	


Executive Summary

The present report explores a stakeholder engagement process when it comes to the launch of StaySmart+, which is an AI-based, sustainability-oriented service of InterContinental Hotels Group (IHG). It identifies the main internal and external stakeholders, such as product development and marketing teams, operations, product teams, customers, product suppliers, and regulatory authorities, in the project. It defines their roles, work and how they can be engaged to make the service successfully designed and launched. The report also discusses how the different engagement frameworks, including the RACI Matrix, Stakeholder Engagement Matrix, and the Salience Model, have been used to prioritise stakeholders according to their power and interest. In addition, it assesses how the 4Cs Model of conflict management and successful stakeholder input can be applied. Recommendations are made on how to further improve engagement of stakeholders in the future to ensure the future success and competitive advantage of IHG in the international hospitality sector.
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[bookmark: _Toc228274075]Introduction of the Company
InterContinental Hotels Group (IHG) is a British multinational hospitality firm with headquarters in Windsor, England. This is one of the largest firms globally in terms of scale of operations and market penetration. As of 2025, IHG has a total of 6,963 open hotels providing 1,026,177 rooms in over 100 countries, with a significant contract of 2,292 hotels and 339,526 rooms in the development pipeline (IHG, 2025). It means a continuous international growth and trust of its brands by the owners. 
[image: ]
Figure 1: Brand overview of InterContinental Hotels
(Source: IHG, 2025)
It has even recorded a total revenue of USD 5.19 billion (EUR 4.72 billion) in 2025 and an operating profit of USD 1,198 million, highlighting resilience despite competitive and macroeconomic pressures in the hospitality industry (IHG, 2025a). This also reflects new operational efficiency and the creation of shareholder value.
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Figure 2: Profit and revenue of InterContinental
(Source: IHG, 2025a)
IHG possesses a good brand portfolio, with 21 brands, including Regent, Holiday Inn, InterContinental and many more. The company also offers a loyalty programme, the IHG One Rewards. It is the largest one in the industry, with more than 160 million members (IHG, n.d.). This gives them a strategic edge by resulting in repeat bookings and customer interaction. Having a large workforce of around 385,000 employees, it eases business operations to support its human capital foundation in service excellence delivery (IHG PLC, 2025). Therefore, stakeholder communication is an essential factor in launching an innovative service of high quality, like StaySmart+.
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SWOT analysis
Strengths: IHG has a strong international network. Its rich brand portfolio boosts its reach to the market and customer loyalty (IHG, 2026). Its IHG Green Engage program is also in line with rising customer preference towards environmentally friendly products. The global network enables IHG to expand operations on an international front, with consistent branding and capitalising on market loyalty, and the Green Engage program creates credibility in the long-term sustainability. 
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Figure 3: Brand portfolio of IHG
(Source: IHG, 2026)
Weaknesses: One of the major weaknesses would be the reliance of IHG on third-party owners and franchisees. Such dependence can be a barrier to IHG enforcing consistent standards and service innovations worldwide to affect customer experience uniformity across its resorts. 
Opportunities: There is an increasing trend in personalised travel experiences, as well as AI-enhanced guest services. This can create a prospect for IHG to enhance its services. Implementing AI-based customisation of services will enhance the competitive advantage of IHG, appealing to customers who are technologically advanced and streamlining its operations in terms of service provisions. 
Threats: The financial crisis and geopolitical instabilities, especially in Europe and Asia, might interfere with business activities and have an impact on consumer spending in the luxury service. The geopolitical tensions and economic instability can cause a decrease in the demand for luxury services, which can be a major threat to the revenues and international expansion of IHG. 
PESTLE analysis
Political: The UK is enjoying a stable political environment. According to the report by Murray (2026), 176,685 businesses in the UK fell under the hospitality sector. Nonetheless, there is an increase in regulatory scrutiny. This has caused the opening and closing of many hotel businesses. In March 2026, the Competition and Markets Authority of the UK launched an inquiry into the alleged data-sharing between key hotel chains, including IHG (Almeida, 2026). This may have a significant impact on the strategic data utilisation and the pricing strategies.
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Figure 4: Openings and closings of hospitality businesses in the UK
(Source: Murray, 2026)
Economic: The United Kingdom hospitality market is currently growing. It is estimated to be USD 63.80 billion in 2026 and expected to grow to USD 78.28 billion by 2031, with a CAGR of 4.18% (Mordor Intelligence, 2026). This indicates the increasing demand in the country for travelling. 
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Figure 5: Hospitality market of the UK 
(Source: Mordor Intelligence, 2026)
Social: There is a rise in middle-class travel. It is especially popular in the emerging markets, such as India, where IHG has around 50 hotels and 80 more under construction (Gomes and Paramasivam, 2026). This indicates changing social reasons for consumption in the hospitality industry.
Technological: Mobile check-in and AI-driven personalisation, and contactless services, have become a foundational operation imperative. 
Legal: Adherence to various strict data protection laws like the GDPR puts complex legal restrictions, and a solid control of customer data is required.
Environmental: IHG has undertaken science-based objectives to cut carbon emissions by 2030 and boost resource efficiency (IHG PLC, n.d.). This is in line with the overall environmental requirements and shareholder demands.
SMART Objectives
	Objective No.
	SMART Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Objective 1
	Launch StaySmart+ in 50 IHG hotels by Q4 2026.
	50 hotels with AI sustainability features.
	Track hotels launched, AI features, customer feedback.
	Feasible with IHG's resources.
	Aligns with sustainability goals.
	By Q4 2026.

