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Executive Summary
This report identifies, analyses and proposes engagement strategies for key stakeholders involved in the design, launch and adoption of StaySmart+ , a premium guest experience service planned to roll out in six months across selected IHG hotels worldwide. StaySmart+ integrates: (1) AI-driven guest interaction tools (multilingual chat, smart service requests, escalation to staff), (2) personalised travel planning (itineraries, local recommendations, booking prompts), and (3) sustainability-focused amenities (refillables, waste reduction, optional eco-choices). The purpose is to increase guest satisfaction, improve service efficiency, and strengthen brand differentiation while meeting rising expectations around privacy, accessibility and sustainability.
The report begins with a short profile of IHG and outlines the project scope. A situational analysis using SWOT and PESTLE is provided, followed by SMART objectives to define expected outcomes. It then identifies and categorises internal and external stakeholders for local and international markets, including hotel operations, IT, marketing, owners/franchisees, suppliers, guests and regulators. Stakeholder roles, responsibilities, benefits, and likely challenges are explained.
Key theoretical foundations include stakeholder theory (Freeman, 1984), stakeholder salience (Mitchell, Agle and Wood, 1997), and relationship/engagement thinking in service contexts (Christopher, Payne and Ballantyne, 2013; Ashcroft, 2017). Practical engagement tools are applied: a power–interest matrix , engagement and communication plans, and a RACI matrix to clarify accountability. A structured engagement process based on the 4Cs model (Communication, Collaboration, Consultation, Commitment) is proposed to manage global cultural differences, reduce resistance, and resolve conflicts.
Finally, the report evaluates benefits (better guest experience, operational efficiency, loyalty, stronger ESG credibility) and challenges and ethical considerations (data privacy, AI bias, accessibility, labour impact, greenwashing risk). Recommendations focus on privacy-by-design, inclusive service design, local governance, training for adoption, and transparent sustainability metrics.

1. Introduction to the Company 
IHG Hotels & Resorts (IHG) is a leading international hotel and hospitality group with a broad portfolio of brands across luxury, premium and mainstream segments, including InterContinental, Kimpton, Crowne Plaza, Holiday Inn and Hotel Indigo. IHG has a strong presence in the UK, including major hotels in London , while operating across many international markets through managed and franchised models. This operating structure increases the importance of stakeholder engagement: corporate teams can set standards and systems, but day-to-day service delivery depends on property leadership, owners/franchisees and frontline staff adopting new ways of working consistently.
The hospitality sector is experiencing accelerating changes in guest expectations and competitive pressure. Guests increasingly expect fast responses, digital convenience (mobile-first), and personalised recommendations, but they also expect “human” service when problems occur. Alongside this, hotels face labour shortages and cost pressure, pushing the need to use technology to remove friction and free staff time for high-value interactions (Wirtz et al., 2018; Baum, 2019). Sustainability has also become mainstream, with public and regulatory scrutiny of environmental claims and a shift toward measurable performance rather than marketing-only messaging (UNWTO, 2022; European Commission, 2022).
In response, IHG plans to launch StaySmart+ within six months across selected properties worldwide. StaySmart+ combines AI guest interaction, personalised local travel planning and sustainability-focused amenities to improve comfort, efficiency and brand differentiation. Because the rollout spans different countries, cultures, legal systems and technology maturity levels, success depends on early stakeholder identification, clear governance, trusted communications and careful management of ethical risks such as privacy, fairness and accessibility (PMI, 2021; ISO, 2019).
2. Project Overview: StaySmart+ (what it is and what “success” looks like)
StaySmart+ components
1. AI guest interaction tools
a. Multilingual chatbot/virtual concierge (in-app + web + messaging)
b. Smart service requests (housekeeping, maintenance, extra ### 2. Project Overview: StaySmart+ (what it is and what “success” looks like)
StaySmart+ is a premium customer experience service designed for rollout across selected IHG hotels globally in six months. It combines digital tools, service design changes, and sustainability upgrades. The key idea is: guests get faster, more personalised support , and hotels get more consistent delivery with better efficiency—without removing the human touch.
2.1 What StaySmart+ includes
A) AI-driven guest interaction tools (digital service layer)
· Multilingual chat/virtual concierge in the IHG app and hotel web page
· Smart service requests (e.g., towels, maintenance, late checkout) routed to the right team
· Auto-suggestions for service recovery (e.g., “offer free drink voucher after complaint”) with staff approval
· Escalation rules so complex cases go to humans quickly
B) Personalised travel planning
· “Things to do” recommendations based on guest profile, trip purpose and preferences
· Optional itinerary builder (family, business, couples, accessibility needs)
· Partnerships integration (local tours, transport, restaurants) where appropriate
C) Sustainability-focused amenities and choices
· Refillable bathroom amenities (where feasible)
· Linen/towel reuse programme refresh with better guest messaging
· Optional “eco-mode” room settings (HVAC/lighting prompts where smart systems exist)
· Improved waste separation behind the scenes and visible sustainability info for guests
2.2 Scope boundaries (to keep it realistic in 6 months)
In scope: pilot hotels, core AI concierge features, service request workflows, staff training, sustainability amenity swaps, key communications, data protection controls, launch monitoring.
Out of scope (Phase 2 ideas): fully dynamic pricing bundles, deep integration to every local system worldwide, major building retrofits.
2.3 SMART objectives (project outcomes)
Table 1: SMART Objectives (StaySmart+ launch)
	Objective
	SMART target
	Measure/KPI
	Timeline

