
[image: ]





Module name: Understanding and Engaging Stakeholders, BA ( Report)  
 Module Code: LCLM5001_LON
 Student’s Name: Goua Elodie Deborah Ogodon 
Student’s ID: 2310612 
Lecturer’s Name: Christopher Osborne 
Submission Deadline: 28/04/2026






Table of Contents

· Introduction: page 3, 4
· SWOT Analysis: page 5
· Pestle Analysis: page 6
· Smart objectives for stay smart+ launch: page 7
· Stakeholder Identification and Mapping: page 8-12
· Roles, Responsibilities, Benefits and Challenges of Key Stakeholders: page 13-15
· Engagement Frameworks: Stakeholder Matrix, RACI, Engagement Plan, Communication Plan: page 16 - 18
· Stakeholder Communication Plan: page 19, 20
· RACI Matrix: page 21, 22
· Stakeholder Engagement Process & Conflict Management Using the 4Cs Model: page 22, 23
· Stakeholder Engagement Strategies: page 24,25
· Recommendations: page 26
·  Conclusion- page 27
· References page- 28, 29









Introduction
Holiday Inn London – Heathrow M4 J4 is one of the most strategically significant properties within the InterContinental Hotels Group (IHG), serving as a major gateway hotel for international travellers arriving through Heathrow Airport. As one of the busiest airports in the world, Heathrow generates a constant flow of transit passengers, airline crews, business travellers, and long‑haul tourists. This creates a unique operational environment in which the hotel must deliver consistently high‑quality service while managing rapid guest turnover, fluctuating demand patterns, and diverse cultural expectations. According to IHG (2023), the brand’s long‑term strategy emphasises digital innovation, sustainability, and enhanced guest experience; three pillars that directly shape the operational direction of this particular property.
The hotel itself is a large‑scale, full‑service operation with more than 600 rooms, multiple food and beverage outlets, extensive meeting and conference facilities, and a range of business‑traveller‑oriented amenities. Its proximity to Heathrow Airport positions it as a preferred choice for airline crew layovers, corporate clients, and international travellers seeking convenience and reliability. This location advantage also brings operational complexity, as the hotel must accommodate guests with varying time zones, short stays, and immediate service expectations. Jones and Lockwood (2022) highlight that airport hotels operate under unique pressures, requiring efficient processes, strong technological infrastructure, and highly coordinated staff teams to maintain service quality.
IHG’s global brand standards provide the hotel with access to advanced digital systems, including central reservation platforms, mobile check‑in tools, and loyalty programme integration. These systems support the hotel’s ability to deliver seamless service, but they also require continuous updates and staff training to remain effective. Buhari’s and Sinatra (2019) argue that digital transformation in hospitality is no longer optional; it is essential for maintaining competitiveness in a market where guests increasingly expect personalised, contactless, and technology‑enhanced experiences. This expectation is particularly strong among business travellers and younger demographics, both of whom represent a significant portion of the hotel’s customer base.
The hospitality industry is undergoing rapid technological change, driven by artificial intelligence, automation, and data‑driven personalisation. Chen et al. (2021) note that AI‑supported guest services such as automated check‑ins, personalised recommendations, and smart‑room technologies are becoming central to modern hotel operations. For Holiday Inn London – Heathrow M4 J4, these trends present both opportunities and challenges. On one hand, the hotel’s scale and diverse clientele make it an ideal testing ground for new digital initiatives. On the other hand, integrating advanced technologies requires careful planning, stakeholder engagement, and change management to ensure staff readiness and guest acceptance.
The hotel’s operational activities span front‑of‑house services, housekeeping, maintenance, food and beverage operations, event management, and guest relations. Each department contributes to the overall guest experience, and any service innovation such as the Stay Smart+ project will inevitably impact multiple teams. This interconnectedness means that successful implementation depends on strong internal communication, cross‑department collaboration, and clear leadership direction. Bourne (2016) emphasises that stakeholder alignment is critical in service‑based organisations, particularly when introducing new technologies that alter workflows and customer interactions.
Sustainability is another key dimension shaping the hotel’s strategic direction. IHG’s “Journey to Tomorrow” initiative outlines ambitious environmental goals, including waste reduction, energy efficiency, and responsible sourcing. These commitments influence operational decisions at the property level, from housekeeping practices to guest‑facing amenities. Ashcroft (2017) argues that sustainability is increasingly linked to brand reputation and customer loyalty, especially among environmentally conscious travellers. For a high‑volume airport hotel, integrating sustainable practices is both a responsibility and a competitive advantage.
In this context, Holiday Inn London – Heathrow M4 J4 is well positioned to implement the Stay Smart+ project a service innovation designed to enhance guest experience through AI‑driven tools, personalised travel planning, and eco‑friendly amenities. The hotel’s scale, location, and diverse customer base make it an ideal environment for piloting such an initiative. The project aligns with IHG’s strategic priorities and responds to evolving guest expectations, positioning the hotel as a leader in digital and sustainable hospitality.

