Understanding the Importance of Stakeholder Engagement in Successful Commencement and Completion of Project




 Name of Student: Sabine Pindou-Bouanga
  Student Code: 2335155


   Module: Understanding and Engaging Stakeholders
   Module code: LCLM5001



 Programme: BA (Hons) Leadership and Management Skills for the Workplace




Module Leader: Nishi Ramsurrung









Table of Contents
1. Introduction	3
2. Situational Analysis	3
2.1 SWOT Analysis	3
2.2 PESTLE Analysis	4
2.3 SMART Objectives	4
3. Stakeholder Identification and Categorisation	4
3.1 Internal Stakeholders	4
3.2 External Stakeholders	5
3.3 Stakeholder Map	5
4. Stakeholder Roles, Responsibilities, Benefits and Challenges	5
4.1 RACI Matrix	6
4.2 Benefits Brought by Stakeholders	6
4.3 Challenges Faced by Stakeholders	6
5. Stakeholder Engagement Frameworks, Models and Strategies	7
5.1 Stakeholder Engagement Plan	7
5.2 Communication Plan	7
5.3 Cultural and Cross-Market Engagement Considerations	8
6. Stakeholder Engagement Process and Conflict Management	9
6.1 Communication	9
6.2 Collaboration	9
6.3 Consultation	10
6.4 Commitment and Conflict Management	10
7. Impact Evaluation and Recommendations	11
7.1 Impact on Business Performance	11
7.2 Ethical Considerations	12
7.3 Recommendations	12
8. Conclusion	13
References	14

[bookmark: _Toc224920269]1. Introduction
The InterContinental London Park Lane Hotel which operates under InterContinental Hotels Group (IHG) stands as one of the United Kingdom's most prestigious hotels. The property stands on Park Lane in London which provides views of Hyde Park and operates in one of the world's most competitive international hospitality markets. The hotel offers 447 guest rooms and suites together with an award-winning spa and several dining options which include the famous Cookbook Cafe and its conference spaces that cover 1,400 square meters to accommodate different groups of business travelers and international leisure visitors and high-profile diplomatic delegations (IHG, 2023). InterContinental London Park Lane serves as the main hotel for IHG which operates more than 6000 hotels in over 100 countries around the world. 
The hotel employs approximately 400 staff and generates significant economic contribution to both the local London economy and IHG's group-wide revenue performance (IHG Annual Report, 2023). The hotel has been chosen to function as the main operations center for StaySmart+ which offers premium customer experience service through its artificial intelligence powered guest interaction system and customised travel planning system and environmentally sustainable comfort solutions that differentiate its brand. The service will roll out over six months across selected IHG properties globally. Being the Project Manager, it is my primary responsibility for identifying all project stakeholders who include frontline staff members, senior leaders, technology partners, regulatory authorities, guests and for keeping these stakeholders engaged throughout all stages of the project which run from planning to post-launch assessment (Freeman, 1984). 
[bookmark: _Toc224920270]2. Situational Analysis
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The SWOT analysis of InterContinental London Park Lane which evaluates the StaySmart+ launch project shows that successful project execution requires strategic paths to be precisely followed.
	Strengths
	Weaknesses

	Iconic brand equity and global IHG network recognition. Established luxury service culture and experienced workforce. Strong existing technology infrastructure and high average daily rate supporting investment capacity (IHG, 2023).
	High staff turnover common in luxury hospitality. Resistance to technology-driven change among long-serving personnel. Complexity of integrating AI tools with legacy property management systems (Brotherton, 2012).

	Opportunities
	Threats

	Growing demand for personalised and sustainable luxury travel experiences. Strategic alignment with IHG's broader digital transformation agenda. Opportunity to establish market leadership in AI-enhanced guest services (Sigala, 2020).
	Rapidly evolving data privacy regulations under GDPR. Intense competition from rival luxury brands. Guest scepticism towards AI interaction. Risk of cybersecurity breaches affecting guest data and brand reputation (Pizam and Tasci, 2019).