	1. On-time go-live
	Launch StaySmart+ in selected hotels
	% of pilot hotels live
	By end of Month 6

	2. Adoption by staff
	Train and certify users in key roles
	Training completion + assessment pass rate
	By Month 5

	3. Guest usage
	Achieve meaningful guest usage of AI tools
	% of stays with at least 1 digital interaction/request
	Month 6–7 (post launch)

	4. Guest satisfaction
	Improve guest experience
	+X points in guest satisfaction / NPS for pilot hotels
	Baseline to Month 8

	5. Efficiency
	Reduce time-to-response for common requests
	Avg response time for top 10 requests
	Month 6–8

	6. Sustainability
	Demonstrate measurable reduction in waste
	Reduction in single-use items / amenity waste
	Month 6–9

	7. Compliance & ethics
	Deliver privacy-by-design and accessibility basics
	DPIA completed; accessibility checks passed
	By Month 5





3.1 SWOT analysis (IHG + StaySmart+ context) 
Table 2: SWOT (continued)
	Strengths
	Weaknesses

	Strong global brand portfolio and loyalty programme (IHG One Rewards) helps adoption and data-driven personalisation (IHG, 2024).
	Different hotel types (managed/franchise) can lead to uneven implementation and “brand gap” if owners resist costs (PMI, 2021).

	Existing digital capability (apps, booking platform) supports AI layers and integration.
	Legacy property systems vary by country/hotel; integration can be complex and slow.

	Large customer base provides insights for service improvement and personalisation.
	Data governance complexity across markets (privacy rules, data transfer limits) increases risk (ICO, 2023).

	Sustainability agenda can be strengthened through credible “visible” changes in amenities.
	Frontline teams may feel threatened by AI or see it as extra work if workflows are not designed well (Baum, 2019).


	Opportunities
	Threats

	Growing demand for contactless and quick service plus personalised experiences (Wirtz et al., 2018).
	Cybersecurity threats and data breaches could harm trust and reputation (ISO, 2022).

	Ability to differentiate vs competitors through a “premium, smart, sustainable” offer.
	Regulatory changes for AI and data could impact features and timelines (European Commission, 2024; ICO, 2023).

	Partnerships with local tour operators and transport providers can add revenue streams.
	Stakeholder resistance: owners not wanting capex/opex or staff unions questioning labour impact.

	Using AI to support service recovery can reduce negative reviews and increase loyalty.
	Risk of AI bias, poor recommendations, or cultural mismatch hurting guest experience (Jobin, Ienca and Vayena, 2019).