SWOT Analysis 
Holiday Inn London – Heathrow M4 J4 benefits from a strong strategic position as an airport hotel, supported by the global IHG brand and extensive facilities. The hotel offers 615 bedrooms and 14–15 meeting rooms, providing a strong operational base for piloting the Stay Smart+ digital and sustainability‑focused initiative (LGH Hotels Management Ltd., n.d.). According to IHG Hotels & Resorts (n.d.) its refurbished public areas, multiple dining outlets, and established digital infrastructure further strengthen its ability to integrate AI‑driven guest services and eco‑friendly innovations ihg.com.
However, the hotel faces weaknesses typical of airport locations, including short guest stays and high turnover, which limit opportunities for long‑term engagement. Legacy IT systems may require upgrades, and staff may need additional training to adopt new technologies. Sustainability performance may also vary across departments, reducing the immediate impact of eco‑initiatives.
Opportunities arise from increasing demand for digital personalisation and sustainable travel, with travellers expecting seamless, contactless services and environmentally responsible operations. The hotel’s international customer base provides valuable insights for wider IHG adoption of Stay Smart+. Partnerships with technology providers and local eco‑service suppliers (e.g., low‑temperature laundry, local farms) can further enhance innovation.
Threats include competition from digitally advanced hotel brands, rising customer expectations, and rapid technological change. Compliance with GDPR and data‑protection regulations remains essential for AI‑enabled tools. Economic uncertainty, fluctuating travel demand, and cybersecurity risks may also affect operational stability.

.






Pestle Analysis 

Political 
The hotel operates within a regulated environment shaped by UK hospitality policies, aviation rules, and international travel agreements. Its proximity to Heathrow Airport (less than 1 mile) places it within a politically sensitive travel hub influenced by border, transport, and labour policies (Holiday Inn London – Heathrow M4 Jct. 4, n.d.).
Economic 
Economic factors such as inflation, labour shortages, and fluctuating travel demand affect profitability. However, Heathrow’s status as a major global airport provides resilience and consistent demand. Investment in AI and automation may reduce long‑term operational costs.
Social 
Travellers increasingly expect personalised, contactless, and sustainable services. The hotel’s diverse international guests require adaptable communication and service design. Growing environmental awareness means guests prefer hotels that reduce carbon emissions and use local suppliers.
Technological 
Advances in AI, automation, and digital guest platforms create opportunities for innovation. The hotel already offers strong digital infrastructure, including high‑speed Wi‑Fi and refurbished public areas designed for flexible work and leisure (IHG Hotels & Resorts, n.d.). However, cybersecurity and system obsolescence remain risks.
Legal 
Compliance with GDPR, consumer protection laws, employment regulations, and health and safety standards is essential. AI‑driven tools must ensure ethical and transparent data use.
Environmental
 Environmental expectations and carbon‑reduction targets influence hotel operations. The hotel’s shuttle services, proximity to public transport, and potential partnerships with eco‑laundry providers and local farms support reduced emissions and sustainable operations. These align with IHG’s wider sustainability commitments.

