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Introduction
The global hospitality industry is rapidly evolving as a result of technological developments, globalization and customers’ demand for customized services. Hotel chains around the world are facing increased competition and higher consumer expectations in terms of service quality and operational efficiency. The “StaySmart+” service package which would allow hotel guests to use artificial intelligence (AI) technology to communicate with staff and other guests, enjoy personalized itinerary services and have access to sustainable transport services is designed to keep customers satisfied and help hotel chains meet their business goals.
The Hyatt Regency Birmingham hotel chain will be used as a case study for this assessment. Hyatt Hotels Corporation, which Hyatt Regency Birmingham is a part of, is an international hotel company with locations across the world. Hyatt Regency Birmingham was chosen because it is situated in one of the largest business, tourism and ethnic diversity cities in the UK. Birmingham will provide valuable insights into how to launch a service package successfully both in the domestic and global market.
Rolling out the StaySmart+ service at Hyatt will allow the company to align with global hospitality trends. However, in order to do this successfully, Hyatt will have to identify its stakeholders. Stakeholders can be anyone who can affect or is affected by the organization’s actions and decisions (Freeman, 1984). The interests, power and expectations of stakeholders need to be understood by Hyatt.
The purpose of this report is to identify, analyze and discuss stakeholder engagement. The report will first identify Hyatt’s internal and external stakeholders. Then the report will discuss and justify which stakeholder engagement strategies Hyatt should implement when considering its stakeholders from different countries. The report will conclude by analyzing the advantages and disadvantages of stakeholder engagement as well as ethical issues Hyatt might face when engaging its stakeholders.
Company Appraisal – SWOT and PESTLE Analysis 
In order to identify the internal factors that impact upon Hyatt Regency Birmingham and the external environment in which it operates which may affect implementation of StaySmart+, this appraisal will analyse the organisation via a SWOT and PESTLE review. These strategic frameworks are common models used in management education to highlight organisational strengths, weaknesses and the macro-environmental factors that impact upon it (Johnson et al., 2017).

SWOT Analysis
Strengths
Hyatt Regency Birmingham represents a globally recognised brand in hospitality services, benefitting from its parent company Hyatt Hotel’s reputation of premium service excellence. Its location in the heart of Birmingham makes it accessible to both business and leisure travellers. Hyatt has a pre-existing focus on investment into digital technology and customer experience.

Weaknesses
Running an international hotel brand comes at a high price; there will be significant costs to training employees and implementing innovative technologies to keep up with industry standards. Revenue is susceptible to instability as the hotel caters largely to international travellers. Employees may be unfamiliar with how to maximise the usage of AI technology and face a learning curve.

Opportunities
Consumers are demanding more personalised, tailored services at their preferred level of convenience from hospitality businesses. StaySmart+ enables AI technology and eco-friendly amenity to provide guests with a unique service offering not yet offered by competitors. The expansion of the ‘connected customer journey’ within smart tourism is continuing to grow.

Threats
Competition has increased with other large international hotel chains and alternative accommodation services. Digital and technological innovation is constantly changing and could become dated rapidly. Data privacy is also a growing concern with new technology like StaySmart+.

PESTLE Analysis
Political
Regulations and government policies that Hyatt must adhere to include those of the UK hospitality industry, employment law and data protection laws.

Economic
Fluctuations in inflation, currency exchange rates and international tourism will affect organisation revenue. Economic turmoil may affect consumer spending behaviours and willingness to travel.

Social
Consumers want more personalised experiences and are more aware of their environmental impact when travelling. There is a desire for contactless customer service, as well as digital interaction.

Technological
Hyatt Regency Birmingham will be implementing technological innovations through StaySmart+ such as voice command AI technology and in-room smart technologies.

Legal
Data protection acts and regulations will have to be considered when implementing new technologies like StaySmart+. Other factors such as health and safety, and employment law will have to be considered.

Environmental
Businesses are continuously looking for ways to improve their carbon footprint. Hyatt can offer eco-friendly amenities through integration of the StaySmart+ service.
Identification and Categorisation of Key Stakeholders 

The term stakeholder identification is described as the process of recognizing stakeholders (Freeman, 1984). Stakeholders involved in the launch of StaySmart+ service at Hyatt Regency Birmingham were selected as following:

Internal stakeholders
Internal stakeholders are persons who work for Hyatt hotels corporation in Birmingham hotel and are engaged in its daily operations.
The product development team needs to be involved as they are responsible for the development of the service and integration of AI within the hotel rooms. AI analytics, machine learning, internet of things, predictive maintenance capabilities, digital infrastructure implementation, robotics solutions will be needed for efficient roll-out of StaySmart+ Service for all guests (Ulrich & Eppinger, 2016).
Marketing department employees are important stakeholders as they will be able to provide marketing strategies that can allow the company to appeal to new target markets. They need to conduct research on value propositions of StaySmart+ service for customers and competitors operating within the international marketplace (Kotler et al., 2019).
Sales department stakeholders will be involved as they understand sales strategies that can allow the hotel to reach business to consumer customers and business to business clients. This department can allow the company to reach new corporate businesses, travel agencies and external consumers.
The operations department with front-line workers such as receptionists, front-desk agents, concierge, team members, housekeeping teams need to be involved as they will interact with guests utilizing StaySmart+ service daily.
Senior managers and project sponsors need to be involved to provide guidance and decision-making process. They will most likely manage project execution and have allocated resources for this project.
Information Technology department stakeholders will need to be involved to implement AI technology, data analytics, cybersecurity, internet of things etc. to allow rooms to be operable through AI technology.

External stakeholders
The following stakeholders are not direct employees of Hyatt hotels corporation in Birmingham hotel but can be affected by the project or affect the project.
Customers/ Guests: Customers are external stakeholders as their wants and needs will drive the decision-making process on what needs to be implemented within StaySmart+ service. Clients want eco-friendly, sustainable, high-quality personalized services with each stay.
Technology partners and suppliers: External organizations and vendors that can provide AI technology, software as a service (SAAS) platforms, and environment-friendly products will be involved in the design and roll-out of StaySmart+ services.
Regulatory bodies/Government: Government regulators will need to be complied with as they establish laws and regulations that the hotel must meet. As AI technology will be implemented, data protection act (GDPR) must be aligned with.
Local community/Environmental groups: As sustainability is one of the requirements of StaySmart+ services, local community members and environmental organizations need to be involved.
Investors/ Shareholders: Shareholders invested in Hyatt hotel need to be informed on how projects can drive profit or increase return on investment.

Roles, Responsibilities, Benefits, and Challenges of Key Stakeholders

Impactful leadership requires managers to be knowledgeable about stakeholder roles, responsibilities, benefits and challenges. Stakeholder theory addresses key functions stakeholders have in providing value but can also create barriers if not well addressed (Freeman, 1984). Internal and external stakeholders of StaySmart+ at Hyatt Regency Birmingham are described below.

Internal Stakeholders
Product development team will design and improve features of StaySmart+, amenities and artificial intelligence chat tools used to provide services. Team will provide valuable innovation but may be limited by time restrictions when developing subsystems(Ulrich & Eppinger, 2016).
IT Dept will assist with implementing system, cybersecurity and maintenance of technological equipment/measures. Team will provide technology knowledge/skills but may encounter technological barriers such as data hacking/loss.
Marketing department will advertise new service to customers and build a strong brand around StaySmart+ to increase sales. Team will provide value by assisting with positioning against competitors but there can be barriers related to marketing internationally across different cultures (Kotler et al., 2019).
Sales department will ensure that StaySmart+ will generate revenue for the hotel by working with team to understand services and customer needs. Team will provide valuable market knowledge, but customers may resist AI technology and feel uncomfortable purchasing.
Front-line staff/operations ensures guests receive services as intended and meet service quality standards. Staff will increase organisational knowledge by providing services but may resist use of new technology.
Senior leadership and project sponsors will provide support and resources, along with monitoring progress to ensure goal are met within Hyatt Hotels Corporation. Leadership will align the business with organisational strategy but may be challenged by high financial risks.

External Stakeholders
Customers (guests): Will directly benefit from services that save time and customizes their hotel experience. There is a possible challenge of privacy when sharing data with technology.
Technology partners/suppliers: Partners who provide AI technology platform and resources to implement StaySmart+. Supplies will increase innovation but may fall short in expected performance.
Regulatory bodies: Ensure policy compliance with data and environmental practices. Advantage of this stakeholder is following legal standards but could be costly and take longer to meet regulations.
Local community: Guests come from the local community and will benefit from hotel’s sustainable initiatives. However, there is a possibility that they may be concerned about the environment.
Investors/shareholders: Hotel receives money from investors to support growth and developments. They can create accountability within the organization however they want a return on their investment which can create pressure.
Each stakeholder group possesses unique advantages that they can bring to the project however may face challenges that can hinder progress. By assessing each groups challenges, strategies can be made to reduce concerns.

