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[bookmark: _Toc224925373]Executive Summary
This report will discuss the relevance of stakeholder involvement in the successful development and implementation of the StaySmart+ project at Hilton. This project will be a strategic move aimed at improving the customer experience due to the use of artificial intelligence, personalised services, and solutions with regard to sustainability, and it fits the latest tendencies of digital transformation in the hospitality sector. The report recognizes its major internal stakeholders, such as the senior management, project managers, IT, marketing and HR teams, and external stakeholders, such as customers, technology partners, suppliers, regulators and investors. These stakeholders are important in shaping the results of the project, allocation of resources and general organisational performance. The key conclusions are that proper stakeholder engagement is the key to successful project implementation, customer satisfaction, and innovation and quality of services. Nevertheless, the issue of the cultural differences and the dilemma of conflicting stakeholder interests, limited resources, and data privacy can impede the implementation of the project unless these are adequately addressed. The report suggests enhancing communication strategies, deploying digital engagement, better managing cross-cultural communications, having continuous feedback systems, ethical handling of data, and establishing the long-term relations with stakeholders. The strategies will assist in effective engagement, reduction of risks, and accomplishment of successful and sustainable implementation of the project, StaySmart+.
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[bookmark: _Toc224925374]1. Introduction
Hilton is among the biggest and most renowned hospitality organisations in the world and offers a wide range of hotel brands that range in the luxury, full and budget category. The company was started in 1919 and has grown tremendously to manage thousands of properties and serve millions of guests each year with its management and franchise system (Hilton, 2024). Recent news shows that Hilton has more than 9,000 properties and in excess of 1.3 million rooms around the globe that are assisted by a robust international presence and customer loyalty schemes like Hilton Honors, which has got in excess of 200 million members (Hilton, 2024; FirmsWorld, 2024). This wide global presence facilitates Hilton to stay competitive based on innovation, quality of service and efficiency. The proposed StaySmart+ project is a strategic move aimed at improving customer experience by providing AI-based interactions with the guests, planning of the trip, and services oriented at sustainability. This report aims to critically discuss stakeholder identification, and engagement strategies and how they contributed to successful implementation of StaySmart+. The report is designed such that it has a situational analysis, stakeholder analysis, the use of engagement frameworks, and a general examination of how stakeholder engagement has contributed to the performance of the organisations.
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Figure 1: Picture of Hilton; Source: (Hilton, 2024)
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StaySmart+ Hilton. is a strategic innovation project that is set to transform the guest experience with the incorporation of artificial intelligence, personalised services, and sustainability-related amenities. The service will also feature AI-based chatbots to interact with the guests in real-time, using data to plan their travel specifically and responsibly towards the environment by using energy-saving rooms and minimising waste management. It is in tandem with the rising use of smart technologies in the hospitality sector to improve the quality of services and efficiency in their operations (Buhalis and Leung, 2018).
The project is guided by SMART objectives: 
	Objective Area
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Customer Satisfaction
	Enhance guest experience through AI-driven personalised services and smart room features
	Increase customer satisfaction scores by 15% (via surveys and reviews)
	Use existing Hilton digital infrastructure and AI tools
	Supports improved service quality and brand loyalty
	Within 12 months of implementation

	Operational Efficiency
	Automate guest interaction and internal processes using AI systems
	Reduce operational costs by 10%
	AI adoption already growing in hospitality industry
	Improves efficiency and profitability
	Within 6–12 months

	Global Implementation
	Deploy StaySmart+ across selected international hotels
	Implementation in at least 50% of target properties
	Pilot testing ensures feasibility before full rollout
	Supports global standardisation of service
	Within 6 months

	Sustainability
	Introduce eco-friendly amenities and energy-efficient systems (Hilton, 2024)
	Reduce carbon emissions by 8% 
	Aligns with Hilton sustainability initiatives
	Meets environmental regulations and customer expectations
	Within 12 months

