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1.Introduction 
 In this report, we will be conducting a detailed app development project for an international hospitality group called IHG hotels and resorts. Firstly, giving an overview of the company and presenting further details on project analysing IHG hotels and resorts current position by using SWOT and PESTLE analysis and SMART objectives connected to the app Stay Smart plus (Stay Smart +) intentional outcomes. Main internal and external stakeholders are found and state their roles and responsibilities and importance supported by a RACI matrix, stakeholder map, engagement and communication plan. Furthermore, the report assesses stakeholder engagement processes, manager's role in avoiding conflict using the 4Cs model, examines the impact on IHG hotels and resorts performance, and concludes with recommendations for improved engagement. 
  1.1 Company overview: IHG Hotels and Resorts 
IHG Hotels and Resorts implements a light model that reinforces efficient global expansion and strong financial returns. The group prioritises on high growth markets and takes advantage of domestic and international travel volumes. The company ethos on providing a “True Hospitality for Good” by its worldwide workforce. Led by Deana Oppenheimer, Elie Maalouf and Michael Glover, IHG contains a built history since 1777.Today, it takes control of 6,963 hotels over 1,026,000 rooms globally, at the same time keeps growing by recent developments across Europe, India and the Americas (IHG, 2024).
1.2 Overview of Stay Smart Plus (Stay Smart +) App project 
With IHG drive continuously developing and growing and giving customers premium experience to its hotels and resorts, the idea of creating a App called Stay Smart + suited well to gather different initiatives of costumer engagement into one application. The app will include bespoke travel planning features, environmentally focused amenities aimed at enhancing service quality, operation efficiency and competitive distinction hotels and resort group has outlined a six-month timeline to start the phased worldwide introduction of Stay Smart +. 
2.Project description 
Project name: Stay smart + App
2.1 Purpose and Scope of the App 
App aims to boost customer indulgent through its experience at its hotels and resorts starting from how its travel is planned in the app with its interactive tools and withing tailored planning, AI supported to aid with clients engaging tools such as chat box support, allow IHG to have operational proficiency and app aims to provide environmental service amenities.
2.2 Intentional outcomes and strategy 
From the app key outcomes include:
	Strategy
	Outcomes

	Strengthening IHG operations effectively- Offer interactive planning tools that help clients from pre arrival stage and throughout their stay
 
Reduce manual work transfer to digital

	Provide better customer service and experience by personalised digital interactions. 

	Enhance customer interaction by adding AI integration to support engagement

	Increase in guest satisfaction and loyalty to hotel by service quality.

	Add tailored planning features

	Promote sustainable options in App 

	Add environmentally oriented amenities selection
	Boost environmental performance by Impacting positively by giving sustainable amenities options to guests 

	Make a digital ecosystem- connect booking, planning, in-stay service and post stay feedback to improve overall service
	 Have strong data driven insights to polish and think ahead towards guest’s needs are met beforehand and optimize future offers

	Have a unique selling point from competition
	Have a competitive edge by implementation of advanced AI and sustainable features




 






3.Situation analysis 
3.1 Swot analysis of IHG Resorts and hotels group
	Strengths

Provides its service worldwide, broader connections and exposure,
20 Hotel brands 
6,600 global locations
Sustainable edge allows distinctiveness from its competitors
Provides a reward program called IHG One reward

Have a range of stay options from premium, luxury and lifestyle, essential, suits collections and exclusive alliances.
(IHG,2024).

	Weaknesses
 
Global rates increase and decrease
Be in constant change and keep updated with industry trends to keep competitive
Environmental causes and weather changes- affect outdoor services and events provided
Its locations such as Montenegro Iberostar Waves Herceg Novi
(IHG,2026)



	Opportunity 
Supply growth and segmentation,
Produce bespoke services and experiences
Have higher investment and sponsons opportunities
Charge different prices for its service options on resorts activities, hotel rooms by its locations.
	Threats
Technology advancements for its daily operations,
A change in guest’s expectations and standards towards its provided service 
(Nikita,2025).









