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[bookmark: _Toc224858474]Executive Summary
This report discusses stakeholder involvement in the proposed launch of StaySmart+ in Marriott International. StaySmart+ is a high-end services model, which integrates AI-based guest communications, customised vacation planning and eco-friendly facilities at a target group of local and global hotels. According to the report, the technology and branding alone are insufficient to make this project successful, but the ability of Marriott to identify, prioritise and involve stakeholders whose assistance would be sought in the design, creation and integration of the service. When it comes to global hospitality, stakeholder involvement is necessary since service innovation influences guest confidence, employee functions, owner returns, legal adherence, vendor relationships and community validity at the same time.
The report launches by providing background to Marriott and evaluating the organisation using the SWOT and PESTLE analysis, with SMART objectives being used to evaluate the six-month rollout. It goes on to determine the key internal and external stakeholders and elaborates their roles, responsibilities, benefits and probable obstacles. To maintain these relations, the report considers the stakeholder theory, a matrix by Mendelow, a RACI one, an engagement plan and a communication plan. It is followed by a critical section which expounds how the project manager ought to apply the 4C model of communication, collaboration, consultation and commitment to develop alignment and address conflict amidst the different contexts of cultures and markets. The report discovers that robust stakeholder relations enhance project delivery, attraction of guests, staff backing, legitimacy and a thriving business, whereas frail relations heighten the danger of procrastination, resistance, tarnished image and inefficient execution.