	Objective 2
	Increase adoption by 20% in Year 1.
	20% increase in guest adoption.
	Measure bookings, feedback, AI usage.
	Achievable with IHG's brand loyalty.
	Improves customer experience.
	Within 12 months.

	Objective 3
	Reduce energy consumption by 15% in 18 months.
	15% energy reduction in StaySmart+ hotels.
	Monitor energy savings.
	Feasible with current tech.
	Supports sustainability efforts.
	Within 18 months.

	Objective 4
	Improve customer satisfaction by 25% in Year 1.
	25% increase in satisfaction.
	Measure feedback, NPS, service data.
	Achievable with AI personalisation.
	Enhances guest loyalty.
	Within 12 months.

	Objective 5
	Implement StaySmart+ in 100 hotels globally in 2 years.
	100 hotels with StaySmart+ service.
	Track adoption and brand reputation.
	Feasible with global reach.
	Reinforces IHG’s sustainability leadership.
	By end of 2 years.


Table 1: SMART Objectives
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	Stakeholders
	Role and Responsibilities
	Benefits
	Challenges

	Internal 

	Product Development Team
	Design and refine StaySmart+ service, integrate AI-driven tools.
	Drives innovation and service excellence.
	Coordination with other departments and deadlines.

	Marketing Team
	Develop and execute marketing campaigns for StaySmart+.
	Strong brand communication and customer engagement.
	Balancing marketing strategies across diverse markets.

	Operations Team
	Ensure operational feasibility and smooth service deployment.
	Ensures service quality and operational efficiency.
	Managing resources and training requirements.

	Senior Management
	Oversee the project, make key decisions, and ensure alignment.
	Strategic guidance and project success oversight.
	Potential delays in decision-making.

	External

	Customers
	End-users of StaySmart+ who provide feedback and engagement.
	Direct influence on customer satisfaction and loyalty.
	Shifting customer preferences and diverse expectations.

	Suppliers (Sustainability)
	Provide eco-friendly and sustainable amenities for StaySmart+.
	Supports IHG’s sustainability goals and brand image.
	Managing supply chain disruptions and regulations.

	Regulatory Bodies
	Ensure compliance with environmental and business regulations.
	Helps maintain IHG’s legal and environmental compliance.
	Regulatory changes and compliance costs.

	Local Communities
	Engage in sustainability initiatives and local partnerships.
	Enhances brand image and social responsibility.
	Resistance to new projects or initiatives.


Table 2: Key stakeholders
The above table includes the major internal and external stakeholders for the launch of the StaySmart+ service at InterContinental Hotels Group (IHG). Internal stakeholders are the Product Development Team that designs and integrates AI-driven tools. The Marketing Team has a role in promoting the service. The Operations Team also makes sure that the service is implemented with efficiency. The Senior Management is in charge of monitoring that the project fits with the strategic objectives of IHG. External stakeholders are Customers, who can give valuable feedback that can help to improve the service. The suppliers will offer green amenities and contribute to the sustainability of IHG. Legal Compliance is provided by Regulatory Bodies. Further, Local Communities gain progress with sustainability projects, yet they may not approve new projects.
The high power/interest stakeholders that should be prioritised by StaySmart+ as stakeholders include Senior Management and Regulatory Bodies, and thus should be addressed with the help of such tools as the Stakeholder Engagement Matrix and Salience Model. 
	