	Customer Retention
	Improve loyalty through personalised travel planning and services
	Increase repeat bookings by 12%
	Uses Hilton Honors data and CRM systems (Hilton, 2024)
	Strengthens long-term customer relationships (Gretzel et al., 2020)
	Within 12 months


The SMART objectives underpinning the project are to raise the satisfaction ratings among customers by 15 percent in the first year of the implementation; to decrease the operational costs by 10 percent due to the automation of AI services; to implement the change in the selected global properties in six months; to create a more sustainable performance by lowering the carbon footprint by 8 percent; and to turn to personalised services as the means of retaining customers (Hilton, 2024). The implementation plan is organized in six months, in which planning is to be undertaken, stakeholder involvement, pilot testing and full-scale international market deployment.
Tactically, StaySmart+ will give Hilton an edge against its competitors as it will use innovation to distinguish its service offering in an extremely competitive global market. It also improves the customer experience with personalisation and contributes to sustainability, which is becoming more important to the contemporary travellers (Gretzel et al., 2020). 
[bookmark: _Toc224925376]3. Situational Analysis
The situational analysis is important in evaluating the internal potential and external environment that affect the success of the implementation of the project StaySmart+ in Hilton. Using SWOT and PESTLE approaches, the organisation might better comprehend strategic advantages, threats that might be encountered, and environmental forces that fundamentally influence decision-making and stakeholder involvement (Buhalis and Leung, 2018; Gretzel et al., 2020).
[bookmark: _Toc224925377]3.1 SWOT Analysis
Strengths: Hilton has a number of major strengths, such as a strong global brand presence, a large global business presence, and an established customer loyalty programme that enables the personalisation based on data. The staying smart+ is one of the AI-driven solutions through which the organisation can implement successfully due to its earlier investments in digital innovation and smart technologies. These functions contribute to operational effectiveness and client experience as these are the competitive advantages in the hospitality industry (Kim et al., 2024; Li et al., 2025).
Weaknesses: Hilton has a number of internal problems in spite of these strengths. Advanced AI technologies demand a large amount of money to implement and constant maintenance expenses. Also, reliance on sophisticated IT infrastructure promotes the risk of system integration problems and technical breakdowns. These issues can influence the delivery of services and demand highly competent staff, which complicates the work (Ivanov and Webster, 2019; Dang and Nguyen, 2023).
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Figure 2: SWOT Analysis; Source: (Abya et al., 2015)
Opportunities: Opportunities presented by the increasing number of demand in personalised and technology-based services in the hospitality industry are quite high. The customers are getting more and more fond of intelligent and streamlined experiences, or environmentally friendly ones. StaySmart+ is not an exception as it engages AI and sustainability, which enables Hilton to enhance its position in the market and achieve a larger customer base, especially environmentally conscious travellers (Gretzel et al., 2020; Rahman, 2025).
Threats: Hilton is within a competitive global market where other hotel chains are also spending in the same technological innovations. This enhances competition and lessens differentiation. Moreover, the issue of cybersecurity threats in terms of processing high amounts of customer data poses a considerable threat. Security is a paramount issue because data leaks may result in a damaged reputation and customers losing trust (Buhalis and Leung, 2018; Li et al., 2025).
[bookmark: _Toc224925378]3.2 PESTLE Analysis
Political: Hilton has an international footprint, which means that it has to adhere to various government regulations, international trade, and tourism laws. The differences in political stability and regulatory structures in different markets may influence the execution and the uniformity of the StaySmart+ project (Dang and Nguyen, 2023).