[bookmark: _Toc224858475]1. Introduction to the Company and Project
Marriott International is a suitable organisation to take this report since it is one of the most global hotel and hospitality organisations with an extensive multi-brand network, broad geographical locations and extensive experience in providing premium services. Marriott is chosen as the firm, in this academic case, whereby the proposed StaySmart+ project will be created and initiated. The size of the organisation is significant as a service innovation of such a type involves the coordination of corporate teams, operations at the level of the hotel, technology partners and owners and employees, as well as guests. Regarding internal planning, service enhancement in global hospitality is almost always a failure. They are based on the quality of the relationship with stakeholders and the extent to which the stakeholders are informed, engaged and committed (Kujala et al.,2022).
The project, per se, relates to the six-month implementation of a new service StaySmart +, which is the service of premium customer experience. StaySmart+ is an AI-based hotel platform that combines guest contacting services, personalised travel planning, and sustainability-oriented products and services. It aims to enhance comfort, convenience, and brand differentiation in addition to contributing to the efficiency of operations and responsible consumption. To Marriott, this project is a strategic move towards benefitting its guests as well as developing a special service experience at the local and global markets. According to hospitality research, personalisation (AB-assisted) may enhance satisfaction and loyalty in case the utility of services, trust and data security are properly taken care of (Nam et al.,2021).
Nonetheless, complexities are also created by StaySmart+. It transforms the processes of service delivery, influences the role of employees, necessitates digital integration, relies on the third-party supply and providers of technology, and raises ethical concerns associated with privacy, transparency and fairness. It also needs to be localised in markets that have various regulatory and cultural demands. That is why stakeholder involvement is the key to the project initiation and finalisation. The project manager should identify not only the stakeholders, but also needs to create collaboration mechanisms, build a sense of trust, manage conflict, and commitment mechanisms.
[bookmark: _Toc224858476]2. Company Appraisal: SWOT, PESTLE and SMART Objectives
There are a number of strengths of Marriott that can be leveraged to have a successful launch of the StaySmart+. Its brand awareness, high-end positioning, knowledge and loyalty ecosystem in its operations make it a robust base upon which a personalised service innovation can be implemented. Hospitality is one of the sectors most suited to digital tools, given the high availability of large customer pools of data and the well-developed service standards, which Marriott has. With smart customer service and AI-enhanced voice assistance, efficiency and accessibility of the service can be amplified with the appropriate integration of these features throughout the guest experience (Buhalis and Moldavska,2022). Another advantage that Marriott has is experience in the standardisation of brand promises and the customisation of delivery in various market structures.
The weaknesses associated with the company have to do with the level of difficulty in implementation. Global hotel chains are prone to sluggish coordination, disparate digital maturity of different properties, and staff preparedness. Franchised, managed and owned hotels might have varying priorities in investments and technological capability. The other weakness is that the employees might see AI-enabled service as a danger to their independence or employment conditions in case change is not well clarified (Koo et al.,2021). It implies that the service concept would be strategically appealing yet internally resisted during the rollout.
StaySmart+ has good opportunities. Guests are demanding enhanced personalisation and digitally enhanced convenient experiences, and the concept of sustainability is emerging as a more powerful influencer of value in hospitality. When integrated with service design, easy to use, and clearly featured in the hotel's design, smart hotel technologies have the ability to enhance guest satisfaction, revisit intention and word-of-mouth (Soliman et al.,2025). Green attractions also have the potential to distinguish the brand, as well as react to the increased environmental demands. Simultaneously, the project provides educational possibilities that can empower Marriott in the future in terms of innovation.
The threats are substantial. The violation of privacy, the inability to prevent cybercrimes, regulatory non-conformity and the uncertainties of superficial sustainability statements might harm the trust. Guests might not accept automated interaction when they think that human hospitality is denounced. The owners are likely to hesitate when the capital and turnover on investment are not clear. The competitors can even copy the idea quickly. The existence of these threats demonstrates that stakeholder confidence is as vital as the technical performance to the success of the project.
The conclusion is supported by a PESTLE analysis. Marriott has to act in accordance with various domestic regulations in matters of data protection, accessibility, consumer rights and sustainability disclosure, politically and legally. On the economic side, the cost is on the increase, and the volume of travel is unpredictable, which makes owners less bold about new expenditures. On the social side, the demands of convenience and customised experience are on the rise, whereas the age, the market and culture assess AI acceptance differently. The AI-based and smart-room systems are technology-wise and present significant opportunities, but even more dependence on trustworthy integration and credible vendors is becoming a necessity (Goel et al.,2022). Due to environmental conditions, the hotels are under more pressure to cut down on waste, energy consumption, and emissions. It has been discovered that erspieligung Technologies have the potential to enhance the performance of operations and the perceptions held by the guests, where such technologies are not only substantially connected to reaching service value (Adeel et al.,2024).
This analysis implies that SMART objectives should be used to guide the project. First, Marriott ought to introduce StaySmart+ in pilot hotels in carefully chosen locations in six months and record a no less than 30 per cent adoption rate of the product among the qualified guests. Second, at least 90 per cent of pilot property frontline employees must be trained before abortion. Third, the involved hotels are expected to improve guest satisfaction scores by five per cent in three months after the implementation. Fourth, the sustainability aspects must result in quantifiable decreases in pilot hotel resource-use indicators. These goals establish a realistic foundation of stakeholder communication, accountability and assessment.