Smart objectives for stay smart+ launch

Specific: Implement the Stay Smart+ service at Holiday Inn London – Heathrow M4 J4, integrating AI guest tools, personalised travel planning, and sustainability amenities.

Measurable: Achieve a 15% increase in guest satisfaction scores and a 10% improvement in operational efficiency within six months of launch.

Achievable: Utilise IHG’s existing digital infrastructure, staff training programmes, and vendor partnerships to support implementation.

Relevant: Aligns with IHG’s strategic priorities of digital innovation, customer experience enhancement, and sustainability leadership.

Time‑Bound: Complete full deployment and evaluation within six months prior to global rollout.


Stakeholder Identification and Mapping

The successful implementation of the Stay Smart+ project at Holiday Inn London – Heathrow M4 J4 depends on a clear understanding of the stakeholders who influence, shape, or are affected by the initiative. Stakeholder analysis is essential in service‑innovation projects because it enables managers to anticipate expectations, identify potential sources of resistance, and allocate resources effectively. Freeman’s (1984) foundational stakeholder theory emphasises that organisations must consider the interests of all groups who can affect or are affected by strategic decisions. This perspective is particularly relevant in hospitality, where service delivery relies on the coordinated efforts of multiple internal teams and external partners. Freeman (2010) later expanded this view, arguing that stakeholder relationships are dynamic and must be actively managed to create long‑term value. Applying these principles to Stay Smart+ provides a structured approach to understanding the project’s human and organisational landscape.

Internal Stakeholders

General Manager:
The general manager is the primary decision‑maker and strategic leader responsible for approving the Stay Smart+ project and ensuring its alignment with IHG’s brand standards and corporate priorities. Their influence is high because they control resource allocation, oversee departmental coordination, and act as the link between the hotel and IHG’s corporate leadership. Bourne (2016) notes that senior leadership plays a critical role in shaping stakeholder engagement strategies, particularly in complex service environments. The general manager’s support is therefore essential for legitimising the project and maintaining momentum throughout implementation.

Front‑of‑House (FOH) Staff:
Front‑of‑house employees including receptionists, guest‑service agents, and concierge staff are central to the guest experience and will be among the first to interact with the Stay Smart+ tools. Their influence is moderate to high because they directly shape guest perceptions of the new service. FOH staff may experience anxiety about technological change, particularly if they fear that automation could reduce the need for human interaction. Bryson (2018) highlights that employee resistance often stems from uncertainty and lack of involvement, making communication and training essential. Engaging FOH staff early will help ensure that they feel confident using the new systems and can effectively support guests.

Housekeeping Department:
Housekeeping teams will be affected by the project’s sustainability features, such as digital housekeeping requests and eco‑friendly amenities. Their influence is moderate, but their cooperation is vital for maintaining service consistency. If digital housekeeping requests are not integrated smoothly into daily workflows, service delays or miscommunication may occur. Ashcroft (2017) argues that sustainability initiatives succeed only when operational teams understand their purpose and feel supported in adopting new practices. Housekeeping therefore requires clear guidance and practical tools to adapt to the new system.

IT and Digital Systems Team:
The IT team is responsible for integrating AI tools, maintaining system functionality, and ensuring compliance with data‑protection regulations. Their influence is high because technical issues can significantly disrupt guest experience and staff workflows. Chen et al. (2021) emphasise that AI‑driven service innovations require robust digital infrastructure and ongoing technical support. The IT team must therefore be involved from the earliest stages of planning to ensure that the project is feasible, secure, and scalable.