	Product Development Team
	Marketing Team
	Operations Team
	Senior Management
	Customers
	Suppliers (Sustainability)
	Regulatory Bodies
	Local Communities

	Service Design
	R
	C
	C
	A
	I
	I
	C
	I

	Marketing Campaign
	C
	R
	C
	A
	I
	I
	I
	I

	Operational Feasibility
	C
	C
	R
	A
	I
	I
	C
	I

	Staff Training & Implementation
	C
	C
	R
	A
	I
	I
	C
	I

	Customer Feedback & Engagement
	I
	R
	C
	I
	R
	I
	I
	I

	Supply Chain Management
	I
	I
	C
	I
	I
	R
	I
	I

	Regulatory Compliance
	C
	I
	C
	I
	I
	C
	R
	I

	Sustainability Initiatives
	C
	C
	C
	I
	I
	R
	C
	R


Table 3: RACI matrix
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Internal Stakeholders
The Product Development Team will design the StaySmart+ service, including AI-based guest interaction solutions and amenities that will be focused on sustainability. Their main role involves the incorporation of advanced technologies to address customer needs and improve the quality of service delivery (Iheanachor et al., 2021). The team also makes the product scalable at varying locations in hotels. The promotional campaigns of the StaySmart+ service are carried out by the Marketing Team, before and after the launch of the service. Their roles will involve designing targeted communications to convey the value offer of the service, and interacting with customers using digital platforms. It is their responsibility to determine the demographics of customers and modify marketing in response. The Operations Team will ensure a smooth implementation and daily operations of the StaySmart+ services. These involve managing the training of employees, accommodating the service into the existing operational procedures and ensuring there is sufficient resource allocation. Another aspect of operational duties includes checking the execution of the services and the need to solve arising problems when providing services (Jenkins, 2025). The project has strategic leadership and oversight by the Senior Management. Their roles include authorising the objectives of the project, tracking the project and making decisive decisions. They also make sure that StaySmart+ is consistent with the overall goals of IHG, such as sustainability goals, as well as market positioning. 
External Stakeholders
The key element of the stay smart + service is the customers who will offer feedback on vital issues that will be utilised in subsequent versioning. They are tasked with responding to the service and providing information on their satisfaction and what can be improved. The customers also play a key role in the success of the service since their loyalty and the positive word of mouth will result in new bookings (Singh et al., 2023). The suppliers are those who will offer environmentally friendly facilities that are significant in the provision of the sustainability element of StaySmart+. They will have the duty to deliver quality products that are eco-friendly, like sustainable toiletries and low-energy products, to the market on time. Regulators guarantee that StaySmart + acts in line with local and international laws, especially the laws that pertain to sustainability, privacy of data, and health quality. It is their responsibility to monitor the environmental sustainability efforts and ensure that all legal provisions are fulfilled. The external stakeholders are extremely important, including the local communities, which benefit from the sustainability programs and social responsibility at IHG. They have the role to assist in the undertakings of IHG, especially in local development initiatives or green environment initiatives.

[image: ]
Figure 6: Stakeholder power-interest matrix
Stakeholder Communication Plan
	Stakeholder
	Meetings (Frequency)
	Reports

	Internal to Project
	Weekly Meeting, Monthly Meeting, Stage Gate Meeting
	Weekly Project Status, Monthly Highlight Report

	Internal to Organisation
	Weekly Project Status, Monthly Meeting
	Monthly Newsletter

	External to Organisation
	Weekly Project Status, Stage Gate Meeting
	Exception Reports, Monthly Newsletter