[bookmark: _Toc224858477]3. Key Internal and External Stakeholders
The most important internal stakeholders are the top leadership, project squad, product development, IT and digital squad, hotel operations top management, the hotel's overall managers, frontline staff, HR and learning staff, the marketing team, finance and legal team. Top management offers strategic endorsement, finance and eminent sponsorship. The project team is the one which coordinates the workstream and controls the milestones. The technical system is developed by the product and IT teams and kept in operation. Workable routines at the property level are a translation of the concept by the teams running the hotel operations. Frontline workers have a direct impact on the guest experience and, thus, have a strong impact on adoption. HR contributes to the preparation of training and readiness to change, marketing provides the clarity of the business, control of costs, and adherence.
The prominent external stakeholders include guests, hotel owners and investors, technology vendors, travel partners, regulators, local communities and interest groups involving sustainability topics. Central to this is the guests since they have the experience of service and can tell whether this service has perceived value or otherwise. Owners and investors are important by virtue of the fact that they finance implementation and determine commercial viability. The vendor of technology would be significant as the system relies on a secure, reliable and scalable digital infrastructure. The project is affected by privacy, consumer and employment regulations by regulators. StaySmart+ may have an impact on legitimacy, particularly when the community and the sustainability stakeholders in the region are impacted by the scheme and the pledge of more responsible travel choices, or cleaner in-hotel use.
The stakeholder theory applies in this case since it does not look at these groups as audiences but as content creators and risk-takers (Bridoux and Stoelhorst,2022). In this project, both formal power and practical influence are relevant when it comes to the stakeholders. The institutional power of senior leaders, owners and regulators is high. The influence of experience is strong among employees and guests since they influence actual real-world delivery and acceptance. There is a high level of operational influence by the vendors. There can be those who have less direct authority, but their reputation or social legitimacy can be influenced, particularly in the context of where there are sustainability claims being made. Good stakeholder engagement is thus necessitating Marriott not to merely list stakeholders but prioritise the stakeholders based on power, interest and salience.
[bookmark: _Toc224858478]4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders
The top management has the role of approving the project, assigning resources and performance expectations. The advantage it has is strategic direction and organisational legitimacy. The problem lies in the fact that leaders might be pressured in their need to act quickly and get a commercial payoff without taking into account employee issues, legal or ethical considerations. Coordination, governance, risk tracking and stakeholder alignment are supposed to be done by the project manager. The advantage of this position is cross-functional integration; the difficulty is the ability to strike a balance between conflicting interests without the delivery discipline.
System design, integration, testing and data reliability are to be carried out by product development and IT teams. They introduce the expertise of technology, but they can be too narrow when operational teams are not involved. The leaders and general managers of hotel operations will undertake the local implementation, workflow and service consistency. The advantage is contextual realism in that they know the impact of new systems on the day-to-day operations. Frontline employees deal with the support of guests, their payment, and the real-time increase in problems. Their advantage is that they place the human component of hospitality and can make digital services credible. They have trouble getting used to new schedules and potential apprehension of job redesign or performance stress (Koo et al.,2021).
The training and change support is seen to be the domain of HR and learning teams. They are worth it because they convert a strategic idea into the confident behaviour of employees. The marketing teams do the same in terms of how the service is communicated externally and internally. The cost viability, contractual clarity and compliance fall under the remit of finance and legal. External stakeholders such as guests will be able to offer direct feedback and usage statistics, owners will be able to provide financial assistance, vendors will ensure technical functionality, regulators will be able to confer legitimacy on laws, and communities will be able to affect the brand credibility. Studies regarding the sustainability of hotels indicate that effective changes can frequently be achieved because of the collaboration between two or more parties instead of individual hotel management (Chan,2021).
A RACI matrix can be used to explain these relationships. In the StaySmart+ initiative, the top management will be expected to give final approval. The project manager is responsible for deliverables. Implementation is done by IT, product development and operations of the hotel. The workstream consulted or held responsible will be based on the consulted or responsible HR, legal, finance and marketing. The service enactment is the duty of the employees, whereas the owners, vendors and regulators are often consulted or informed depending on the decision in question. Fully delegated responsibility will eliminate confusion, repetition and needless conflict.
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The current report is framed in terms of the stakeholder theory, which helps in understanding why organisations can create value by managing relationships with all the parties impacted, as opposed to concentrating on one interest group. The modern stakeholder engagement literature reveals that the engagement can be of the moral, strategic and pragmatic facets, and that is why organisations engage stakeholders not only due to the higher ethicality, but also better decision making and better performance (Kujala et al.,2022). This is very applicable to the case of StaySmart+, where the success of the business is based on trust, cooperation and legitimacy.
The power-interest one by Mendelow is helpful in the stakeholder categorisation. Close management is needed in high-power and high-interest stakeholders like senior leadership, owners, as well as hotel managers and regulators. Active involvement of frontline staff and guests is needed since they have a strong influence on adoption despite their relatively low formal power. The coordination of vendors is close due to the fact that a technical failure may compromise the launch. The communities and sustainability bodies ought to be duly consulted and informed, particularly in cases where relevant local legitimacy and accountable tourism assertions are involved. The usefulness of the matrix created by Mendelow is that it aids the project manager in making decisions on whether intensive engagement is necessary and whether the light information strategies are adequate.