Marketing and Communications Team:
Marketing staff play a key role in promoting Stay Smart+ to guests, corporate clients, and travel partners. Their influence is moderate, but their work shapes guest expectations and adoption rates. Effective communication materials such as digital guides, promotional campaigns, and in‑room information will help guests understand the benefits of the new service. Christopher, Payne and Ballantyne (2013) highlight that internal and external marketing are essential components of relationship management, particularly when introducing new service features.






External Stakeholders

IHG Corporate Leadership:
IHG’s corporate leadership sets brand standards, approves major investments, and monitors compliance across its global portfolio. Their influence is very high because they determine whether the Stay Smart+ project aligns with IHG’s strategic priorities, including digital transformation and sustainability. IHG (2023) emphasises the importance of innovation and environmental responsibility, suggesting that the project fits well within the company’s long‑term vision. Corporate approval is therefore essential for securing funding, accessing digital resources, and ensuring brand‑wide consistency.

Technology Vendors:
External technology providers supply the AI tools, digital platforms, and smart‑energy systems required for Stay Smart+. Their influence is high because the project’s success depends on reliable technology, effective integration, and ongoing technical support. Buhari’s and Sinatra (2019) argue that partnerships with technology vendors are increasingly important in hospitality, as hotels rely on external expertise to implement advanced digital solutions. Strong vendor relationships will help ensure system stability and continuous improvement.

Regulatory Bodies:
Regulators including data‑protection authorities and consumer‑rights organisations play a critical role in ensuring that the project complies with legal requirements. Their influence is moderate to high, particularly in relation to GDPR compliance, cybersecurity, and ethical use of AI. Failure to meet regulatory standards could result in fines, reputational damage, or forced suspension of digital services. Freeman’s (2010) expanded stakeholder model highlights that regulatory stakeholders must be actively managed to maintain legitimacy and avoid operational risk.

Corporate Clients and Travel Partners:
Airlines, travel agencies, and corporate booking partners represent a significant portion of the hotel’s business. Their influence is moderate because they shape booking patterns and guest expectations. If Stay Smart+ enhances convenience and efficiency, these partners may promote the hotel more actively. Conversely, if the system creates confusion or delays, they may direct clients elsewhere. Jones and Lockwood (2022) note that airport hotels rely heavily on strong relationships with travel partners, making their support essential for long‑term success.

Guests:
Guests are the ultimate end‑users of the Stay Smart+ service and therefore hold high influence through their feedback, satisfaction levels, and adoption behaviour. Their expectations for personalisation, convenience, and sustainability directly shape the project’s design. Chen et al. (2021) argue that guest acceptance is a critical determinant of digital‑service success, particularly when introducing AI‑driven tools. Engaging guests through feedback channels, pilot testing, and user‑friendly design will help ensure that the service meets their needs.


Stakeholder Categorisation
Using Mende low's Matrix (1991), stakeholders can be categorised by power and interest:

	High Power, Low Interest
	High Power, High Interest

	Low Power, Low Interest
	Low Power, High Interest



High Power, High Interest: GM, Corporate Leadership, IT Department, Technology Vendors

High Power, Low Interest: Regulatory Bodies (food hygiene rating) Industry Associations

Low Power, High Interest: FOH Staff, Housekeeping, Guests

Low Power, Low Interest: Local community groups, some travel partners and media (newspapers)

This categorisation supports targeted engagement strategies later in the report. Roles, Responsibilities, Benefits, and Challenges of Key Stakeholders































Roles, Responsibilities, Benefits and Challenges of Key Stakeholders

The successful launch of Stay Smart+ at Holiday Inn London – Heathrow M4 J4 depends on the coordinated contribution of multiple stakeholders. Each stakeholder group plays a distinct role, brings unique benefits, and faces specific challenges that must be managed through effective engagement. Stakeholder theory (Freeman, 1984) and the Relational Lens (Ashcroft, 2017) emphasise that understanding these dynamics is essential for building trust, alignment, and long‑term value.