3.2 PESTLE analysis (IHG + global rollout)
Table 3: PESTLE
	Factor
	Impact on StaySmart+
	What the project should do

	Political
	Cross-border operations create uncertainty (e.g., changing visa/travel rules and geopolitical risk).
	Select pilot markets with stable operating conditions; build contingency plans for launch sites.

	Economic
	Inflation and cost pressure makes owners cautious about new spend; guests may trade down but still expect quality.
	Demonstrate ROI: efficiency savings + satisfaction uplift; phase costs; focus on quick wins.

	Social
	Guests want convenience and personalisation but still value human empathy; cultural norms differ in service expectations.
	Offer hybrid service: AI-first for simple tasks, fast human escalation; localise content.

	Technological
	AI, mobile, and integration readiness varies; cyber risk is growing.
	Secure-by-design, vendor due diligence, integration testing, monitoring and incident response.

	Legal
	GDPR and local privacy laws affect data use; AI rules are tightening; accessibility duties apply.
	Conduct DPIA, ensure lawful basis/consent where needed, data minimisation, accessibility checks.

	Environmental
	Sustainability claims are scrutinised; pressure to reduce waste and emissions.
	Use measurable metrics (waste reduction), verified supplier info, avoid vague claims (greenwashing).











4. Key Internal and External Stakeholders 
4.1 Stakeholder identification and categorisation
Stakeholders are any individuals or groups that can affect or are affected by the project (Freeman, 1984). For StaySmart+, stakeholders span corporate, hotel-level operations, technology suppliers, guests, and regulators—especially because the rollout is global and involves AI and sustainability.
Table 4: Stakeholder list (internal vs external)
	Group
	Stakeholder
	Internal/External
	Why they matter

	Corporate leadership
	Board / Executive sponsor
	Internal
	Approves budget and scope, removes blockers, sets priority for rollout.

	Programme governance
	Global PMO / Transformation office
	Internal
	Governance, reporting, standard approach, risk tracking across regions (PMI, 2021).

	Hotel operations
	Regional Ops Directors / Area Managers
	Internal
	Drive delivery across hotels, ensure performance against KPIs, support local issues.

	Hotel leadership
	General Managers (pilot hotels)
	Internal (hotel)
	Local success depends on GM leadership, staff motivation, service quality controls.

	Frontline operations
	Front desk, concierge, housekeeping, F&B, maintenance
	Internal (hotel)
	Daily users of the system; adoption and correct use determine guest experience (Baum, 2019).

	Digital & IT
	Corporate IT, hotel IT, cybersecurity team
	Internal
	Integration, uptime, cyber protection, access control, incident handling (ISO, 2022).

	Data & compliance
	Data Protection Officer (DPO), Legal/Compliance
	Internal
	GDPR/DPIA, vendor contracts, data transfer rules, privacy notices (ICO, 2023).

	People management
	HR, Learning & Development
	Internal
	Training, change support, readiness planning, dealing with resistance.

	Commercial/brand
	Marketing, Brand, Loyalty/CRM
	Internal
	Guest messaging, positioning, loyalty integration, personalisation rules (Christopher, Payne and Ballantyne, 2013).

	Finance/procurement
	Procurement, Finance controllers
	Internal
	Controls spend, vendor approvals, contract terms, value tracking and ROI.

	Owners & franchise partners
	Owners / franchisees
	External (partner)
	Approve investment and brand changes; can speed up or slow down adoption.

	Technology supply chain
	AI platform provider, PMS/CRM integrators, support partner
	External
	Build/configure tools, integrations, ongoing technical support and SLAs.

	Guests
	Leisure, business, loyalty members, accessibility needs
	External
	End users; satisfaction, trust, reviews and repeat stays define success.

	Regulators
	Data protection authorities, consumer protection bodies
	External
	Compliance expectations (privacy/AI/advertising claims); can impose penalties if breached.

	Local community
	Local councils, local community groups
	External
	Reputation and local relationships; sustainability credibility and “license to operate”.