3.2 Pestle analysis 
Political- Political extended issues may affect IHG hotel resort group where certain holiday locations may be perceived as not safe by evident incidents because of limit tourism (Issa & Altinay 2006; Hall & O’Sullivan 1996; Dinesh Jaisinghani et al.2023).
Economics- Exchange rates may impact IHG hotels and resort positively and negatively as without a balanced exchange rate to increase tourist inbound (Blengini and Cindy Yoonjoung Heo, 2023).
Sociological- Age and social upbringing can be a factor that may affect what the guests choose to take part in IHG hotel and resort offers and services.  (Marques et al., 2025). This may impact also on giving or adding extra facilities and activities to be able to respect and appeal IHG services to different individuals.
Technological- Advances such as Ai chat bots and integrated booking platforms where flights and hotel deals have increased the competition, making it more difficult for traditional providers to keep up with rapid technological change (Zarnoczky, 2017). 
Environmental-Ecological impact may affect the resources budget on IHG hotel resort group facilities budget to decrease the use of plastic and sustainable lighting ( Mdoda, Dube and Montsiemang, 2024). This relates to the impact of how the business daily duties are made and completed being environmentally conscious.
[bookmark: _Int_IQe91DYl]Legal- Compelling with minimum wages can impact in the amount of roles can be filled when needed in IHG resorts making IHG resort group reliable on legal and economic circumstances Qi and Hassan, (2026), this can vary depending on its international locations being positive and negative influence.








3.3 Smart objectives for Stay Smart Plus app 
 Specific
 Aim to develop a Stay Smart App + which includes travel planning, Ai supported customer engagement and providing sustainable amenities. Additionally, all customer experience initiatives are combined into one digital platform. Thirdly, improve operational efficiency by automated planning tools and AI chat support. Furthermore, IHG aims to give personalised travel journeys from pre-arrival to post-stay.
Measurable
Targets to achieve a 20% increase in app-based customer engagement by the first six months of launch. Secondly, aim to reach a global release across all IHG locations by the end of the launch phase. Additionally, using AI chatbot implementation estimates a reduction of customer service response times by 30% and keeps on track customers engage with in app sustainable amenities with app analytic tools.
Achievable
Use present IHG digital systems to support app development and AI tools used in hospitality chatbot and automated planning and work closely with internal technical teams and external developers to ensure implementation potential. Moreover, introduce features gradually to keep a stable development cycle.
Relevant 
[bookmark: _Int_gLkxhY6c]Enable Smart App + to aid industry trends in digital changes and personalised travel and make sure it also aligns with IHG’s strategy on enhancing premium guest experience. Furthermore, by launching the app it may fortify IHG competitive position by its innovation and sustainability. Finally, Smart app plus may improve the operational efficiency across IHG hotels and resorts globally.
Time bound
Target to finish development and testing within the six-month project timeline. Secondly, launch the first stage of app release by month 4. In addition, execute a worldwide release by the six-month mark and assess performance metrics and customer feedback monthly after launch.



4.Stakeholder Analysis 
4.1 Identified internal and external stakeholders, roles and responsibilities 
For Stay Smart + app design and launch key stakeholders will take part in projects such as: 
	Internal Stakeholders 
	Responsibility & role 

	Hotel owner 
	 Should oversee and approve Stay Smart app vision, budget and state project long term goals after launching. Additionally, an evaluation of risks should be done regarding financial, operational, and reputational risks. Within performance monitoring there's a need to review KPIs such as guest adoption, ROI and operation efficiency amendments

	Management 
	Present useful information to make sure app corresponds to hotel operations, support guest experience, service standards, and company values.
Sign any new digital procedures, policies and staff workflow,
Support the in between communication between departments including HR,I.T,marketing and operations


	Project and design team 
	 Create user journeys and features. For prototype teams should make wireframes, conduct app testing. Additionally, for project management, you must make sure to keep track of project timelines and be aware of communication within stakeholders.
Ensure Stay Smart app is functional and meets hospitality standards.

	Hotel staff 
	 Give insights on guest's pain points and service workflow, test staff features such as staff updates, service requests.

	I.T Team 
	 Ensure network efficiency, ensuring system compatibility and safety towards cybersecurity. Furthermore, I.T team should also provide ongoing technical support pre- and after launching the app to troubleshoot any problem that may arise.
Finally, should make sure App aligns with GDPR guide on data protection from encription,access controls.

	HR department 
	 Create training for staff regarding how to use app and digital workflow essentials.
Second, support staff adaptation to new technologies and processes.

	Finance department 
	 Responsible towards managing budget regarding project spendings, track financial KPIs connected to Stay Smart app.Secondly should make sure financial processes complied with regulations and audit. Additionally, we should analyse operation savings and revenue opportunities.

	Marketing team 
	 Allow the app to show the hotel and resort identity and guest experience standards.
Secondly, promotional strategies should be developed for guests and partners and create in–app feeds to push notifications and onboarding materials.