An action plan for stakeholder engagement should then transform analysis into action. The project manager must determine interests, anticipated concerns, engagement objectives, desired channel of contact, frequency of contact and indicators of success for each stakeholder group. This can be filled out by a communication plan that determines what information is disclosed, by whom, how frequently and why. Communication needs to be two-way and differentiated. Top managers require summarised progress reports. The employees require hands-on briefings, training and assurance. The benefits, privacy and service use should be simply explained to the guests in a transparent manner. Project scholarship research also indicates that an increasing number of stakeholders are expected to combine and involve one another in the process of stakeholder engagement instead of a strictly managerial cycle (Aaltonen et al.,2024).
Another tool that should not be overlooked is the RACI matrix since it brings a clear understanding of accountability to a project whereby the digital, operational and marketing functions intersect. Lastly, the stakeholder engagement must be viewed as a dynamic, instead of fixed, concept. As sustainability-oriented innovation advances, its sustainability may be shifting towards a design or implementation form. Fobbe et al. reveal that stakeholder engagement may need to shift its form and intensity (Fobbe et al.,2024). The same revelation can be directly applied to StaySmart+, whereby early-stage design workshops do not equal pre-launch training, launch support and post-launch review.
[bookmark: _Toc224858480]6. Stakeholder Engagement Process and Conflict Management Using the 4C’s Model
A systematic stakeholder diagnosis should be described by the project manager. This will entail determining the stakeholders, evaluating the power and interest, finding out probable concerns, and making appropriate decisions on the degree of engagement. When developing a global hospitality project, the diagnosis should encompass corporate interviews, hotel preparedness checks, and guest insights and consultation with the legal and technological consultants. Partial identification is poor since the neglected stakeholders would come out later to be the causes of delay or reputational risk.
Communication is the first aspect of the 4Cs model. Communication during the start of the project should clarify the reason behind the existence of the work StaySmart+, why it is good business, what positive outcome should be expected and how this is likely to affect each of the groups of stakeholders. Communication should be frequent, open and personal. Top executives require strategic reporting. Proprietors require clarity in business cases. Role changes and support systems should be explained practically to the employees. Virtually, guests require convenient and ready communication on personalisation and data usage. Failure of communication sparks unnecessary conflict as the stakeholders fill gaps by assumption and fear. The effective coordinated rhythm of the communication (through meetings, dashboards, FAQs and channels of escalation) becomes necessary.
The second component is teamwork. Awareness is made through communication, and ownership through collaboration. In the case of StaySmart+, collaboration will imply the engagement of the concerned stakeholders in creating workflows, testing service features and creating guest journeys. Hotel managers, frontline personnel, digital groups and marketing experts should work together in designing pilots. Teamwork is particularly vital in the hospitality industry since service innovations can only work effectively in cases where operational reality and customer demands are congruent. Without incorporating peripheral innovation teams in the design of the service, realistic issues would manifest themselves during the implementation phase.
The third component is consultation. The second application should be consultation where the stakeholders have to affect decisions, although they may not be directly engaged in day-to-day project operation. It should be rolled out after getting the recommendations of legal teams, regulators, owners, guest panels and sustainability specialists. This minimises the chances of failure to comply, poorly designed services or poor sustainability claims. The international adaptation also depends on consultation. A service experience that can be seen as effective in one nation could be recognised as being impersonal or offensive in another. Consultation thus assists the project manager to avoid being one-sided.
The fourth component is commitment. Commitment refers to the stakeholders not understanding the project as part of it, but rather remaining to show support to the project through behaviour and decision-making. When employees are confident when using the tools and promote their uptake by guests, they are committed. When the owners endorse changes in investment and operation, they demonstrate commitment. Guests are loyal to the service when they embrace the brand and the service. The project manager can enhance commitment by treating feedback publicly, allocating resources effectively, rewarding efforts and making decisions equitably. A commitment is highest when the stakeholders feel that their involvement affects actual outcomes.
The aspect of conflict management cuts across the four dimensions. In StaySmart+, there should be a contradiction between the cost control and the service quality, standardisation and localisation, automatisation and human interaction, the adoption pace and legal caution. Conflict should be viewed by the project manager as part of a normal project that is multi-stakeholder and not as a failure. An early detection by consultation, reporting and feedback loops is the first step. The second one is diagnosis: there are those conflicts which are triggered by the incompatibility of the interests, and those which are triggered by poor information or lack of involvement in making decisions. A better explanation and demonstration may tend to break the information conflicts. Interest tussles need to be negotiated and analysed on a trade-off basis. When there are decision rules and escalation routes, process conflicts are normally diminished.
Layered conflict resolution should be applied by the project manager. Small operational upheavals can be sorted out by means of face-to-face discussion and local problem solution. In situations where there is an overlap of responsibilities, cross-functional workshops may be utilised. Only problems that cannot be resolved without making compliance, cost control, or launch time threats should be escalated formally. This is significant as inclusive involvement is not supposed to be an open-ended consultation that lags. Having an open mind and discipline in decision-making are balanced by proper engagement (Aaltonen et al.,2024).