[bookmark: _Toc224920272]2.2 PESTLE Analysis
The regulatory environment after Brexit creates political difficulties that affect international workforce management and cross-border data operations. The luxury travel market in London which operates with strong economic resilience presents excellent business prospects, but the rising inflation costs require companies to manage their finances carefully (Deloitte, 2023). Social changes in guest behaviour show a greater demand for personalised services and environmentally sustainable practices which support StaySmart+'s business plan based on millennial and Generation Z luxury travellers (Expedia Group, 2022). 
The rapid development of generative AI technology together with Internet of Things innovation creates both essential infrastructure and expected outcomes for intelligent guest service operations. The stakeholders must implement complete compliance with UK General Data Protection Regulation together with emerging AI ethics frameworks from the beginning of their engagement processes (ICO, 2023). The increasing demand from institutions and guests for measurable sustainability results directly supports the eco-friendly amenity aspect of StaySmart+ program. 
[bookmark: _Toc224920273]2.3 SMART Objectives
The project's objectives are defined in accordance with the SMART framework. The primary objective is to launch StaySmart+ within six months while achieving an 85% guest satisfaction score during the first three months after launch. The secondary objectives require the complete training of all guest-facing staff by the fourth month and complete GDPR compliance before service activation and formal sign-off by all essential internal stakeholders before the end of the second month (Doran, 1981).
[bookmark: _Toc224920274]3. Stakeholder Identification and Categorisation
Project governance achieves its essential foundation through the complete process of stakeholder identification. Freeman's (1984) stakeholder theory defines stakeholders as all individuals and groups who can either impact or experience impacts from organisational goal achievement. StaySmart+ classifies its stakeholders into two main categories, which are internal stakeholders and external stakeholders, who possess different interests and levels of influence and engagement needs.
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The Product Development Team creates and improves StaySmart+ platform features to fulfill operational needs and enhance guest experiences. The Marketing and Communications Department develops guest-facing messaging and brand positioning. The Sales Department embeds StaySmart+ as a value-added proposition within corporate account management strategies. The Human Resources Department governs the people strategy, including training design and change management communications. The IT Team handles both system integration and cybersecurity infrastructure requirements. Senior Leadership together with the General Manager establishes strategic direction while providing resource authorisation and executive sponsorship needed to achieve organisational alignment (Johnson, Scholes and Whittington, 2017).
[bookmark: _Toc224920276]3.2 External Stakeholders
The service will succeed based on how hotel guests use StaySmart+ and their level of contentment with the service. The platform development and maintenance work depend on technology and AI partners who serve as essential delivery partners because their work determines project schedule progress. The project must follow legal and ethical standards which regulatory bodies such as the Information Commissioner's Office and the UK Government's AI Safety Institute establish. 
Local community representatives together with sustainability organisations create social license through their work on eco-related projects. The travel trade partners, which include corporate travel agencies and global distribution systems, serve as essential links that enable them to market their StaySmart+ program across international markets (Clarkson, 1995).
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The stakeholder map below displays the positioning of essential parties through their power levels and interest levels. The map uses Mendelow's (1991) Power/Interest Matrix as its framework to determine which stakeholders require priority engagement resources.
	High Power / High Interest — Manage Closely
	High Power / Low Interest — Keep Satisfied

	IHG Senior Leadership, General Manager, Regulatory Bodies (ICO, AI Safety Institute), Technology Partners.
	Investors and Shareholders, Government Departments, Environmental Compliance Authorities.

	Low Power / High Interest — Keep Informed
	Low Power / Low Interest — Monitor

	Hotel Guests, Hotel Staff (all departments), Marketing & Sales Teams, HR Department.
	Local Community Groups, Sustainability Organisations, Travel Trade Partners, Media.