 





External include: 
	External Stakeholders 
	Responsibilities & role 

	Customers 
	[bookmark: _Int_CqY8acNp][bookmark: _Int_hijr4U7O] Before apps are released, a test should be made to allow customers to provide opinions and insights on how the easy app features are, navigation process and overall experience. Then use feedback to make improvements. Secondly, customer role should be in general to  use app for booking, check–in, service requests, and feedback.
Lastly customers are responsible to give consents to sharing preferences tat personalise their stay.

	Technology providers 
	 Keep and support backend and front app systems.
Give updates, security patches and bug fixings,
Produce new features such as AI, phone keys, and room control system procedures.




	Regulators 
	 This includes GDPR, Health and Safety, and local authorities.
Responsibilities include:
Ensure app meets data protection, privacy, safety regulations, and give necessary certifications for digital services; monitor data handling, cybersecurity and operational compliance. Lastly, ensure transparency in terms and conditions for consumer protection purposes.

	Suppliers 
	 Includes: hospitality partners
Supporting with:
Hardware- supply, servers and digital tools and essential materials. 
 Fulfil contracts, help with maintenance and support post launch, collaborate with hotel to optimise performance and guest experience. Finally, maintain supply continuity within and after launch.



























4.2 RACI Matrix 
R = Responsible A= Accountable C= Consult   I= Inform
Key activities include:
· Planning and design,
· Development and implementation
· Post Launch operations 
Internal stakeholders:
[image: ]

[image: ]




4.3 Stakeholders map and engagement

Stakeholder Interest and Influence map
	Stakeholders
	Level of interest
	Level of involvement
	Level of influence
	Level of impacted by project

	Internal To project
	
	
	
	

	Hotel owner and management
	High
	High

	High

	High


	I.T Team
Project and design team

	High 
	High
	High
	High

	Finance department
	Low
	Medium
	High
	High

	Hotel staff
	Low
	Medium
	Low
	High

	Marketing team
	High
	Medium
	Low
	Medium

	External Stakeholders
	
	
	
	

	Regulators
	Low
	Low
	High
	Medium

	Costumers
	High
	Low
	Low
	High

	Technology providers
	High
	High
	High
	Medium

	Suppliers
	Low
	Low
	Low
	Low



 
 
 
 

4.4 Communication Plan
	Stakeholders Groups
	Engagement Goal
	Communication methods
	Frequency

	HOTEL OWNER AND Senior Management
	
Have efficient strategies to project completion and
The full project is being overseen.
	 
Reports,
Meetings,
Dashboards.
	
Monthly

	I. T Team
 
	Provide secure systems and implementation.
	Issue reports
	Weekly

	Project and design Team
	Keep a constant pace within development and execution.
	Show initial and final designs,
Trial results.

	Weekly

	Finance department
	Budget and cost management.
	Cost updates in reports and Predictions on Present to future costs
	Monthly

	Hotel Staff
	Be able to adapt and provide excellent service throughout process and after.
	Essential guides, questions and answers
	Weekly

	HR Department
	Encourage staff
Interact with project needs and with management

	Training periods announcements

	Monthly

	Marketing team
	Present narrative that conveys a strong brand presence showing what IHG Hotel and resort attributes in excellent service is given.

	Marketing briefs and timeline of launch
	Weekly

	Technology providers
	Provide trusted implementation and new features
	Implementation updates and technical instructions
	Weekly

	Suppliers
	Ensure quick delivery and quality materials
	Delivery times and updates, product details and information
	When needed

	Customers
	Aware of new App, show excitement to new experience
	Social media, email
	Pre-launch and constant mode

	Regulators
	Approvals
	Compliance documents and reports
	When needed



5.Stakeholder engagement process 
Withing the engagement process using Stakeholders map and engagement, communication plan and identifying key internal and external stakeholders as previously showed, it allows the ability to assess who is the main priority in regards power, impact, priority and interest within the Stay Smart App project. Additionally, engagement approaches such as the 4Cs modules which involve communication,collaboration,consultation and commitment will be used to make sure the stakeholders are effectively engaged with project and its individual tasks to complete project successfully.
5.1 4C’s application for Stay Smart plus project:
	4C’s module
	Stakeholders