Economic: Economic forces like inflation, unstable tourism demand and rising operation costs can have an impact on the financial viability of the project. The declines in economic performance may decrease the consumer expenditure on the high-end hospitality services, which will influence the process of revenue generation (Kim et al., 2024).
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Figure 3: PESTLE Analysis of Hilton; Source:( Khan et al., 2023)
Social: There are social trends that reveal increased customer expectations of personalised, seamless and technology powered services. Moreover, the concept of sustainability is becoming more popular, and businesses are becoming more willing to be environmentally responsible, which explains the popularity of StaySmart+ (Rahman, 2025).
Technological: One of the most important drivers of innovation in hospitality is rapid development of artificial intelligence, big data, automation. Although such technologies make it possible to provide more efficient services, they also need to be constantly invested in and supplied with qualified personnel (Li et al., 2025).
Legal: When processing customer data with AI systems, it is necessary to comply with the data protection rules, including GDPR. Failure to comply might lead to legal consequences and negative reputation, and legal aspects are important (Buhalis and Leung, 2018).
Environmental: The rising environmental issues and stakeholder pressures are compelling organisations to cut down on carbon emissions and make environmentally-friendly decisions. Hilton will need to incorporate environmental-friendly features into StaySmart+ to achieve the principles of global sustainability and corporate social responsibility (Gretzel et al., 2020).
[bookmark: _Toc224925379]4. Stakeholder Identification and Categorisation
The stakeholder identification is an important preliminary step to the success of the StaySmart+ project at Hilton. The identification of the stakeholders will ensure that all stakeholders who will be impacted by or have the ability to influence the project will be approached correctly and risk minimized, and the outcome of the project is enhanced (Freeman, 1984; Bourne, 2016). 
[bookmark: _Toc224925380]4.1 Internal Stakeholders
Internal stakeholders have a direct impact on the performance of organisations and project implementation. The project manager will plan, coordinate and oversee progress, make sure that timelines are reached (Bourne, 2016). The product development team develops AI-based functionality and sustainability elements and unites innovation with operational viability (Nguyen et al., 2023). The marketing team market the service and makes it compliant to brand strategy (Johnson et al., 2020). IT department deals with technological infrastructure, provides cybersecurity, and integrates systems (Kim et al., 2021). The HR departments facilitate the recruitment, training and change management processes and senior management offers strategic direction and approvals (Freeman et al., 2010).
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Figure 4: Internal Stakeholders and External Stakeholders; Source: (Mark-Herbert and Schantz, 2007)
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The external stakeholders may have a great influence on the project success. Feedbacks are given by customers/guests, which improve the refining of the products and the level of adoption (Nguyen et al., 2023). Suppliers provide material and services delivered in time, which is important to the continuity of the project (Pinto and Slevin, 1988). The specialised knowledge on AI and digital platforms is offered by technology partners and facilitates innovation (Kim et al., 2021). Laws and other authorities provide legal and data protection regulations including GDPR regulations, which minimizes reputational and legal safety concerns (Olander and Landin, 2005). Social legitimacy and sustainability perceptions are driven by local communities and need financial resources and accountability and performance reporting by investors/shareholders (Johnson et al., 2020; Aaltonen and Kujala, 2016).
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	Stakeholder Group
	Power Level
	Interest Level
	Category
	Management Strategy