[bookmark: _Toc224920278]4. Stakeholder Roles, Responsibilities, Benefits and Challenges
The process of sophisticated stakeholder management requires organisations to identify their stakeholders and assess their contributions and potential gains or losses. Freeman's (1984) value creation logic and Donaldson and Preston's (1995) normative stakeholder theory demonstrate that all stakeholder groups possess both instrumental value and essential value for the project. The RACI Matrix below assigns each stakeholder a clear designation of Responsible, Accountable, Consulted, or Informed.
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	Stakeholder
	Responsible
	Accountable
	Consulted
	Informed

	General Manager / Senior Leadership
	
	✓
	✓
	

	Project Manager
	✓
	✓
	
	

	Product Development Team
	✓
	
	✓
	

	IT Department
	✓
	
	✓
	

	HR Department
	✓
	
	✓
	

	Marketing & Sales
	✓
	
	✓
	

	Technology Partners
	✓
	
	✓
	

	Regulatory Bodies
	
	
	✓
	✓

	Hotel Guests
	
	
	✓
	✓

	Travel Trade Partners
	
	
	
	✓



[bookmark: _Toc224920280]4.2 Benefits Brought by Stakeholders
Each stakeholder group contributes unique value to StaySmart+. Senior Leadership provides strategic direction and financial support which enables departments to work together. The Product Development Team transforms strategic vision into deployable service solutions through technical innovation. The IT Department provides infrastructure knowledge and cybersecurity protection which enables the functioning of AI systems. The HR Department delivers the people management capability needed to navigate technological change, from training design to managing staff anxieties around job displacement. 
The Marketing and Sales teams establish demand requirements for product adoption through their presentation of the service value proposition to both internal staff and external stakeholders. The technology partners provide specialised artificial intelligence knowledge which exceeds the capabilities of our internal team. The regulatory bodies establish public trust through their ethical and legal standards which IHG follows to demonstrate its status as a responsible innovator. The service experience which guests help create depends on their real-time feedback which supports ongoing product development (Prahalad and Ramaswamy, 2004). 
[bookmark: _Toc224920281]4.3 Challenges Faced by Stakeholders
The challenges facing stakeholders hold equal importance to each other. The senior leadership team needs to balance their immediate financial requirements with their long-term strategic objectives during this time of economic instability. Front-of-house staff face the psychological challenge of adapting to AI-mediated guest interaction which may be perceived as threatening to their professional identity and job security (Ivanov and Webster, 2019). 
Technology partners work under extreme delivery requirements because their system failures in luxury environments with high visibility will damage their business reputation. Guests face a fundamental conflict between their need for technological convenience and their expectation for InterContinental brand hospitality which centers on human interaction (Bharwani and Jauhari, 2013).
[bookmark: _Toc224920282]5. Stakeholder Engagement Frameworks, Models and Strategies
Effective stakeholder engagement requires architectural design based on validated theoretical frameworks which consider human motivation and organisational behavior and cross-cultural communication. The implementation of StaySmart+ requires three interconnected tools which include the Stakeholder Engagement Plan and the Communication Plan and culturally adaptive engagement strategies.
[bookmark: _Toc224920283]5.1 Stakeholder Engagement Plan
The Stakeholder Engagement Plan draws upon the International Association for Public Participation's (IAP2) Spectrum of Engagement which establishes five levels of stakeholder involvement through its framework which includes the categories of inform consult involve collaborate and empower. The organisation establishes different stakeholder position levels according to their power and interest and strategic importance which follows the framework of Mendelow's (1991) matrix. The organisation assigns senior leadership and technology partners to the collaborate and empower levels because they possess high power and direct project delivery responsibility. The location of guests and frontline staff at the involve and consult levels receives structured feedback through both beta-testing focus groups and departmental briefing sessions. 
The organisation maintains regulatory body relationships at the consult level through two main activities which include proactive compliance dialogue and advance submission of data protection impact assessments (IAP2, 2018). The engagement plan is structured across three project phases. The Planning Phase (months one and two) focuses on three main activities which include stakeholder mapping and risk identification and formal commitment acquisition. The Development and Testing Phase (months three and four) shifts towards co-design workshops, pilot testing with selected guests, and staff training. The Launch and Evaluation Phase (months five and six) increases stakeholder participation through real-time feedback systems and performance monitoring methods and post-launch review sessions which involve all major stakeholders (Bourne and Walker, 2005).
[bookmark: _Toc224920284]5.2 Communication Plan
	Stakeholder
	Communication Method
	Frequency
	Owner
	Purpose