Table 4: Stakeholder Communication Plan
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Successful stakeholder involvement will be important to the success of the launch of the StaySmart + in InterContinental Hotels Group (IHG). It is possible to employ different frameworks and theories to ensure that the collaboration, its communication, and objectives alignment between the internal and external stakeholders is smooth. The Stakeholder Engagement Matrix is a vital means of prioritising stakeholder interactions and managing interactions depending on the level of power and interest of a stakeholder (Zhu et al., 2024). This matrix defines four groups of stakeholders, including "Keep Satisfied", "Manage Closely", Monitor, and Keep Informed (Zhu et al., 2024). Using these dimensions to categorise stakeholders will help IHG to pay the appropriate level of attention to every group. For example, the senior management or regulatory agencies are high-power and high-interest stakeholders who need close management to make sure that they reflect the strategic objectives of a project. Conversely, low power and low interest stakeholders can be observed to make sure that they have been well informed, but need limited participation. Another important factor in the management of stakeholder engagement is the Communication Plan. It outlines the methods of communication of information to various stakeholders, the frequency, format and channels of communication. In the case of StaySmart+, IHG can combine such approaches as email communications, face-to-face project meetings, and web platforms. The internal stakeholders, including the operations and product development squads, need regular communication in their daily operations to make the implementation process run smoothly. 
The Salience Model focuses the stakeholders further by evaluating three essential aspects, which include: power, legitimacy and urgency (del Águila and del Sagrado, 2023). This model can be used to identify the level of attention each of the stakeholders needs in accordance with their impact on the project and their needs. As an example, regulatory organisations can be very legitimate and urgent but only have a moderate power and hence are significant though not necessarily central to making daily life choices. Senior management has a lot of power and legitimacy and should be engaged continually. Using the Salience Model, IHG will be able to prioritise the resources and communication activities to meet the needs of the stakeholders that hold the highest salience. Further, the Social Exchange Theory lays stress on reciprocity of relationships between the stakeholders. This theory suggests that the stakeholders participate in the projects when they feel that there is an equal amount of benefits and contribution (Ahmad et al., 2023). In building a sense of trust and fostering stakeholders to perceive tangible benefits, IHG will be able to develop long-term relations, resulting in long-term engagement and loyalty.
Management of Stakeholders (Mapping based on Influence and Interest)
	Power/Influence
	Low Influence (Power) & Low Interest
	Low Influence (Power) & High Interest
	High Influence (Power) & Low Interest
	High Influence (Power) & High Interest

	Action
	Keep Informed (Minimal Effort)
	Keep Satisfied (Consult)
	Work Together (Collaborate)
	Key Players (Work Together)

	Examples
	- Media
	- Suppliers (Sustainability)
	- Customers (Feedback)
	- Senior Management (Decision-Makers)

	
	- Local Communities
	- Regulatory Bodies
	- Product Development Team
	- Investors, Key Partners

	
	- Marketing Teams (Low priority tasks)
	- Staff (Training)
	- Operations Team (Consult)
	- Project Sponsors (Close collaboration)


Table 5: Management of Stakeholders
[bookmark: _Toc228274080]Stakeholder Engagement Process and Conflict Management
Stakeholder Engagement Process
	Stakeholder
	Impact & Interest
	Action
	Engagement Strategy
	Frequency

	Senior Management
	High Power, High Interest
	Active participation in decision-making
	Detailed reports, presentations, meetings, regular updates
	Monthly

	Regulatory Bodies
	High Power, High Interest
	Ensure compliance and legal alignment
	Formal reports, meetings, presentations
	Quarterly

	Product Development Team
	Medium Power, High Interest
	Responsible for designing the service
	Regular meetings, emails, project collaboration tools
	Weekly

	Marketing Team
	Medium Power, High Interest
	Responsible for promoting the service
	Campaign planning, regular email updates
	Bi-weekly

	Operations Team
	Medium Power, High Interest
	Responsible for operational feasibility and deployment
	Team meetings, operational briefings, email updates
	Weekly

	Suppliers (Sustainability)
	Low Power, High Interest
	Supply eco-friendly amenities
	Regular collaboration, supply chain meetings, emails
	Monthly

	Customers
	Low Power, High Interest
	Provide feedback and engagement
	Surveys, feedback forms, focus groups
	After each stay

	Local Communities
	Low Power, Low Interest
	Engage in sustainability initiatives
	Community meetings, emails, newsletters
	Quarterly