	Distribution partners
	OTAs, travel partners
	External
	Consistency of experience and content; may be impacted by new digital journeys.

	Employee reps
	Unions/employee representatives (where applicable)
	External
	Influence staff acceptance and fairness concerns around AI and workload.




4.2 Stakeholder categories (a simple view)
Primary delivery stakeholders: hotel GMs, frontline teams, IT, vendors
Governance stakeholders: executive sponsor, PMO, legal/DPO
Commercial stakeholders: owners/franchisees, finance/procurement, marketing/loyalty
External trust stakeholders: guests, regulators, communities, employee reps
This categorisation helps ensure the engagement plan is not “one size fits all” and recognises differences between internal control (corporate teams) and external influence (owners and regulators).



































5. Roles, Responsibilities, Benefits and Challenges 
5.1 Key stakeholder roles and responsibilities
Stakeholder literature argues that engagement should be based on stakeholder power, legitimacy and urgency, not just job title (Mitchell, Agle and Wood, 1997). In StaySmart+, the most influential stakeholders are those who control budget and governance (executives/owners), those who deliver the service (hotel teams), and those who judge it (guests/regulators).
Table 5: Roles, benefits and challenges
[image: ][image: ]5.2 Summary: benefits vs challenges (what this means for the PM)
· Biggest benefits come from those closest to delivery (frontline + GMs) because they can make the experience feel premium, not robotic.
· Biggest risks come from compliance (privacy/AI), owners’ cost concerns, and cultural mismatch in global markets.
· So engagement has to be early, frequent, and localised—not just corporate emails.

6. Frameworks, Models and Tools for Stakeholder Engagement 
6.1 Stakeholder salience (who needs attention first)
Mitchell, Agle and Wood (1997) argue stakeholders become “salient” based on power, legitimacy, urgency . For StaySmart+, the most salient are:
· Owners/franchisees (power + legitimacy + urgency around cost/ROI)
· Regulators/DPO (power + legitimacy + urgency around compliance)
· Hotel GMs & frontline teams (power in practice through adoption)
· Guests (legitimacy + urgency via satisfaction/reviews)
6.2 Power–Interest Matrix (stakeholder map)
This helps decide how much effort to spend and what style of engagement to use (PMI, 2021).
Figure 1: Power–Interest Matrix (Stakeholder Map)


                          POWER (High)
                               ↑
                               |
            Keep satisfied      |          Manage closely
        (High power, low      |      (High power, high
              interest)              |            interest)
                                         |
   - Regulators (usually     |  - Executive sponsor
     milestone-based)         |  - Owners / franchisees
   - Senior finance leaders |  - DPO / Legal
     (not day-to-day)           |  - Corporate IT / Cyber
                                          |  - Regional Ops Directors
    -------------------------------+--------------------------------→ INTEREST (High)
                                         |
              Monitor               |            Keep informed
        (Low power, low       |      (Low power, high
             interest)               |            interest)
                                         |
   - Non-critical suppliers  |  - Frontline staff
   - Wider public/media     |  - Department heads
                                         |  - Pilot hotel guests
                                         |
                               POWER (Low)

This map guides effort: “manage closely” stakeholders need frequent involvement in decisions, while “keep informed” stakeholders need two-way updates and feedback


How I’d use it: “Manage closely” stakeholders get frequent updates and decision involvement; “Keep informed” get regular two-way comms and feedback channels.
6.3 Engagement plan (high-level)
Table 6: Stakeholder Engagement Plan
	Stakeholder group
	Engagement goal
	Method
	Frequency
	Owner

	Executive sponsor
	Fast decisions, protect scope
	Steering meetings, dashboard
	Fortnightly
	Project Manager

	Owners/franchisees
	Buy-in on ROI and cost model
	Business case sessions, Q&A
	Monthly + as needed
	Sponsor + PM

	GMs & department heads
	Local adoption + readiness
	Workshops, site visits, readiness checklist
	Weekly in pilot phase
	PM + Regional Ops