The ethical concerns should also be handled explicitly. StaySmart+ relies on the use of personal information and suggestions made by AI, which also raises the issues of privacy, fairness, transparency and human control. Visitors will be concerned with the utilisation of their preferences, and workers with surveillance and substitution. Then the stakeholder engagement in terms of ethics would be to communicate the data practises of Marriott in a clear manner, have a purposeful human presence, as well as to be evidence-based in terms of sustainability claims. Artificial intelligence-guided guest personalisation studies indicate that the key predictors of a positive response are trust and perceived security (Makivic et al.,2024). The lack of ethical strength would thus compromise the legitimacy and performance.
During the six-month process, a proposed phase of stakeholder engagement is proposed. In the initiation, mapping, and communication are the areas of focus. In design, focus is put on teamwork and consultation. Training and commitment-building take centre stage during pre-launch. Having fast communication and problem-solving is essential during the launch. In the course of post-launch review, the project manager is to take the feedback of all major stakeholders and compare the results with SMART objectives. This adaptive process is better than a plan in stone since the issues and the influences of the stakeholders will change as the project advances.
[bookmark: _Toc224858481]7. Impact of Stakeholder Engagement on Business Performance and Recommendations
Close stakeholder engagement can enhance the business performance of Marriott in various ways. First, it enhances the quality of implementation since the areas of operations, legal and technical concerns are detected at an earlier stage. Second, it boosts the adoption of guests as the service will be more likely to match the actual expectations and be described by the employees in a similar way. The use of AIs in supporting hospitality services can enhance satisfaction when guests believe that the technology is useful and in their favour, and can make them feel secure and supported instead of being intrusive (Makivić et al.,2024). Third, legitimacy is enhanced by the involvement of stakeholders. It is especially pertinent to the situation in which sustainability is included in the value proposition, as the stakeholders are becoming more inclined to assess hospitality companies when they claim environmental pledges as credible (Sun et al.,2024).
Another pathway is employee performance. Hospitality relies on the behaviour of staff, emotional labour and confidence in determining the quality of service. Early engagement of the employees by training and giving them a chance to contribute to the implementation makes them more likely to support the service. They can be more or less docile when they perceive themselves to be sidelined, or they may be offensive. It is also a sign of strengthened ownership and investor confidence when interest results in visible governance, quantifiable goals and reporting. These performance impacts by regulators and communities are more indirect, and their assistance minimises the risk of complaints, fines, and reputational loss. The stakeholder engagement thus influences the financial, operations and reputational performances at the same time.
Also, it has a learning effect. The engagement provides information to both the guests, the staff, the vendors and managers to sustain the growth of the StaySmart+ and advance future innovation initiatives at Marriott. This renders engagement as not only an instrument of risk-management, but strategic capability as well. Nevertheless, involvement has its boundaries. It is time-consuming and resource-intensive, as not every one of the stakeholders' preferences can be met. Marriott ought thus to seek fair base, evidence-based and transparent decision-making instead of an attempt to eliminate all tension.
A number of recommendations are ensuing. Marriott ought to consider stakeholder mapping as an initial requirement of innovation initiatives. It must pilot co-design with hotel managers, employees and the targeted guests before it is broadly implemented. It must reinforce data governance and explainable AI practises such that personalisation is paired with trust as well. It must be open to planned localisation of interface design, service rituals and sustainability communication. It must go further to incorporate stakeholder-based performance dashboard measures, which will include employee readiness, guest trust and speed of issue resolution, instead of basing performance on commercial indicators. Lastly, Marriott ought to make post-launch reviews of learning, which involve internal and external stakeholders, to ensure that decisions on expansion in the future are based on comprehensive evidence.
[bookmark: _Toc224858482]8. Conclusion
This report has established that stakeholder involvement plays a key role in determining the initiation and achievements of the project of StaySmart+ at Marriott International. The service that is proposed to be deployed is strategically appealing due to the synergies of personalisation of the service digitally, efficiency and sustainability of the service. However, the same characteristics complicated it as it touches upon various stakeholders whose interests do not necessarily coincide. This has been analysed to indicate that the success of the project relies on the capability of Marriott to identify stakeholders, comprehend their issues, explain roles and establish continuous engagement processes.
As it was revealed in the SWOT and PESTLE analysis, Marriott has a lot of strengths and opportunities in launching StaySmart+, but there is a risk related to the implementation, privacy, cost and cross-market variability. The report engaged major internal and external stakeholders and presented the value and difficulties of the stakeholders. The stakeholder theory, the matrix introduced by Mendelow, a communication plan, an engagement plan and a RACI matrix were proven as helpful tools to organise engagement. The sceptical learning about the 4C model saw that trust building in the project through communication, collaboration, consultation and commitment is necessary in the project life cycle to manage conflict and keep support going during the project.
The report summarises that the engagement of the stakeholders enhances the adoption, improvement of the quality of the service, legitimacy, employee support and long-term business performance. Semi-feebleness, on the contrary, exposes one to the danger of time lag, opposition and negative publicity. In the case of Marriott, the fundamental lesson is that the success of StaySmart+ will occur not only due to the fact that the technology was innovative, but also due to the fact that the organisation will approach its stakeholders in a meaningful, ethical, and disciplined manner throughout all the project development steps.
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[bookmark: _Toc224858485]PESTLE Table
	Factor
	StaySmart+ implication for Marriott