	Senior Leadership
	Steering Committee Meetings, Dashboard Reports
	Bi-weekly
	Project Manager
	Decision-making, accountability

	Product Dev & IT Teams
	Agile Sprint Reviews, Slack Channel, Email Updates
	Weekly
	Project Manager
	Progress tracking, issue resolution

	HR & Training Team
	Team Briefings, Training Workshops
	Monthly
	HR Director
	Staff readiness and change management

	Technology Partners
	Formal Review Meetings, Contract Updates
	Bi-weekly
	IT Manager
	Delivery milestones, compliance

	Regulatory Bodies
	Formal Submissions, Compliance Reports
	As required
	Legal Counsel
	Regulatory assurance

	Hotel Guests
	Digital Surveys, In-room Tablets, Focus Groups
	Monthly / post-stay
	Marketing Team
	Feedback, adoption monitoring


[bookmark: _Toc224920285]5.3 Cultural and Cross-Market Engagement Considerations
IHG needs its engagement strategy to show cultural understanding, as it comprehensively plans to expand StaySmart+ to international markets. Hofstede's (1980) cultural dimensions theory explains that stakeholders from high power-distance cultures expect formal communication systems which follow established hierarchies while stakeholders from low power-distance high individualism cultures prefer to work together in designing solutions.
The Communication Plan needs to have enough flexibility to handle different cultural requirements. The Culture Map by Meyer (2014) serves as an effective tool which organisations can use to measure their directness in communication and their feedback methods and their decision-making practices according to different cultural environments.
[bookmark: _Toc224920286]6. Stakeholder Engagement Process and Conflict Management
The role of me in the deployment of StaySmart+ extends beyond scheduled activities and resource management tasks. The project requires the application of soft power according to Pinto (2016) which enables stakeholders to establish trust and manage political conflicts while maintaining their commitment to each other. 
The section uses the 4Cs Model which includes Communication Collaboration Consultation and Commitment to evaluate how multiple stakeholders engage with each other during project management which involves both positive and negative interactions.
[bookmark: _Toc224920287]6.1 Communication
The project requires communication to function as a method for building trust between people while creating a shared understanding of its objectives and benefits. The communication strategy must establish two-way communication that allows stakeholders to express their needs while receiving acknowledgement from the organisation. The creation of a Project Communication Hub on IHG's internal digital platform will function as a main data collection point which will store project progress updates, milestone documentation, risk assessment records and decision-making documentation to achieve complete project visibility while decreasing information gaps that commonly lead to stakeholder opposition (Kerzner, 2017). 
Ashcroft's 2017 study shows that stakeholders who receive timely and empathetic communication maintain their project engagement throughout the entire project duration. The hotel staff at front-of-house need to establish direct communication methods which will show how AI tools reduce their ability to contribute value to their work. The project will use regular project newsletters together with monthly all-hands meetings which the General Manager will host to explain project goals and track progress toward major organizational achievements.
[bookmark: _Toc224920288]6.2 Collaboration
Genuine collaboration requires structural conditions that enable all stakeholders to participate as active decision-making partners instead of receiving information about completed decisions. The operationalization of StaySmart+ occurs through three established mechanisms. The Project Steering Committee will operate as a cross-functional body which includes representatives from Senior Leadership Product Development IT HR Marketing and the Technology Partner to conduct bi-weekly meetings for progress evaluation and shared decision-making which will distribute responsibility while safeguarding against the common issue of decision-making power concentration that leads to organisational resistance (Turner, 2014). 
Second, guest co-design sessions during the pilot phase will invite selected high-value guests to test StaySmart+ beta features and give detailed feedback, which will change guests from passive users into active participants who follow Prahalad and Ramaswamy's (2004) value co-creation theory. Third, the Technology Partner will be embedded within the project team through a dedicated on-site liaison presence during the critical development phase, which will enable essential knowledge exchange that supports delivery deadlines while maintaining quality.