	Frontline staff
	Confidence + low resistance
	Training + demos + champions
	Weekly before launch
	L&D + GM

	IT/Cyber
	Stable + secure delivery
	Technical stand-ups, risk log
	Weekly
	IT Lead

	DPO/Legal
	Compliance & trust
	DPIA workshops, vendor review
	Milestone-based
	Compliance Lead

	Marketing/Loyalty
	Clear guest messaging
	Content reviews, campaign planning
	Weekly near launch
	Marketing Lead

	Guests (pilot)
	Test usability + trust
	Surveys, in-app feedback, interviews
	During pilot
	CX Lead

	Regulators/community
	Maintain legitimacy
	Transparent policy docs, reporting
	As required
	Legal/ESG




6.4 Communication plan (what, how, when)
Table 7: Communication Plan (summary)
	Audience
	Main message (simple)
	Channel
	Timing
	Owner
	Measure

	Executive sponsor / Steering group
	Progress, risks, decisions needed
	Steering meeting + dashboard
	Fortnightly
	Project Manager
	Decision turnaround time; risks closed

	Owners / franchisees
	Cost, ROI logic, disruption plan, options
	Webinar + slide pack + Q&A
	Month 1–2 then monthly
	Sponsor + PM
	Approval rate; concerns logged/resolved

	Regional Ops Directors
	Readiness status, KPI expectations, blockers
	Ops calls + readiness report
	Weekly (pilot phase)
	Ops lead + PM
	## blockers removed; readiness score

	Hotel GMs
	What changes locally, how to run it, support plan
	GM briefings + site visits
	Weekly near launch
	PM + Ops
	Adoption readiness checklist

	Frontline staff
	“How it helps you”, how-to, escalation rules
	Shift huddles + demos + posters + Teams/WhatsApp
	Weeks 10–24
	GM + L&D
	Training completion; confidence survey

	IT/Cyber
	Build status, incidents, testing results
	Tech stand-ups + risk log
	Weekly
	IT lead
	Uptime; incident count/time-to-fix

	DPO/Legal
	DPIA status, data flows, vendor compliance
	DPIA workshops + compliance reviews
	Milestones
	DPO/Legal lead
	DPIA signed; actions closed

	Marketing/Loyalty
	Guest promise, privacy wording, launch plan
	Content reviews + campaign meetings
	Weekly month 5–6
	Marketing lead
	Launch readiness; comms sign-off

	Guests (pilot)
	Benefits + choice + privacy clarity
	App prompts + email + in-room QR
	Launch + post-launch
	CX lead + GM
	Usage rate; guest satisfaction 


6.5 RACI Matrix (diagram/table required)
RACI clarifies who is Responsible, Accountable, Consulted, informed so work doesn’t get stuck (PMI, 2021).
Figure 2: RACI Matrix (StaySmart+ key activities)
Key roles (columns):
· PM = Project Manager (you)
· SP = Executive Sponsor
· IT = IT/Cyber Lead
· DPO = Data Protection/Legal Lead
· OPS = Regional Ops Director
· GM = Hotel General Manager (pilot)
· L&D = HR / Learning & Development
· MKT = Marketing/Loyalty Lead
· OWN = Owner/Franchise rep
· VEN = Key Tech Vendor

Table 8: RACI[image: ]Notes (how to read it):
· Only one clear “A” per deliverable where possible (reduces confusion).
· Owners are “A/C” for budget because in franchised models they often must approve spend.