	Communication
	Hotel staff,Suppliers,finance department

	Collaboration
	Project and design team, I. T Team, Technology providers

	Consultation
	HR, Marketing team

	Commitment
	Hotel owner, Senior management





5.2 Engagement approaches framework
One of the approaches will be six meta criteria for stakeholder engagement as used by 
Bell – Brown et al, (2022) includes respect ,trust,legitimacy,fairness,competency and accountability.
Respect should be shown towards all stakeholders and when ideas are shared to be valued and be shown fairly. Secondly, keeping communication transparent and clear throughout the project and after is essential to build a strong foundation in trust building. Furthermore, being fair and resolving issues fairly when addressing concerns and complaints from stakeholders is crucial to prevent conflict to scale and managers from showing active listening and empathy. Competence is needed as if stakeholders are not provided with the right materials and skills effectiveness of project decreases
Using this approach according to Bell-Brown et al. (2022) allows the ability to assess and evaluate how each of the characteristics aligned with engagement tasks present an in and out impact on the project. In another words, the approach supports managers analysing the effectiveness of engagement activities overall.
5.3 Management role in managing conflict and assuring alignment 
The management role in managing conflict is to identify the cause of issue and find a solution for it.Key process to uncover reason for conflict  by  Uwtsd.ac.uk,( 2026 ) include identifying reasons  or motives behind stakeholders point of view, see connections between issue, allow senior management to be present or aware of situation, align different stakeholder groups on shared objectives and methods and  discuss  and use a range of communication to solve issues. Overall knowing how,why,when,what,where,who thoroughly is important to analyse the conflict from how it started most important as suggested from Uwtsd.ac.uk, (2026) to fully listen to situation before responding , understand by asking questions to pinpoint issues, reply with solutions for issue and determine if the concern is fully closed or need further clarification. An example to identify the cause for an issue in detail is using the Fishbone diagram by Kaoru Ishikawa 1968, to know the cause and effect,analyse and uncover further information that brings understanding to why it turned into a conflict. As an example, below of conflict and the causes presented in man,method,machine and material are listed below with the effect being design team being behind deadline to deliver first App design feature.
[image: ]
Another way to resolve a conflict would be to use the Thomas- Kilmann conflict management model (1968), where in certain situations avoiding small issues can be accepted but if is a problem that cannot be ignored, the best approach would be to compromise or collaborate to meet the stakeholder and management interests balanced. In certain occasions where authority is more powerful than corporation, only one way is heard and other left unseen. However, for the Stay Smart App project to succeed, the best approach to resolve conflict would be collaboration, where both sides such as staff and high management to management and CEO get to have both interests heard and negotiated. This builds trust and effective communication between each side impacting synergy power and alignment within the development and process of project.
To conclude, another way to deal with conflict is the feel,felt,found technique where in feel managers show empathy towards stakeholders by active listening. An example of this is when a staff member from the design team is not happy with the work schedule due to being a single parent and needing to leave work earlier than schedule due to the need to collect its son from school. The manager shows empathy by listening and understanding how staff feel and where staff is coming from. Secondly, for felt, the manager should normalise the situation by showing examples of other staff in the same situation as staff who felt the same way. Thirdly, a found solution should be given to accommodate the staff issue as resumed. This could be to negotiate an exchange of shift patterns with another colleague who can do so.Doing this so, shows management to be emotional intelligent to deal with stakeholder's emotions and act professionally, this technique impacts positively with solving conflict because of structure to understand to other individual feeling and find a solution suitable for it efficiently.Aditionally according to Akça and Ekşi, ( 2025 ) managers being emotional intelligent also supports in IGH hotel and resort group being molded and develop on how to interpret concerns, regulate their responses and guide constructive dialogue. Additionally, it has an impact on management confidence on conflict management ability to deal with interpersonal situations. Overall, this highlights why emotionally intelligent leadership is crucial in keeping positive stakeholder relationships and building adaptive organisational behavior through project and overall everyday business operation.

 6.Impact of stakeholder's engagement on IHG hotel and resort performance and on project
Stakeholders engagement can impact how IHG hotel and resort achieves its goals and boosts its revenue by annual finance perfomance.Additionally can also affect its reputation and be less respected if project is left in mid process due to staff productivity and inability to complete project. Additionally, to relate to this according to Wang, Yang and Deng, (2024) stakeholder engagement molds organisation project outcomes due to not all stakeholders having the same level of influence. Their impact ranges based on aspects such as power, legitimacy and urgency, with those who can therefore affect decisions or processes becoming the most critical to manage. Overall, the level of power a stakeholder holds matter as can positively impact a project by project being approved and recognised or impact negatively if IHG hotel and resort does not give further support to high power stakeholders into pleasing them and allowing their interests to be fulfilled.