Internal Stakeholders:

General Manager (GM)  
Role: Provides strategic oversight, approves resources, and ensures alignment with IHG standards.
Benefits: Strong leadership drives organisational commitment, supports cross‑department coordination, and enables timely decision‑making.
Challenges: Balancing project demands with daily operations may create time pressures, and the GM may face stiff resistance or concerns about financial risk.

Front‑of‑House (FOH) Staff  
Role: Demonstrate Stay Smart+ features, assist guests with onboarding, and collect feedback.
Benefits: Their involvement enhances service quality, improves guest satisfaction, and generates valuable real‑time insights.
Challenges: Staff may worry about technology replacing human interaction or struggle with new digital tools. High turnover can also disrupt consistent training.

IT Department (Local & Corporate)
Role: Oversees system integration, cybersecurity, data governance, and technical support, ensuring AI tools comply with GDPR and IHG digital policies.
Benefits: Provides technical expertise that strengthens system reliability, protects guest data, and supports digital innovation.
Challenges: Legacy systems may require costly upgrades, and cybersecurity risks remain a continuous concern.

Housekeeping & Operations Teams
Role: Support sustainability features such as smart‑energy systems, eco‑amenities, and digital housekeeping requests.
Benefits: Enhances operational efficiency, reduces waste, and improves sustainability performance.
Challenges: Workflow changes may create resistance, particularly if staff feel workloads increase or training is insufficient.

Marketing & Sales Department
Role: Develops communication materials, promotes Stay Smart+ to guests and corporate clients, and supports brand positioning.
Benefits: Effective marketing increases guest adoption and strengthens the hotel’s competitive advantage.
Challenges: Inconsistent or unclear messaging may confuse guests or misrepresent the service’s capabilities.

External Stakeholders

IHG Corporate Leadership
Role: Provides strategic oversight, funding, and policy guidance, and evaluates the pilot for potential global rollout.
Benefits: Ensures alignment with IHG’s wider digital strategy and sustainability objectives.
Challenges: Corporate expectations may conflict with local operational constraints, leading to tension or unrealistic performance targets.

Technology Vendors  
Role: Supply AI tools, manage software integration, and provide ongoing technical support.
Benefits: Contribute innovation, specialist expertise, and competitive advantage.
Challenges: Implementation may be disrupted by vendor delays, system incompatibility, or contractual issues.

Guests and Loyalty Members  
Role: Act as end‑users of Stay Smart+ and provide essential feedback on usability and experience.
Benefits: Their satisfaction drives revenue, loyalty, and strengthens brand reputation.
Challenges: Concerns about data privacy, AI transparency, or ease of use may limit adoption.

Travel Agencies, Airlines, Corporate Clients
Roles & Responsibilities: Influence booking decisions and promote Stay Smart+ to travellers.
Benefits: Partnerships expand market reach and enhance service credibility.
Challenges: Misalignment between partner expectations and hotel capabilities may create service gaps.

Regulatory Bodies  
Role: Ensure compliance with GDPR, health‑and‑safety standards, and environmental regulations.
Benefits: Provide legal clarity, protect consumer rights, and reduce compliance uncertainty.
Challenges: Regulatory changes may require costly system updates or additional compliance measures.









Engagement Frameworks: Stakeholder Matrix, RACI, Engagement Plan, Communication Plan