7. Critical Process for Stakeholder Engagement + Conflict Management Using the 4Cs 
Stakeholder engagement is not just informing people; it is building relationships and shared value over time (Ashcroft, 2017; Christopher, Payne and Ballantyne, 2013). For a global hospitality rollout, engagement must be structured but flexible to local culture and operational realities. I will follow a staged process across the six-month timeline, using the 4Cs: Communication, Collaboration, Consultation, Commitment as the backbone.
7.1 Step-by-step engagement process (what I will do)
Month 1: Set foundations (Communication + Consultation)
1. Stakeholder identification and mapping
a. Use the stakeholder list plus the power–interest matrix.
b. Confirm “who matters most” per market (e.g., stronger unions in some countries; stricter data rules in others).
2. Kick-off briefings (Communication)
a. Run separate kick-offs for: (i) corporate leadership, (ii) pilot hotel leadership, (iii) technology teams/vendors.
b. Keep the message simple: what StaySmart+ is, what it is not, expected benefits, and what decisions are needed.
3. Early consultation with “risk stakeholders” (Consultation)
a. Bring in DPO/Legal immediately for DPIA planning, data flows and vendor checks (ICO, 2023).
b. Consult HR/employee reps early to reduce fear and rumours about job replacement (Baum, 2019).
Why this matters: If privacy and workforce concerns are handled late, they turn into launch blockers and damage trust.

Months 2–3: Co-design and build trust (Collaboration + Consultation)
4. Co-design workshops with hotels (Collaboration)
a. Workshops with GMs + department heads + selected frontline staff (“super users”).
b. Map guest journeys: arrival, room issues, requests, local recommendations, checkout.
c. Decide service rules: when AI can handle it, and when it must escalate to a human.
5. Create a “localisation pack” (Consultation)
a. Language style, culturally appropriate tone, local attraction list rules.
b. Local policies: tipping norms, complaint handling expectations, hours of service.
6. Owner/franchise engagement sessions (Communication + Collaboration)
a. Present cost model and benefits:
i. Efficiency: fewer calls to front desk, faster request routing.
ii. Reputation: improved reviews through quicker service recovery.
iii. Sustainability: reduced single-use items with measurable reporting.
b. Give owners options: “core package” vs “premium add-ons” to reduce resistance.
Likely conflict here: Owners may say costs are too high.
My approach: Provide a clear ROI logic plus phased rollout: “Pilot first → review KPIs → expand”.

Months 4–5: Prepare for adoption (Communication + Commitment)
7. Training and change management plan (Communication + Commitment)
a. Training is role-based:
i. Front desk: handling escalations, service recovery
ii. Housekeeping: receiving tasks, closing requests, quality checks
iii. Managers: dashboard use, issue trends, coaching
b. Use short sessions (microlearning) because hotels are busy.
8. Champions network (Commitment)
a. 1–2 champions per department per pilot hotel.
b. Champions share “quick wins” and common issues to the project team weekly.
c. Recognise champions publicly (helps motivation).
9. Operational readiness checks (Commitment)
a. Confirm: devices, logins, workflows, escalation contacts, fallback procedures.
b. Run “day in the life” simulations.
Likely conflict: Staff think the tool adds work.
My approach: Fix workflow design so it reduces work (e.g., auto-routing and templates), and show time savings with real examples.

Month 6: Launch and stabilise (Collaboration + Commitment)
10. Go-live support model
· “War-room” daily check-ins for first 2 weeks.
· Clear incident process (technical + operations).
· Track guest feedback in real time and adjust.
11. Continuous improvement cycle
· Weekly review of top issues: response time, unresolved requests, negative comments.
· Small updates rather than big changes (keeps stability).