	Senior Management
	High
	High
	Key Players
	Manage closely

	Project Manager
	High
	High
	Key Players
	Manage closely

	IT Department
	High
	High
	Key Players
	Manage closely

	Customers/Guests
	Medium
	High
	Keep informed
	Regular communication

	Marketing Team
	Medium
	High
	Keep informed
	Engage actively

	Technology Partners
	High
	Medium
	Keep satisfied
	Maintain strong relationships

	Government/Regulators
	High
	Low
	Keep satisfied
	Ensure compliance

	Suppliers
	Medium
	Medium
	Monitor
	Maintain communication

	Local Communities
	Low
	Medium
	Keep informed
	Community engagement

	Investors/Shareholders
	High
	High
	Key Players
	Manage closely


Table 1: Stakeholder Mapping (Power–Interest Matrix)
The Stakeholder Mapping in Power-Interest Matrix assists in prioritizing engagement on the basis of influence and interest of the stakeholders (Bourne, 2015; Olander and Landin, 2005). The senior management, project managers, IT departments, and investors have their key players under close management as they are high-power and interest players and thus get strategic alignment and support in making decisions. The customers and marketing teams remain informed or are active to ensure the quality of the service and feedback. 
[image: ]
Figure 5:Stakeholder Mapping (Power–Interest Matrix)
[bookmark: _Toc224925383]5. Roles, Responsibilities, Benefits and Challenges
Roles: The internal stakeholders play a role in several aspects of the StaySmart+ project. The project manager will be responsible to schedule, monitor and mitigate risks (Bourne, 2016). The product development department develops AI-based guest interaction tools and sustainability, and makes sure that they are aligned with customer expectations (Nguyen et al., 2023). Integration, data security and system reliability are managed by the IT department (Kim et al., 2021). The marketing teams advertise the service and make sure that the messages appeal to the target demographics (Johnson et al., 2020). HR departments enable staff training and change management to ensure that it is adopted where the senior management dictates the strategic direction and gives the nod to budgets (Freeman et al., 2010).
Responsibilities: Key resources and legitimacy are also given by the external stakeholders. Guests/customers can provide feedback that shapes the design of the service and its adoption (Nguyen et al., 2023). Suppliers ensure the provision of all essential inputs, and technology partners provide a particular skills base in AI solutions (Kim et al., 2021). Legal compliance is ensured through government/regulators and the effect of this is a reduction in financial and reputational risks (Olander and Landin, 2005). Capital comes in the form of investors/shareholders who want to get financial gains as the local communities meet sustainability projects and build brand image (Aaltonen and Kujala, 2016; Pinto and Slevin, 1988).
Benefits & Challenges: These are major benefits that come with the stakeholders such as the availability of resources, technical experience and market knowledge. Nevertheless, managing conflicting priorities, cultural differences, technological change resistance, and communication barriers are some of the issues when operating globally (Freeman, 1984; Bourne, 2016). The reduction of these risks requires the application of effective engagement strategies to guarantee the collaboration, commitment, and project success (Kim et al., 2021).
[bookmark: _Toc224925384]6. Frameworks and Models of Stakeholder Engagement
Airport stakeholders can be attracted effectively with the help of developed frameworks. Stakeholder Theory emphasizes the need to take into account all stakeholders involved in the decision-making of organisations, which will enhance trust, cooperation, and achievement of objectives (Freeman, 1984; Freeman et al., 2010).
Stakeholder Matrix (Power–Interest Grid)
	Power / Interest
	High Interest
	Low Interest

	High Power
	Manage closely
	Keep satisfied

	Low Power
	Keep informed
	Monitor


Table 2: Stakeholder Matrix (Power–Interest Grid)
The Power -Interest grid or the Stakeholder Matrix classifies stakeholders according to the amount of power and interest they have on the StaySmart + project. High power and high interest stakeholders are the stakeholders that are kept closely in order to have active participation and alignment to project objectives. The highly powerful but less interested are kept satisfied to keep the support without engaging in over-hinges. Those stakeholders, who are of low power and high interest, are kept informed, whereas those ones, who are of low power and low interest, are just monitored (Bourne, 2016; Olander and Landin, 2005). This strategy focuses on more involvement activities and the better utilisation of resources.
RACI Matrix
	Task
	R (Responsible)
	A (Accountable)
	C (Consulted)
	I (Informed)

	Project Planning
	Project Manager
	Senior Management
	Marketing, IT
	All stakeholders

	AI System Development
	IT Department
	Project Manager
	Tech Partners
	Senior Management

	Marketing Campaign
	Marketing Team
	Senior Management
	Project Manager
	Customers

	Staff Training
	HR Department
	Project Manager
	Senior Management
	Employees

	Implementation
	Project Manager
	Senior Management
	All departments
	External stakeholders


Table 3: RACI Matrix
RACI matrix in the StaySmart+ project has clearly categorized the responsibility to operational teams, including the project manager, IT department, marketing, and HR, with tasks being performed effectively (PMI, 2021). The responsibility is placed on senior management which offers strategic control and assent, and enhances the governance (Turner and Müller, 2017). Stakeholders such as technology partners and leads of different departments should be consulted as it helps to collaborate and make informed decisions (Bourne, 2015). Lastly, ensuring transparency and alignment in the organisation is achieved by keeping all other stakeholders informed (PMI, 2021).
Stakeholder Engagement Plan
	Stakeholder
	Engagement Method
	Frequency
	Purpose

