. The mapping of stakeholders and the application of specific accountabilities to individual stakeholders via the RACI matrix can help the organisation to alleviate the technostress experienced by the front-line employees, as well as the privacy-related issues expressed by international visitors. Its results indicate that in case communication is open and cooperation is encouraged, the perceived threat of AI, including the disappearance of the human touch, is substituted with a new benchmark of augmented hospitality that is efficient and highly personal.
Finally, it is the capability to build trust among the various stakeholders that will determine the future of RPH Hospitality Management. Going through and having to deal with the legal complexities of PESTLE factors or the internal disputes of the implementation process, the key lesson is the same. Through the application of advice related to the localised engagement and ethical AI regulation, RPH has a high chance not only to introduce StaySmart+ to the market but also to re-invent the brand loyalty in a technologically oriented and sustainable world.
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