Stakeholder Engagement Frameworks, Models, and Theories

Stakeholder engagement frameworks and theories help project managers collaborate and communicate with stakeholders to ensure expectations are met and stakeholders are accountable. Stakeholder engagement is defined as “the process of involving stakeholders in decision-making processes” (Freeman, 1984). Applying various frameworks or theories allow practitioners to create a system of communication that works best for their project and stakeholders.
Stakeholder Matrix (Power-Interest Grid)
The stakeholder grid or Power Interest Matrix categorizes stakeholders according to power and interest in the project. This model helps determine how to manage stakeholders. Some should be closely managed, monitored, and consulted, while others should just be kept informed. The grid divides stakeholders into four categories based on their power and interest:
High power–high interest: These stakeholders should be closely managed and monitored (e.g. senior management, investors)
High power–low interest: Keep satisfied
Low power–high interest: Must be kept informed and consulted (e.g. Employees)
Low power-interest: Monitoring (little management required)
This tool will be used throughout the project to manage stakeholders effectively.
Stakeholder Engagement Plan
A stakeholder engagement plan provides stakeholders with information on how they will be engaged through the project. It should include how stakeholders will be identified, analyzed, communicated with, and engaged. The plan below highlights which framework will be used to engage stakeholders based on their classification.
Internal stakeholders will be engaged with performance meetings while customers will be engaged through digital tablets and feedback surveys. Having an engagement plan will enhance transparency and trust between your team and stakeholders.
Communication Plan
A communications plan will be vital to this project since it will take place in various countries with customers and suppliers from different backgrounds. A communication plan will define what communication will occur, to whom, how, and when. Project communicators must take cultural background, language, and technology accessibleness into consideration when creating their plan (Kerzner, 2017).

RACI Matrix
Created by Weber (1999), a RACI matrix will be used to reduce role ambiguity among stakeholders. RACI matrix stands for Responsible, Accountable, Consulted, and Informed. Below is an example RACI matrix for Hyatt Hotels Corporation Project.

	Project Activity
	Product Dev Team
	IT Dept
	Marketing
	Sales
	Front-line Staff
	Senior Mgmt
	Tech Partners

	Service Design
	R
	C
	C
	I
	I
	A
	C

	AI System Implementation
	C
	R
	I
	I
	I
	A
	R

	Marketing Campaign
	I
	C
	R
	C
	I
	A
	I

	Staff Training
	C
	R
	I
	I
	R
	A
	C

	Service Delivery
	I
	C
	I
	I
	R
	A
	I

	Performance Monitoring
	C
	R
	C
	C
	I
	A
	C



Projects often fail because there is confusion on who does what. A RACI chart allows everyone to know their role in the project and who to go to for certain tasks. This supports other frameworks because stakeholders will know who to communicate with about what matter.
Supporting Theories
Supporting this topic are two theories or methodology. Stakeholder theory by Savage et al. (1991) is the theory that will be applied throughout the article. Stakeholder theory focuses on how organizations should create value for stakeholders. Creating value for stakeholders will reduce ethical dilemmas and focus on sustainable growth. The second methodology is Arnstein’s ladder of participation (1969). Participation can range from non-existent to citizens having control of the project decision making process. For a project to succeed, stakeholders should be reached up as high as possible on the ladder. This will allow them to feel like they have a sense of ownership of the project and will be more likely to work hard to see the project succeed.
Stakeholder management is vital to project managers to prevent uncertainty and increase collaboration. The five frameworks discussed can be applied separately or combined to create a strong system of collaboration with stakeholders.

Stakeholder Engagement Process and Applying the 4C’s 

The stakeholder engagement process is ongoing, requiring planning, implementation, management, and monitoring. As a Project Manager of StaySmart+ project in Hyatt Regency Birmingham, the engagement process will be conducted in several stages with key stakeholders identified. The entire engagement process will be conducted based on 4C’s framework that focuses on Communication, Collaboration, Consultation, and Commitment (Bourne, 2015). The following discusses each step of the engagement process, followed by explanation of each element of the 4C’s model along with sample applications in StaySmart+ project.
Stakeholder Engagement Process
The process of engaging stakeholders can be categorized into four stages, which are briefly explained below.

First Stage: Stakeholder identification and analysis – It involves identifying all relevant stakeholders internally and externally. Analysis and mapping of stakeholders help determine their power and interest using Power-Interest Grid. This information will then be used to prioritize high power stakeholders such as senior management and investors, as well as those highly interested like other technology vendors/partners.

Second Stage: Planning stakeholder engagement – Detailed engagement strategies will be developed for each key stakeholder groups by determining the methods to engage them and their requirements in terms of involvement and communication methods. Frequency of communication also differs from stakeholders to stakeholders. For instance, front-line staff will require training and continuous feedback while investors and board members can be updated periodically through performance reports.