	Senior Management
	Meetings, reports
	Monthly
	Strategic decisions

	Employees
	Training, workshops
	Weekly
	Skill development

	Customers
	Surveys, feedback platforms
	Continuous
	Service improvement

	Regulators
	Compliance reports
	Quarterly
	Legal compliance


Table 4: Stakeholder Engagement Plan
Stakeholder Engagement Plan provides planned methods of engagement of significant individuals in the StaySmart+ project. Monthly meetings with senior management and reports are part of the strategy to make strategic decisions and offer oversight (Bourne, 2015). The coordination of employees is conducted through weekly trainings and workshops to help them improve their skills and adopt the project (PMI, 2021). Customers are constantly consulted through surveys and feedback tools in order to enhance the quality and satisfaction of services (Turner and Muller, 2017). Quarterly compliance reports are given to the regulators to monitor the legal and industry standards (Bourne, 2015).
Communication Plan
	Stakeholder
	Channel
	Message Type
	Frequency

	Internal Teams
	Emails, meetings
	Project updates
	Weekly

	Customers
	Apps, emails
	Service updates
	Ongoing

	Investors
	Reports
	Financial performance
	Quarterly

	Regulators
	Official reports
	Compliance information
	As required


Table 5: Communication Plan
The Communication Plan provides the quality flow of information: the Internal teams will be informed about the project progress on a weekly basis through emails and meetings (Bourne, 2015); the customers will be updated on the progress of the project on a regular basis via apps and emails (PMI, 2021); investors will receive quarterly financial reports (Turner and Müller, 2017); the regulators will be informed as needed with official compliance reports (Bourne, 2015).
[bookmark: _Toc224925385]7. Stakeholder Engagement Strategy & Conflict Management
[bookmark: _Toc224925386]7.1 Engagement Process
Identification: The process of stakeholder engagement with the StaySmart+ project will start with the systematized process of identifying all the appropriate stakeholders who will be impacted or affected by the project. Freeman (1984) contends that successful identification guarantees that no important stakeholder department is neglected, which is needed in massive international hotel ventures. Here, in the case of Hilton, these actors can be internal (e.g., project teams) and external (e.g., customers, regulators, and technology partners). Early detection eliminates ambiguity and promotes strategic alignment (Aaltonen and Kujala, 2016).
Analysis: The stakeholders should be analysed in terms of power, interest, and influence after identification. The use of tools like the Power-Interest Matrix enables the project managers to rank the stakeholders and manage the resources efficiently (Bourne, 2016). This step is essential in the multinational operations whereby the stakeholders have different levels of authority and expectations. Effective analysis is the optimal use of decision-making and reduction of change resistance (Olander and Landin, 2005).

Figure 6: Engagement Process
Planning: Stakeholder engagement planning entails the formulation of custom strategies which meet the expectations of various stakeholder groups. This incorporates communication strategies, frequency of engagement, and proper channels. Reed et al. (2018) indicate that structured engagement planning enhances transparency and trust, especially in complicated projects where technology innovation is being implemented. At StaySmart+, planning plays a crucial role in ensuring that there is alignment between AI integration and expectations of the stakeholders in various markets.
Engagement: The engagement stage entails application of communication, collaboration and participation strategies. Active involvement builds trust, increases stakeholder satisfaction and development of project outcomes (Greenwood, 2007). This in the case of Hilton involves frequent meetings, feedback mechanisms, and online communication systems to keep in touch with the stakeholders in the different global sites.
Monitoring: The stakeholders should be interested in the project lifecycle, and constant monitoring and evaluation are needed to make this process effective. Issues can be identified through feedback mechanisms, performance indicators, and stakeholder satisfaction surveys and, therefore, improve strategies (Reed et al., 2018). Monitoring also facilitates proactive changes, whereby stakeholder expectations at all times are achieved.
[bookmark: _Toc224925387]7.2 Application of 4C’s Model
Communication: Stakeholder engagement is based on effective communication, transparency, and clarity in the project objectives and progress. Effective communication will minimize the chances of misunderstanding and foster trust between the parties (Cornelissen, 2020). In the StaySmart+ project, the digital tools of mobile apps, emails, and dashboards are used to support real-time updates and enhance coordination among the international teams.