7.2 Managing conflicts (what conflicts will happen and how I’ll handle them)
Because stakeholders have different interests, conflict is normal (PMI, 2021). The goal is not to “avoid conflict” but to manage it quickly and fairly.
Common conflict types in StaySmart+:
· Cost vs value: owners want low cost; corporate wants brand consistency.
· Speed vs safety: operations want fast launch; DPO/IT wants thorough testing.
· Automation vs jobs: staff fear replacement; leadership wants efficiency.
· Standardisation vs localisation: global branding vs local culture.
Tools and methods I will use:
· Clear decision rights (RACI): reduces confusion and “decision ping-pong”.
· Transparent trade-offs log: if someone requests a feature, we record impact on timeline, cost, privacy and operations.
· Escalation ladder: frontline → GM → Regional Ops → sponsor.
· Interest-based negotiation: focus on what each side needs (e.g., owners need ROI assurance; staff need fairness and training).
7.3 Applying the 4Cs directly (quick summary)
· Communication: simple, repeated messaging; dashboards; clear privacy and “human escalation” promise.
· Collaboration: co-design workshops; champions network; joint testing.
· Consultation: early input from DPO/legal, staff reps, pilot guests, owners.
· Commitment: training certification; readiness checks; leadership visibility; post-launch support.
· 
8. Impact of Stakeholder Engagement on Business Performance ### 8. Impact of Stakeholder Engagement on Business Performance + Recommendations 
8.1 Why stakeholder engagement affects performance (link to business results)
In hospitality, service quality is produced “live” through people, processes and guest contact. That means performance depends heavily on whether stakeholders actually adopt the change and trust it. Stakeholder and relationship thinking argues that value is created through strong, ongoing relationships, not just one-off transactions (Christopher, Payne and Ballantyne, 2013; Ashcroft, 2017). For StaySmart+, engagement impacts performance in four main ways:
A) Guest satisfaction and loyalty (revenue + brand)
If guests trust the AI tools, understand the privacy choices, and can still reach a human easily, they are more likely to use it and rate the experience positively. Good engagement with marketing, hotel teams and pilot guests improves:
· Usability (clear language, helpful flows)
· Service recovery (fast escalation, consistent tone)
· Confidence (privacy transparency and choice)
This links directly to better reviews, repeat stays and loyalty growth (Wirtz et al., 2018). If engagement is poor, guests may view StaySmart+ as “lazy service” or intrusive, which harms the premium positioning.
B) Operational efficiency (cost and productivity)
Engaging frontline teams early helps design workflows that remove friction rather than create extra steps. When staff understand the “why” and get training that fits shift patterns, you usually see:
· fewer calls to front desk for basic requests
· clearer task ownership (less “passed around” requests)
· faster response times (better staffing control)
However, if staff engagement is ignored, the system can be used incorrectly (or not used at all), which means the hotel still gets the same workload plus an extra channel to manage.
C) Risk reduction and compliance (avoiding fines and reputation hits)
Because StaySmart+ uses AI and personal data, early engagement of DPO/legal, cyber and vendors reduces the chance of a damaging incident. A data breach or non-compliance issue can lead to fines, legal action, and long-term trust loss (ICO, 2023; ISO, 2022). Engagement improves:
· privacy-by-design and data minimisation
· vendor controls and contract clarity
· incident response readiness
D) Speed and quality of rollout (time-to-market)
Engagement affects how fast decisions get made and how quickly issues get resolved. Clear governance (steering group + RACI + escalation) reduces delays caused by “waiting for sign-off” or scope arguments (PMI, 2021). Collaboration also improves quality because hotels surface real-world problems early (e.g., peak check-in pressure, staffing gaps, device availability).