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The process of consultation requires stakeholders to provide their input before making final decisions while displaying different viewpoints to enhance the project's results. The StaySmart+ consultation program establishes three main decision points as its foundation. The first consultation gate occurs during the service design phase, where structured workshops with frontline staff capture operational insights about guest behaviour and technology adoption barriers that would be invisible to senior leadership. The people who work directly with guests their knowledge about guest experience centers is their exclusive domain which market research methods cannot duplicate (Davenport and Prusak, 1998). 
The second gate requires the project team to obtain official permission from regulatory bodies through their Data Protection Impact Assessment process which they must complete according to UK GDPR regulations. The third gate requires sustainability partners to evaluate the measurement methods which IHG uses to assess its eco-friendly amenity program because this process safeguards all sustainability claims from greenwashing accusations which could harm the IHG brand reputation (Crane and Matten, 2016). 
[bookmark: _Toc224920290]6.4 Commitment and Conflict Management
Stakeholder commitment needs ongoing renewal because organizations must demonstrate their ability to respond and solve conflicts through fair methods. Thomas and Kilmann's (1974) conflict resolution model identifies five response styles, which include competing, collaborating, compromising, avoiding, and accommodating. StaySmart+ prefers to use collaborative conflict resolution which recognises all parties' interests and produces benefits for all parties involved. The expected future conflicts will arise from three different situations which include the Technology Partner's need for fast system implementation and the IT Department's requirement for complete cybersecurity assessments and the Marketing team's wish to use advanced AI capabilities and the Regulatory bodies' demand for limited data usage and the Senior Leadership team's desire for financial returns and the HR Department's support of longer training times. 
The Project Manager organises structured dialogue sessions to discover hidden interests which all parties involved share according to principled negotiation theory (Fisher, Ury and Patton, 2011). The project will use a Stakeholder Concerns Register which enables transparent tracking of grievances from initial logging to final resolution while building stakeholder trust in project governance (Project Management Institute, 2021). 
[bookmark: _Toc224920291]7. Impact Evaluation and Recommendations
The organisation uses stakeholder engagement assessment as its method to determine whether stakeholder management investments generate actual business benefits which include commercial, reputational and operational value.
[bookmark: _Toc224920292]7.1 Impact on Business Performance
The relationship between effective stakeholder engagement and business performance is well-documented. Harrison and Wicks (2013) demonstrate that companies which generate higher stakeholder value achieve better long-term financial results than their competitors. The StaySmart+ engagement at InterContinental London Park Lane shows its impact on business performance through multiple measurable factors. The active involvement of Sales and Marketing in establishing StaySmart+ as a premium distinguishing feature will result in higher hotel revenue through increased daily rates and higher direct booking rates. Research by Oracle Hospitality (2022) indicates that hotels deploying personalised AI-driven guest experience tools record an average uplift of 12 to 18% in ancillary revenue within the first twelve months, driven by more precisely targeted upsell recommendations. The process of designing with guests will improve Net Promoter Scores because it creates ownership for guests who would otherwise remain inactive (Reichheld, 2003). 
The organisation will explicitly achieve enhanced operational efficiency, as the IT Department and Technology Partner began their joint planning work before the project started. The research by Gartner (2023) shows that technology projects which conduct thorough stakeholder consultations during the design stage experience 40% fewer defects after their product launch. The HR Department will develop a complete change management program which will help to decrease staff mistakes during the implementation phase and speed up system adoption while reducing the length of operational downtime that occurs with major technology changes (Kotter, 1996). IHG establishes itself as a leading organization in responsible AI deployment by actively involving regulatory authorities through the DPIA process and working with sustainability partners. In an era when corporate reputation is increasingly shaped by perceptions of ethical conduct, this reputational capital has tangible commercial value because it attracts luxury travellers who decide their purchases based on both their values and the quality of service provided (Porter and Kramer, 2011). 