Figure 7: 4C’s Model
Collaboration: Collaboration is the process of developing a teamwork between the stakeholders to attain common goals. The IT, marketing, and operations engagement is essential in the implementation of AI-driven services. Bryson et al. (2015) suggest that innovation and problem-solving are improved through collaborative methods especially when applied in complicated service settings such as hospitality. Nonetheless, coordinating work across the borders of various cultures can be a difficult task that needs adaptive leadership.
Consultation: Consultation will be used to help in ensuring active participation of the stakeholders in decision making. The acceptance and adoption of new technologies increase with the involvement of customers in feedback systems and the employees in training programmes (Reed et al., 2018). Contributing to the resolution of resistance, consultation also makes the stakeholders feel that they have ownership of the project.
Commitment: Commitment is concerned with establishing long-term relationship and trust with the stakeholders. High commitment increases the loyalty of the stakeholders and aids in the maintenance of the project (Freeman et al., 2010). In the case of Hilton, commitment can be enhanced through constant interaction, appreciation of stakeholder efforts and conformity to organisational values including sustainability.
[bookmark: _Toc224925388]7.3 Conflict Management
Sources of conflict: There can be conflicts arising in stakeholder engagement because of the cultural differences, the limited resources, and the conflict of interests. Cultural diversity in the international hospitality is a factor that may cause communication barriers and misunderstanding in hospitality projects (Hofstede, 2011). Besides, resource rivalry and other differences in the interests of the stakeholders could lead to tensions that influence project development (Pinto and Slevin, 1988).
Strategies of conflict resolution:
Conflict management involves the use of systematic approaches.
· Negotiation: Negotiation enables the stakeholders to agree with each other and find a win-win situation since the needs and interests of the stakeholders are addressed (Fisher and Ury, 2012).
· Mediation: The mediation process is when a neutral third party helps in the discussions to solve conflicts and reestablish a working relationship (Moore, 2014).
· Leadership intervention: A good leadership is also required in conflict resolution through informed decision-making and project orientation (Muller and Turner, 2010).
These plans assist in sustaining the relationship with the stakeholders and continuing with the project.
Role of project manager: The project manager is at the center stage of handling the stakeholder engagement and conflict situations. This incorporates the ability to communicate effectively, be just and strike a balance between the interests of the stakeholders. Muller and Turner (2010) posit that good leadership increases trust and helps in better project performance. The project manager should have a proactive conflict management approach in the StaySmart+ project where the issues should be resolved immediately and positively.
[bookmark: _Toc224925389]8. Impact of Stakeholder Engagement on Business Performance 
Engagement of stakeholders affects the organisational performance greatly especially when it comes to large-scale hospitality projects like StaySmart+. Proper interaction is a contributor to operational effectiveness and strategical prosperity.
Project Success: First, stakeholder participation has a direct effect on project success, and projects are done in time and under budget. Active participants are better placed to endorse project goals and this will cut down wastages like delays and inefficiency in the use of resources (Pinto and Slevin, 1988). Poor involvement, however, may cause an inadequate fit and augmented project danger.
Customer Satisfaction: Secondly, the stakeholder involvement will improve customer satisfaction as feedback is integrated in designing the services. The service experiences of guests can be enhanced with personalisation provided by the StaySmart+, which will result in increased satisfaction rates and returning entrepreneurs (Gretzel et al., 2020). However, excessive dependence on technology can eliminate human contact, which is also significant in the hospitality industry.
Brand Reputation: Thirdly, involvement enhances brand image as it reflects the transparency, responsiveness, and social responsibility. Businesses that engage the stakeholders proactively become thought to be more reliable and ethical (Bhattacharya et al., 2021). Nevertheless, reputation and negative publicity can be caused by not satisfying the stakeholders.