Effective stakeholder engagement relies on structured frameworks that help the project manager analyse stakeholder influence, clarify responsibilities, and design targeted communication strategies. For the Stay Smart+ launch at Holiday Inn London – Heathrow M4 J4, tools such as Mendelow’s Power–Interest Matrix, the RACI framework, and formal engagement and communication plans support alignment, reduce resistance, and enable successful implementation across diverse stakeholder groups.
Stakeholder Matrix/ Map:
Using Freeman’s (1984) stakeholder framework, stakeholders can be mapped according to their level of interest and influence:
High Power/ High Interest (Manage Closely)
· General Manager
· IHG Corporate Leadership
· IT Team
· Technology Vendors
These stakeholders must be closely managed through regular communication, involvement in decision‑making, and continuous updates.
High Power / Low Interest (Keep Satisfied)
· Regulatory Bodies
· Corporate Clients
These groups require periodic engagement to ensure compliance and maintain positive relationships.
Low Power/ High Interest (Keep Informed)
· FOH Staff
· Housekeeping
· Guests
These stakeholders need strong communication and support to ensure smooth adoption and positive experiences.
Low Power / Low Interest (Monitor)
· Wider community groups
· Non‑contracted suppliers
These stakeholders require minimal engagement but should remain informed where appropriate.
Stakeholder Engagement Plan:
A structured engagement plan ensures each stakeholder group receives appropriate involvement throughout the project lifecycle.

General Manager
Engagement Method: Weekly briefings, strategic meetings
Purpose: Decision‑making, resource allocation
Frequency: High

IT Department
Engagement Method: Technical workshops, integration meetings
Purpose: System development, cybersecurity, troubleshooting
Frequency: High

FOH Staff
Engagement Method: Training sessions, feedback forums
Purpose: Skill development, user‑experience insights
Frequency: Medium

Housekeeping & Operations 
Engagement Method: Operational briefings, sustainability workshops
Purpose: Workflow alignment, eco‑amenity adoption
Frequency: Medium

Technology Vendors
Engagement Method: Contract meetings, technical support calls
Purpose: System integration, updates, issue resolution
Frequency: High

Guests
Engagement Method: Surveys, digital feedback tools
Purpose: Evaluate usability and satisfaction
Frequency: Ongoing

Regulators
Engagement Method: Compliance reporting, audits
Purpose: Ensure legal and ethical operation
Frequency: Low


Stakeholder Communication Plan:
	Stakeholder
	Meeting w=weekly
m=monthly (frequences)
	Report
	Monthly Newsletter
	Email

	Internal
	
	
	
	

	Project manager
	w
	x
	
	x

	Senior manager
	m
	x
	
	

	IT department
	m
	
	
	x

	Finance département
	
	x
	
	x

	Employees
	
	
	x
	

	External
	
	
	
	

	Customers
	
	
	x
	

	Suppliers
	m
	
	
	x

	Local Government
	
	x
	
	x

	Media 
	
	
	
	x


Effective communication ensures alignment and smooth implementation of Stay Smart+.
Project Manager – Engaged through weekly meetings and monthly progress reports to maintain oversight, address risks, and ensure timely delivery. Meetings take place onsite or via digital platforms to support rapid decision‑making.
IT Department – Communicated with through monthly updates, technical briefings, and email notifications. This ensures they can prepare system integrations, manage cybersecurity risks, and support staff training.
Customers – Engaged through newsletters, website updates, and in‑app notifications. This helps inform guests about new digital features, sustainability initiatives, and service improvements, increasing adoption and satisfaction

RACI Matrix:
The RACI matrix clarifies who is responsible, accountable, consulted and informed during the Stay Smart+ project.
	Task
	GM
	IT Dept
	FOH Staff
	Housekeeping
	Marketing
	Corporate
	Vendors
	Regulators

	Approve project plan

	I
	A/R
	C
	I
	I
	C
	R
	I

	Finance funds sponsor
	A
	C
	R
	R
	I
	I
	C
	I

	Content APP (design)

	C
	I
	R
	I
	A/R
	C
	I
	I

	Produce APP (software)

	C
	C
	I
	R
	I
	A
	R
	C

	Training with APP

	I
	C
	I
	I
	I
	A
	C
	R



This matrix ensures clarity, reduces confusion and supports accountability throughout the project lifecycle.
The RACI matrix shows who does what in the Stay Smart+ project. The General Manager is accountable because they approve plans and funding. The IT Department, FOH staff, housekeeping, and vendors are responsible for tasks like app design, software development, and testing because they have the practical skills. Marketing, corporate teams, and finance are consulted to give expert input on branding, training, and budgets. Regulators, employees, and other departments are informed so they stay updated without needing to make decisions. This structure avoids confusion, improves teamwork, and keeps the project running smoothly.