8.2 Benefits, challenges and ethical considerations (critical evaluation)
Benefits (what good engagement creates)
· Better adoption and lower resistance: People support what they helped shape (especially true with frontline staff).
· Higher trust in AI tools: Transparency and guest choice increases acceptance (OECD, 2019).
· More credible sustainability performance: When procurement, ops and ESG teams agree on metrics, sustainability upgrades become measurable not just marketing (UNWTO, 2022).
· Stronger brand differentiation: A consistent but localised “smart + premium + sustainable” offer is harder to copy.
Challenges (realistic problems in global hospitality)
· Different cultural expectations: “Good service” looks different in different markets. Some guests want quick independence, others expect personal attention. This makes localisation essential.
· Franchise/owner tension: Owners may resist anything that increases cost or operational disruption. If not engaged early with a clear business case and options, they can slow or limit rollout.
· Change fatigue in hotels: Hotels face constant initiatives. Without clear priorities and quick wins, StaySmart+ can be treated as “another system”.
· Technology readiness gaps: Some properties have outdated systems or weak connectivity, making consistent rollout harder.
Ethical considerations (what must be handled carefully)
1. Privacy and data protection
a. Guests must understand what data is collected, why, and how to opt out where possible. GDPR expectations include transparency, purpose limitation and data minimisation (ICO, 2023).
b. Risk: over-collection of data to “power personalisation”, creating unnecessary exposure.
2. AI bias and fairness
a. AI recommendations can reflect biased data (e.g., favours certain venues, stereotypes trip types, ignores accessibility needs). This hurts guest equality and brand trust (Jobin, Ienca and Vayena, 2019).
b. Control: test content, monitor outcomes, and keep a - Control: test content, monitor outcomes, and keep a simple route to human support.
3. Accessibility and inclusion
a. Digital tools must work for guests with disabilities (screen readers, clear contrast, easy language). If not accessible, it can exclude guests and create legal/reputation risk.
4. Labour impact and dignity at work
a. AI should support staff, not intensify monitoring or reduce roles without fair process. Engagement with HR and staff reps helps keep change ethical and maintain morale (Baum, 2019).
5. Sustainability integrity (avoid greenwashing)
a. Refillable bottles and towel reuse are positive, but claims must be accurate and measurable. Guests are increasingly sceptical of vague “eco” messaging (European Commission, 2022).
b. Control: show real numbers (e.g., single-use plastic reduction) and be honest about limits.

8.3 Recommendations for future stakeholder engagement (practical and clear)
Table 9: Recommendations (what IHG should do next)

	Recommendation
	Why it helps
	Who leads

	1. Set up a global “StaySmart+ governance board” with regional reps
	Speeds decisions; prevents culture-blind global rules
	Sponsor + PMO

	2. Make privacy-by-design mandatory (DPIA before build)
	Builds trust and avoids rework
	DPO + IT

	3. Create a hotel “champions network” as standard
	Increases adoption and peer learning
	Ops + HR

	4. Provide owners with a tiered package and ROI dashboard
	Reduces resistance; supports rollout scale-up
	Finance + PM

	5. Run a guest pilot with diverse segments incl. accessibility needs
	Improves usability and fairness
	CX + GM

	6. Localise content properly (language, tone, cultural norms)
	Reduces guest frustration and increases usage
	Regional Ops + Marketing

	7. Publish sustainability metrics and supplier evidence
	Avoids greenwashing claims and strengthens ESG reputation
	ESG + Procurement

	8. Post-launch continuous improvement cycle (“listen and fix”)
	Keeps quality high and maintains stakeholder trust
	PM + Ops + IT


9. Conclusion 
This report has shown that the successful global launch of StaySmart+ depends not only on the technology but on the quality of stakeholder engagement across a complex international hospitality ecosystem. Using stakeholder theory (Freeman, 1984) and stakeholder salience thinking (Mitchell, Agle and Wood, 1997), the report identified the most influential internal and external stakeholders: executive sponsors, owners/franchisees, hotel leaders and frontline teams, IT/cyber, DPO/legal, guests, and regulators. Each brings value and also creates risks if their needs are not addressed early.
The situational analysis (SWOT and PESTLE) highlighted strong strategic reasons for IHG to invest in AI-enabled, personalised and sustainability-focused services, while also exposing challenges such as data privacy obligations, integration complexity, adoption resistance, and the reputational risk of weak sustainability claims. Practical engagement tools were applied to make the approach deliverable within six months, including a power–interest stakeholder map, an engagement plan, a communication plan, and a RACI matrix.
A structured stakeholder engagement approach based on the 4Cs (Communication, Collaboration, Consultation, Commitment) was proposed to support global rollout, manage cultural differences, and reduce conflict around cost, speed, jobs, and compliance. Finally, the report evaluated both the performance benefits of strong engagement (guest satisfaction, efficiency, risk reduction, rollout speed) and the ethical requirements that must guide the project (privacy, fairness, accessibility, labour impact and sustainability integrity).
Overall, by engaging stakeholders early, clearly, and consistently—and by supporting hotels through training and post-launch improvements—IHG can launch StaySmart+ in a way that builds trust, increases adoption, and creates measurable business value across local and international markets.
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