Innovation And Service Quality: Fourthly, stakeholder involvement promotes innovation and quality of services. The partnership with technology vendors and clients will make it easier to create new solutions that will make the company more competitive (Chesbrough, 2020). However, innovation can have its difficulties like expensive nature and difficulty in implementation.
Employee Engagement: Fifth, engagement enhances employee involvement through decision-making and training of staff. Engaged employees will be more productive and motivated, which leads to the quality of the service (Saks, 2019). It is on the other hand possible that resistance to change can take place when the employees feel marginalized or not well assisted.
Financial Performance: Lastly, stakeholder engagement is associated with a positive effect on the financial performance in terms of enhancing efficiency, customer retention, and brand loyalty. Research has shown that organisations that have good stakeholder relations perform well in terms of financial performance (Freeman et al., 2010). Nonetheless, the engagement activities can be associated with substantial expenses and it should be managed very carefully in order to achieve the return on investment.
[bookmark: _Toc224925390]9. Recommendations 
Improve stakeholder communication strategies: Hilton ought to improve communication tactics, by incorporating open, regular, and multi-channel communication tactics. Good communication will guarantee that the stakeholders are in line and that there is less misinterpretation (Cornelissen, 2020). Constant updating and feedback solutions should be instituted to keep it engaged.
Use digital engagement tools: Digital tools that the organisation should leverage and enable it to integrate with the stakeholders more include AI-based platforms, mobile applications, and data analytics. Online technologies can facilitate real-time communication and improve the decision-making process (Li et al., 2025). This is especially essential in the management of the global stakeholders.
Strengthen cross-cultural management: Hilton should enhance cross-cultural management as it is a global organization. Cultural awareness training programs have the capability of minimizing conflicts and enhancing teamwork (Hofstede, 2011). This will guarantee good penetration in various markets.
Continuous feedback of stakeholders: By introducing the continuous feedback systems, organisations can track the satisfaction of stakeholders and modify the strategies (Reed et al., 2018). Decision-making processes should be incorporated with customer feedback, employee surveys and consultations to the stakeholders.
Ethical data management practices: Hilton needs to consider ethical data management so that the privacy issues related to AI technologies can be resolved. To sustain trust and eliminate lawsuits, it is necessary to adhere to the data protection laws, including GDPR (Buhalis and Leung, 2018).
Long-term stakeholder relationship building: The ability to build long term relationships with stakeholders increases the level of trust, loyalty and sustainability of the organisation. Relationship marketing techniques are to be embraced to ensure that there is a good stakeholder bond (Christopher et al., 2013). This provides long-term sustainability of new projects and innovations.
[bookmark: _Toc224925391]10. Conclusion
The report has critically examined how stakeholder engagement can be used to successfully implement the StaySmart+ project at Hilton. The results revealed that the robust global presence, brand equity, and technological strengths are strong foundations of innovation, and the external forces like competition, regulatory demands, and cybersecurity threats are recurrent problems of the Hilton. SWOT and PESTLE analysis allowed gaining a complete picture of these internal and external dynamics. The identification and analysis of the major stakeholders showed that they have a serious impact on the success of the project. The management and internal IT teams are internal stakeholders and customers and technology partners are external stakeholders whose input into project outcomes delivery is critical. The implementation of engagement models, such as the Power-Interest Matrix and the 4Cs model, highlighted the significance of organized communication, cooperation, and trust-building as the approach to the stakeholder relationship management. On the whole, the report finds that proper stakeholder engagement is a key success factor of projects, which enhances performance, innovation and customer satisfaction. Strategic engagement practices will also guarantee the successful implementation and sustainability in the long-term utilization of the project, StaySmart+ within the competitive global market.
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