Stakeholder Engagement Process & Conflict Management Using the 4Cs Model

Effective stakeholder engagement is essential to the successful implementation of Stay Smart+ at Holiday Inn London – Heathrow M4 J4. The project manager must coordinate diverse interests, manage expectations, and ensure alignment with IHG’s strategic objectives. Engagement should be systematic, culturally sensitive, and supported by recognised frameworks. The 4Cs model—Communication, Collaboration, Consultation, and Commitment—offers a structured approach for managing relationships and mitigating conflict throughout the project lifecycle.

Communication:
Communication forms the foundation of stakeholder engagement. As noted by Christopher, Payne and Ballantyne (2013), transparent and consistent communication builds trust and reduces uncertainty during organisational change. For Stay Smart+, communication must be tailored to each stakeholder’s power, interest, and information needs.

Collaboration:
Collaboration ensures stakeholders work together toward shared goals. Ashcroft (2017) argues that strong relational networks enhance organisational performance by fostering mutual understanding and shared ownership.
Working together makes the Stay Smart+ project easier for everyone. When teams share ideas, test new tools, and solve problems together, the project runs more smoothly. Bringing in vendors, airlines, and environmental partners builds wider support. This teamwork also helps prevent arguments because people feel involved and can fix issues together when they come up

Consultation:
To gather the right requirements, the project team should work with internal and external stakeholders step by step. FOH and housekeeping can point out practical issues with AI and sustainability features. IT checks what is technically possible, while marketing makes sure guest messages are clear. Externally, guests can join surveys and focus groups, regulators confirm data‑privacy rules, and corporate clients share what business travellers need. This process helps shape realistic, user‑focused project requirements.

Commitment:
Commitment keeps stakeholders engaged throughout the project lifecycle by building trust, aligning goals, and demonstrating value. Internally, commitment is strengthened through training programmes that boost staff confidence, recognition schemes that reward champions of Stay Smart+, and clear role definitions supported by the RACI matrix. Strong commitment also helps prevent and manage conflict by aligning expectations, reinforcing shared objectives, and encouraging long‑term cooperation. When stakeholders feel invested, they are more willing to resolve disagreements constructively.
The project manager plays a central role in conflict management by identifying tensions early through stakeholder mapping and feedback channels, mediating discussions between conflicting groups such as IT teams and vendors, and applying cultural sensitivity in an international hotel environment. Ethical leadership is essential, particularly in ensuring transparency around AI use, data privacy, and sustainability claims. Continuous monitoring through KPIs, feedback loops, and engagement metrics helps maintain stakeholder satisfaction and commitment



Stakeholder Engagement Strategies
While identifying and evaluating stakeholders helps the hotel understand who is involved and how they might react, engagement strategies determine how well the hotel communicates, collaborates, and manages expectations throughout the project. Good engagement keeps people informed, reduces resistance, and ensures the project moves forward smoothly.
High‑Power, High‑Interest Stakeholders
The General Manager needs regular updates because they oversee the project and make key decisions. Clear briefings, progress reports, and involvement in planning help build trust and ensure they continue supporting the project. Their strong engagement has a major impact because it secures resources and motivates staff.
IHG Corporate Leadership must also be kept informed through formal reports and alignment meetings. Showing how Stay Smart+ supports IHG’s goals such as digital transformation and sustainability helps maintain corporate approval. Their engagement ensures the project fits brand standards and receives long‑term backing.
The IT and Digital Systems Team must be involved early because they handle system integration and technical testing. Workshops, training, and clear communication channels help them feel prepared. Their engagement directly affects system reliability and reduces technical risks.
Technology Vendors need structured collaboration through meetings, agreements, and shared timelines. Strong vendor engagement ensures smooth integration, quick problem‑solving, and reliable system performance.
High‑Power, Low‑Interest Stakeholders
Regulatory bodies require periodic updates to ensure GDPR and cybersecurity compliance. Good engagement prevents legal issues and protects the hotel’s reputation.
Corporate clients and travel partners should be shown how Stay Smart+ benefits their travellers. Their engagement builds confidence and encourages them to promote the hotel.
Low‑Power, High‑Interest Stakeholders
Front‑of‑house staff need hands‑on training and open communication to reduce uncertainty. Their engagement improves service delivery and reduces resistance to new technology.
Housekeeping teams benefit from practical demonstrations and sustainability briefings. Engaging them early helps avoid operational issues and supports eco‑friendly goals.
Guests should receive clear instructions, simple digital tools, and opportunities to give feedback. Their engagement helps refine the service and increases acceptance.
Low‑Power, Low‑Interest Stakeholders
These groups only need basic updates, but keeping them informed supports long‑term relationships