[bookmark: _Toc224920293]7.2 Ethical Considerations
The ethical dimensions of stakeholder engagement for a global hospitality technology launch represent substantial inquiries regarding justice and power and responsibility. The implementation of AI-based guest interaction systems creates major challenges regarding data ownership rights and the requirement for customer knowledge approval. The organisation must provide guests with authentic options regarding their data usage for personalised service delivery which Rawls (1971) defines as equitable treatment that prioritises guests' needs above the organisation's data collection goals. 
AI-powered transformations create ethical challenges which require examination of how staff members are treated. The implementation of StaySmart+ must not be used as a pretext for workforce reduction in ways that disproportionately impact lower-paid employees, consistent with Evan and Freeman's (1988) stakeholder theory of the corporation as a vehicle for creating shared value across all its constituent relationships.
[bookmark: _Toc224920294]7.3 Recommendations
The analysis results in five strategic recommendations for implementation. IHG needs to establish permanent stakeholder engagement through the creation of a Stakeholder Relations function that will report directly to the General Manager. The company needs to develop its stakeholder relationships because Ashcroft (2017) identified it as a sustainable competitive advantage. Secondly, the guest feedback systems developed for StaySmart+ should transform into an ongoing Guest Intelligence Programme which will combine qualitative ethnographic research with quantitative satisfaction metrics to create a complete understanding of different guest demographics that surveys fail to show (Zuboff, 2019). Third, IHG should establish formal collaboration agreements with universities and independent AI ethics organisations to secure responsible AI research for StaySmart+ development. The organisation needs external research to support its growth because internal knowledge will not address forthcoming ethical and technical problems (Russell, 2019). The RACI Matrix and Engagement Plan created for the London launch should function as active documents which require ongoing updates to match international rollout progress of StaySmart+ while their content needs to adapt to specific stakeholder patterns found in each new cultural and regulatory environment (Hofstede, 1980). Lastly, IHG needs to create an annual Stakeholder Engagement Impact Report which will show through measurable results how stakeholder engagement has helped both business growth and social development. The report will establish accountability while proving the organisation practices ethical leadership according to Global Reporting Initiative standards.
[bookmark: _Toc224920295]8. Conclusion
The successful launch and ongoing use of StaySmart+ at InterContinental London Park Lane depends entirely on the effectiveness of the stakeholder engagement plan which will be implemented from the beginning to the end of the project. Organisations need to treat stakeholder engagement as more than just a requirement because it functions as a strategic advantage which brings actual benefits to their business operations and building their public image and their employee performance. The application of Freeman's (1984) stakeholder theory and Mendelow's (1991) Power/Interest Matrix together with the IAP2 Engagement Spectrum and the 4Cs Model and additional supporting frameworks has created an evidence-based engagement system which can be analysed scientifically while also being usable in real-world situations. The RACI Matrix Stakeholder Map Engagement Plan and Communication Plan work together as one complete governance system which guarantees that all stakeholder groups will be included and that all conflicts will be resolved and that all chances for value co-creation will be utilised. 
The report establishes that stakeholder engagement needs equal ethical evaluation to its commercial and operational elements. Artificial intelligence-based hospitality solutions which operate in international luxury markets create serious issues regarding data control workforce respect cultural understanding and system responsibility which require organisations to build authentic partnerships with stakeholders based on mutual trust and common objectives. As Project Manager, it is my utmost responsibility not only simply to deliver StaySmart+ on time and within budget, but to ensure that its launch creates lasting value for every stakeholder it touches: from the guest who experiences a seamlessly personalised stay, to the staff member whose professional identity is enhanced rather than diminished by technology. Stakeholder engagement, at its best, is not a management technique; it is a commitment to doing business well (Christopher, Payne and Ballantyne, 2013). 
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