Third Stage: Implementing engagement activities – Consists of execution of stakeholder engagement plans and stakeholder communication plans. Tools and mechanisms utilized may range from meetings, workshops, training sessions, digital communications, performance reviews, etc. Monitoring continuously takes place at this stage.

Fourth Stage: Evaluation and feedback – Stakeholder engagement should be measured to determine performance against organizational KPIs. This is also used to gather stakeholder feedback to stakeholders through various methods such as surveys and reviews.

Application of the 4C’s Model
The 4C’s model provides a structured approach to stakeholder engagement and conflict management. Each component plays a vital role in ensuring successful collaboration and minimising misunderstandings

	

4C Element



	Description
	Application in StaySmart+ Project
	Conflict Management Approach

	Communication
	Clear and timely exchange of information between stakeholders
	Regular updates, meetings, digital platforms, and transparent reporting
	Reduces misunderstandings and prevents misinformation

	Collaboration
	Working jointly with stakeholders to achieve shared goals
	Cross-functional teamwork between IT, marketing, and operations
	Encourages shared ownership and reduces resistance

	Consultation
	Involving stakeholders in decision-making processes
	Feedback sessions with staff, customer surveys, and partner input
	Identifies issues early and addresses concerns proactively

	Commitment
	Building long-term engagement and stakeholder buy-in
	Training, incentives, and aligning project goals with stakeholder interests
	Strengthens trust and reduces conflict escalation




Communication Clear, open and timely flow of information between stakeholders Regular updates via meetings, communication technologies and timely project reports, etc. Could avoid/minimize possibility of misinformation which is a major source of stakeholder conflict
benefit from your project. Long-term engagement of stakeholders can avoid conflicts as most stakeholders will be committed to your project.

Collaboration is all about working together to reach a common goal. In order to achieve this, collaboration between the IT department, Marketing team and Operation teams will be implemented. Each stakeholder will have ownership over the project’s success. By working collaboratively, you are able to gain more knowledge and experiences from others which could assist you in successfully managing your project. Conflict may arise when collaborating as sometimes teammates may have different views and priorities. However, this can be overcome by negotiation and mediation.

Consultation allows for stakeholders to be involved in decision-making where necessary. As most of your stakeholders will be your front-line staff and customers, it is essential to consult them on what they think will help improve service design and delivery. This can be done through surveys, reviews, group discussions and even pilot testing. Consulting your stakeholders will help you discover any problems or issues they may encounter early on and avoid future conflicts.

Commitment ensures stakeholders are engaged and will continue to be engaged with your project on a long-term basis. By training your employees and providing them with incentives, they will feel that your project will benefit them. As most projects require support from investors, you should also ensure that they feel they will receive a return of some sort from your project. Stakeholders that are committed will unlikely cause conflicts.