Recommendations 
The organisation should adopt a structured stakeholder engagement strategy using tools such as Mendelow’s Matrix to prioritise stakeholders effectively (Johnson, Whittington & Scholes, 2017). Communication must be improved through clear, timely, multi‑channel updates to build trust and reduce conflict (Freeman, 2010). Managers should receive training in negotiation and relationship‑building to strengthen engagement capability (CIPD, 2022). Stakeholders should be involved in decision‑making through consultations and feedback mechanisms to enhance commitment (Bryson, 2018). Implementing a RACI matrix will clarify responsibilities (PMI, 2021). Finally, monitoring engagement through KPIs will support continuous improvement and long‑term organisational performance (Mitchell, Agle & Wood, 1997). 

Conclusion
The Stay Smart+ project represents a significant opportunity for Holiday Inn London – Heathrow M4 J4 to strengthen its competitive position within the rapidly evolving hospitality sector. As demonstrated throughout this analysis, the project aligns closely with IHG’s strategic priorities around digital transformation, sustainability, and enhanced guest experience (IHG, 2023). By integrating AI‑driven personalisation tools, smart‑energy systems, and eco‑friendly service features, the hotel can respond effectively to shifting guest expectations while improving operational efficiency and environmental performance.
A central theme emerging from the stakeholder analysis is the importance of structured, evidence‑based engagement. Freeman’s (1984, 2010) stakeholder theory highlights that organisations must actively manage relationships with all groups who influence or are affected by strategic decisions. This principle is particularly relevant for Stay Smart+, as the project impacts multiple internal departments, external partners, and end‑users. The mapping and evaluation processes demonstrated that stakeholders vary significantly in their levels of power, interest, and potential influence. High‑power stakeholders such as the general manager, IHG corporate leadership, and technology vendors require close collaboration and continuous communication to ensure strategic alignment and resource support. Meanwhile, high‑interest stakeholders such as front‑of‑house staff, housekeeping teams, and guests require targeted engagement to build confidence, reduce resistance, and encourage adoption.
The engagement strategies outlined in Section (e) provide a practical framework for managing these diverse needs. Bourne (2016) and Bryson (2018) emphasise that effective engagement is not a one‑off activity but an ongoing process that must adapt to stakeholder feedback and project developments. For Stay Smart+, this means maintaining open communication channels, offering comprehensive training, and ensuring that all stakeholders understand the benefits and implications of the new service. By doing so, the hotel can foster a culture of collaboration and innovation that supports long‑term success.
Ultimately, the Stay Smart+ project has the potential to position Holiday Inn London – Heathrow M4 J4 as a leader in digital and sustainable hospitality. Its success will depend on thoughtful planning, strong leadership, and meaningful stakeholder engagement. If implemented effectively, the project will not only enhance the guest experience but also contribute to IHG’s broader organisational goals and long‑term competitive advantage.
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