	Political
	Operations span multiple countries, so service design and rollout must align with different public policy priorities around digital services, tourism, employment and sustainability reporting.

	Economic
	Owners and managers may be cautious about investment because of cost pressures, uncertain travel demand and the need to show a clear return on digital and sustainability features.

	Social
	Guests increasingly expect convenience, personalisation and responsible hospitality, but acceptance of AI-enabled interaction differs by age, culture and travel purpose.

	Technological
	AI guest tools, smart-room functions and data integration create service opportunities, but they also require secure systems, reliable vendors, interoperability and staff capability.

	Legal
	The project must comply with data protection, accessibility, consumer protection, employment and contract requirements across different jurisdictions.

	Environmental
	Sustainability-focused amenities can support differentiation, but claims must be evidence-based and linked to measurable reductions in waste, energy or resource use.



[bookmark: _Toc224858486]SWOT Table
	Category
	StaySmart+ appraisal for Marriott

	Strengths
	Strong global brand reputation, broad loyalty ecosystem, premium service positioning, operational experience and access to rich guest data that can support personalisation.

	Weaknesses
	Complex coordination across properties, uneven digital readiness, possible staff resistance, reliance on cross-functional alignment and variation in owner priorities.

	Opportunities
	Growing demand for smart personalised travel, stronger interest in sustainable hospitality, service differentiation, higher guest loyalty and learning for future innovation.

	Threats
	Cybersecurity and privacy risks, regulatory non-compliance, accusations of greenwashing, owner concerns about cost and fast imitation by competitors.



[bookmark: _Toc224858487]Stakeholder Map (Power-Interest Summary)
	Stakeholder group
	Power
	Interest
	Engagement approach

	Senior leadership and owners
	High
	High
	Manage closely through monthly governance reviews and milestone approvals.

	Hotel managers and operations leaders
	High
	High
	Co-design implementation and review readiness weekly.

	Frontline employees and HR
	Medium
	High
	Train, consult and support through briefings, coaching and feedback loops.

	Guests and loyalty members
	Medium
	High
	Inform clearly, gather pilot feedback and refine the service journey.

	Technology vendors
	Medium
	High
	Coordinate through sprint reviews, service-level controls and issue tracking.

	Regulators and legal teams
	High
	Medium
	Consult early on privacy, accessibility and compliance requirements.

	Local communities and sustainability stakeholders
	Medium
	Medium
	Engage through responsible tourism messaging and local partnership dialogue.


The stakeholder map demonstrates that engagement intensity should vary according to formal authority, operational dependence and legitimacy concerns rather than treating all stakeholders in the same way.
[bookmark: _Toc224858488]RACI Matrix for StaySmart+ Rollout
	Project activity
	Senior leadership
	Project manager
	IT/product
	Hotel operations
	Other key parties

	Approve project scope and budget
	A
	R
	C
	C
	Owners - C

	Design service features and guest journey
	C
	A
	R
	R
	Marketing - C

	Privacy, legal and compliance review
	C
	A
	C
	I
	Legal/regulators - R/C

	Staff training and readiness
	I
	A
	C
	R
	HR - R

	Pilot launch and issue escalation
	I
	A
	R
	R
	Vendors - C

	Performance review and scale-up decision
	A
	R
	C
	C
	Finance/owners - C


The RACI matrix clarifies decision rights and avoids role ambiguity during a cross-functional and cross-market rollout.
[bookmark: _Toc224858489]Communication Plan Summary
	Audience
	Purpose
	Channel
	Frequency
	Owner

	Senior leadership
	Strategic risks, budget, readiness
	Governance dashboard and review meeting
	Monthly
	Project manager

	Hotel managers
	Implementation issues and local adaptation
	Workshop and action tracker
	Weekly
	PM and operations lead

	Frontline employees
	Training, FAQs and launch support
	Briefings, LMS and helpdesk
	Weekly pre-launch; daily at launch
	HR and operations

	Guests
	Benefits, privacy and service use
	App, email and in-hotel messaging
	Pre-arrival and during stay
	Marketing and hotel team

	Owners and investors
	Commercial progress and pilot results
	Performance summary
	Monthly
	Finance and PM


This communication plan is deliberately differentiated because stakeholders require different messages, levels of detail and levels of interaction.
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