Potential Approaches for Conflict Management
After applying the 4C’s model, we can see that even though we can take certain steps to avoid stakeholders conflicts, they are inevitable. Conflict can occur between employees and coworkers, suppliers, customers and even investors. Most common conflicts are due to lack of resources, competition and resistance to change. Following are some techniques to aid in conflict management:
- Negotiation
Restructuring of objectives or goals
- Mediation
If negotiation fails, try to mediate
- Establish escalation procedures
In case those two don’t work, establish escalation procedures
- Maintain continuous communication - to address issues promptly
Evaluation of How Stakeholder Engagement Influenced Business Performance.
Describe critically how stakeholder engagement has influenced organisational performance.
Evaluate how stakeholder engagement influences business performance. 
Recommend actions for improving stakeholder engagement activities in future.
Through effective stakeholder engagement, organisations will be able to improve performance. Therefore, during StaySmart+ project at Hyatt Regency Birmingham stakeholder engagement activities will have an influence on organisational performance. It will allow maximise efficiency of business processes and employees working on the project. Positive relationships with customers and clients will increase satisfaction and awareness of products and services the hotel offers. By engaging with stakeholders the company will also increase its competitive advantage.
Firstly, stakeholder engagement will have a positive influence on quality of service delivered to customers and level of satisfaction from those who use the StaySmart+ service. Both employees who are frontline staff and customers are stakeholders of the company and keeping them engaged will allow for improvements to be made to how the service is delivered. Frontline workers can provide feedback on what information customers find valuable and how the service can save them time when staying at the hotel. Customers can be surveyed on their expectations of the service and can provide insight on how personalised they would like their service to be. Actively listening to customers and employees will allow the business to improve the guest experience, leading to positive reviews and repeat visitors (Gretzel et al., 2020).
Efficiency will be increased by ensuring internal communication and collaboration between departments is effective when working on the project. Human resources will be able to build positive relationships with employees and ensure they are engaged through effectively managing employees. Customer services can ensure the right teams are consulted when a guest has a query about the product. Collaboration between IT, marketing and operations departments will increase efficiency by reducing the risk of duplication of work and delay in processes. When roles are clearly defined using a tool such as a RACI chart, stakeholders know who to go to for information saving time and resources (Kerzner, 2017). Ensuring good relationships are built with external suppliers and global technology partners allows the company to leverage off their knowledge and experience. This will allow the hotel to provide guests with innovative services using AI technology to improve customer service. Furthermore, using environmentally friendly standards will appeal to consumers and increase the businesses sustainability efforts.
Finally, stakeholder engagement will help mitigate risks by consulting stakeholders and having open communication with them. Data privacy may be an issue with using AI technology to provide guests with personalised services. Risk of technical difficulties with the technology or it not meeting regulations the hotel must adhere to. By engaging stakeholders early, these risks can be minimised.
Although stakeholder engagement has many positive outcomes it can have a negative influence on performance. The project will be implemented globally which means there will be many stakeholders who live and work in different countries. There will be challenges meeting the needs and expectations of all stakeholders which could cause conflict between two stakeholders. Engaging stakeholders will take a lot of time which can delay project progress and may cost the company more.
Recommend actions for improving stakeholder engagement activities in future.
Continue to engage stakeholders throughout the project lifecycle. Instead of only engaging stakeholders at certain stages, have digital platforms where stakeholders can provide real time feedback on their experience with the product or service. This will allow the company to act quickly on any issues that are raised.
Involve more employee decision-making. As frontline workers are a stakeholder of the company, providing them with training to improve their skills and consulting them on changes will increase employee engagement.
Place more emphasis on ethical concerns when introducing new technology to customers. When using AI technology to provide guests with personalised services, ensure they are aware of how their data is being collected.
Use more culturally appropriate engagement techniques. As stakeholders of the business will be located all over the world ensure that the engagement techniques used are suitable.
Use more digital tools to understand stakeholder behaviour and monitor project progress. Using technology such as CRM systems and analytics will allow the business to identify patterns in stakeholder’s behaviour.
Develop KPIs that measure the performance of stakeholder engagement activities. Performance can be measured by using KPI’s such has customer satisfaction scores and employee satisfaction scores. Project progress can be measured by if activities are being completed on time.







Conclusion
Overall, this report has shown how StaySmart+ is reliant on great stakeholder engagement in order for it to be successfully implemented at the Hyatt Regency Birmingham. In the modern world, organisations operating in the hospitality sector such as Hyatt Hotels Corporation must continue to embrace the digitalisation of products and services as well as personalised offerings and sustainable practises that consumers are starting to request. However, they must also ensure that stakeholders are aligned and engaged with these changes.
Firstly, it can be seen that Hyatt Regency Birmingham has the ability to implement StaySmart+ through strong brand reputation, a central location and recent investments into technology. From the SWOT and PESTLE analysis, it can be seen that there are high operating costs and technological risks as well as governmental pressure to increase sustainable practises and data protection. This will support the stakeholder engagement process as it shows that Hyatt Regency Birmingham need to take all of these into considerations when planning and implementing StaySmart+.
Identifying all stakeholders showed that there were many stakeholders both internally and externally to Hyatt Regency Birmingham who all have different roles, interests and power. The power that stakeholders have over the project can either make or break Hyatt’s ability to implement StaySmart+. Stakeholders internally include management, employees, IT professionals etc. External stakeholders include customers, suppliers and local governments. Internal stakeholders are mainly involved with the day-to-day running of the project whereas external stakeholders can affect the overall success of StaySmart+.
Both matrices and the communication plan showed that there are many different tasks and responsibilities that need to be carried out by stakeholders in order to effectively implement StaySmart+. Using frameworks such as the Power-Interest Grid, RACI matrix and communication plan showed that stakeholders need to work together in order to achieve their goals and complete the task. Using the 4C’s model (Communication, Collaboration, Consultation and Commitment) will allow Hyatt to communicate with stakeholders in more depth which can allow for greater trust between stakeholders, more transparency and less chance of conflicts arising.
Finally, it can be said that stakeholder engagement has a positive effect on business. Through effective engagement with stakeholders, it will allow for higher customer satisfaction and repeat business, increased innovation and efficiency and overall better business performance. Although it may require effort and resources, it is important for Hyatt to ensure that their stakeholders are engaged when implementing StaySmart+. Ethics such as data privacy and inclusion should always be the top priority when dealing with stakeholders.
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