7.Recommendations and strategies to boost stakeholder engagement  
Management should have face to face meetings or be approachable to speak to stakeholders and listen to them to show a follow work of work achieved and discuss what's to be completed next and analyses what can be improved or done better.
According to Lucien and Juma (2025), boosting stakeholder’s responsibilities helps them keep motivated and increase project completion. Additionally, it motivates managers to involve stakeholders throughout the project's life cycle. In other words, responsibilities can also make stakeholders have ownership and add value towards the project.
 A second recommendation would be relating to Lucien and Juma (2025) is important to communicate and consult stakeholders for key resources and information that support project delivery and thirdly organise stakeholders based on participation, interest, and influence, enabling more targeted and effective engagement. This helps project run smoothly and have a structured plan where feedback is constant and allow stakeholders to also be acknowledged for the work done and be respected regarding their influence and interest within the project and IHG hotel and resort group.

7.2 IHG hotel and resorts long term improvement 
[bookmark: _Int_d1aHOfLC]  For IHG hotel and resorts group long term improvement I would recommend having a loyalty program development, where IHG would give more initiatives for new and retained guests to always have a reason to come back to the hotel and resort and recommend to others through its unique program benefits. As a result, this can improve IHG annual performance and use this according to Shin et al., (2020) to build relationships with customers by knowing its preferences creating a customer identity constructed service in another words personalised service. This is important because it allows customers to identify the hotel as unique and value what the IHG hotel offers through each booking and makes each visit remarkable by its costumisation.
Secondly, it is also crucial to use data-driven analytics to forecast demand on certain aspects and customise experiences for each customer. According to this check in and check out could be contactless by doing so through the Stay smart app and reception staff could confirm if this has been done so and updated in their side of the system allowing less waiting time on arrival and departures and have a seamless service. Mauricius Munhoz and Maçada (2022) argue that data analytics is important for continuous improvement and its competitive edge as it gives insights to how to be on top of new competitors and new development changes in the industry. Overall, using data driven analytics allows IHG to be on top of what is doing well, what can improve and where needs a change specifically allowing the analysis to be specific and constructive to bring success to its performance and increase revenue.
 Additionally, hospitality staff should have continuous training to allow staff to give exceptional service and know how to help using different languages when needed and adapt to the new guest's operational system and its own schedule management digitally. In connection to this, Roy ,(2025) suggests that leaning and development strategies, staff can gain expertise and ability to keep up with industry changes and build analytical judgment and hard skills to boost their engagement. As a result, having skilled staff will help IHG keep and provide exceptional service to guests and increase staff value and retention over years by its dedication to constant upskilling staff.
Lastly the IHG hotel and resort group should continually seek how to improve being sustainable not only to attract customers through its certifications previous achieved as stated by IHG, (2026) in different locations of its hotel and resorts but to show how important it is to be eco conscious towards environment as great responsibility when dealing with its daily operations. Khalil et al. (2024) explains that keeping green practices is important to make them based on customer preferences. This includes how they chose their room with sustainable facilities, knowing key aspects of what popular hosen is can help IHG know where to invest and keep within the green requirements also mentioned by Khalil et al. (2024) that are sustainable including place,water,energy,materials,indoor quality, and hotel  modern style. IHG following this helps organisation to keep its certifications and have a recognised reputation by its customers and important parties.
 
 Conclusion 
This report critically assessed the Stay Smart + app development, presenting how digital innovation offers potential for enhancing customer experience and operational efficiency within the IHG Hotels and Resorts, its success impacted by strategic alignment and stakeholder engagement. The implementation of AI-driven personalisation and sustainable features shows a clear competitive opportunity however, the analysis shows that technological capability on its own does not guarantee value creation. Additionally, using SWOT and PESTLE analysis shows that the external environment is constantly changing and unpredictable from consumer expectation, technology change, regulations, so IHG needs to be able to adapt so its innovation matches the continuous change.
Furthermore, stakeholder analysis shows the project success depends on structured engagement, clear roles and responsibilities, and consistent communication. If these key aspects are not met, there are high risks of project failure. To conclude the effectiveness of Stay Smart plus relies on IHG ability to apply data driven systems with responsive human focused management, making sure a clear connection between innovation activities, stakeholder needs and organisational objectives.
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