Table 6: Stakeholder Engagement Process
Stakeholder engagement is a key factor in the success of the project. The project manager should manage the relationships between stakeholders through proper planning and communication (Daniel and Inim, 2020). It is to ensure co-operation and to solve any issues that might have come up. The stakeholder engagement process involves decision-making, requiring the active participation of all the stakeholders. The initial measure of stakeholder engagement procedure is to classify the stakeholders in terms of their impact and interest in the project. As already mentioned in the RACI Matrix and Stakeholder Map, they have been categorised into various groups according to the level of their power and interest. Stakeholders with high power and high interest, including the senior management and strategic partners, need to be managed and kept well-informed. In contrast, the less powerful and less interested parties do not need to participate much, but must also be informed regularly. 
After classifying the stakeholders, emphasis is going to be on organising communication channels that are specific to the needs of the separate groups. To illustrate, high-power stakeholders, like senior management and regulatory bodies, will need detailed communication through reports, meetings, and presentations. One important aspect of stakeholder engagement is to establish a sense of ownership by the stakeholders (Zikargae et al., 2022). This can be achieved by engaging them in the decision-making process at a young age and constantly communicating the performances. Consistent feedback meetings will make sure that any issues or proposals will be considered on time, instilling trust and dedication as the project goes on.
Conflict Management through the 4Cs Model
Communication: Effective conflict management is based upon clear and transparent communication. Maintaining a similar line of thinking among the diverse stakeholders is one of the major challenges involved in the management of stakeholders. There might be differences in opinions among stakeholders regarding the project direction, priorities and possible outcomes. Effective communication is important to help clarify expectations, eliminate misunderstandings and avoid escalation of conflicts (Fatih et al., 2025). To achieve effective communication, it is vital to be able to communicate openly and honestly, where special focus should be on listening to the concerns of stakeholders. In addition, a setting in which everyone feels free to share opinions, be it in a formal meeting or even a casual discussion, will be the centre of interest. In addition, it is crucial to be able to individualise the communication within each group. For example, the top-level management can demand more detailed financial and planning reports, and suppliers may need more helpful information about the supply chain needs.
Collaboration: Conflict resolution and agreement of stakeholders towards the common goal are only possible through collaboration. Within the framework of StaySmart+, the objectives of different stakeholders could vary. Therefore, cross-departmental teamwork should be embraced to collaborate. The development of cross-functional teams with members of the main stakeholder groups helps in getting diverse input during the process of decision-making (Yin et al., 2023). This strategy will enable all the stakeholders to believe that their issues will be considered early on throughout the process. Both the marketing team and the operations team will work together in making decisions, reducing possible conflicts and striking a balance between creativity and viability. 
Consultation: Stakeholder management requires consultation, which makes them feel that their views are taken into account during the decision-making process. The stakeholders, like suppliers, customers and the local communities in a project like the StaySmart+, give helpful information to make the service more effective. Consultations every few months can provide stakeholders with an opportunity to express concerns, ensuring that conflicts can occur in the future (Saka-Helmhout et al., 2024). An example is involving customers by conducting surveys or focus groups so that the service delivered is in line with their expectations. The viability of the sustainability requirements can be checked by consulting suppliers to make the eco-friendly sides of the service feasible.
Commitment: The commitment of the stakeholders is the key to the success of the project. When the stakeholders do not feel that their contributions are important, conflicts will be frequent (Saka-Helmhout et al., 2024). To build commitment, it is imperative to appreciate their input and commemorate milestones. Frequent recognition in the form of updates can strengthen interest and their feeling of ownership over their role with the project, minimising the threat of conflict and helping the project succeed.
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Stakeholder engagement impact 
Stakeholder involvement plays a great role in determining the success of any business initiative, especially in the hospitality industry. In the case of InterContinental Hotels Group (IHG), the introduction of the services associated with the launch of StaySmart+ can be viewed as the potential to optimise the brand value, customer loyalty, and operational efficiency. The interaction with critical stakeholders, including internal teams, consumers, suppliers, regulatory agencies, and the local communities, has a diverse impact on IHG on the overall business performance. To begin with, it is essential to have internal stakeholder involvement to have smooth operations and alignment of projects. Team coordination leads to an easier implementation process, minimising delays and non-utilisation of resources (Yin et al., 2023). Through the active participation of the senior management in decision-making processes, IHG can be assured that the strategic goals are achieved and that the service is aligned with the long-term objectives of the business. Consequently, the service StaySmart+ has higher chances of success, leading to an increase in its revenue basis and aiding its role in the market share of premium services. Interaction with external stakeholders directly affects the performance of the business (Christopher et al., 2013). Through continuous feedback from customers, collected via surveys and focus groups, IHG will be able to make the StaySmart+ service a perfect match to consumer needs and maximise customer satisfaction. The loyal customers would be more engaged, giving them repeat business by promoting favourable word-of-mouth. This would further boost brand awareness and draw new customers. In addition, good relationships with suppliers guarantee the supply of quality and sustainable products (J.P Morgan, 2025). As a result, the service can retain its competitive advantage in the market. Regulatory authorities can ensure that the service is compliant with all the legal and environmental requirements, thereby keeping IHG safe and out of expensive legal suits. The involvement of the local communities would ensure that IHG services would add value to the development in the region. By engaging in sustainable business activity and localised efforts, IHG will be able to build a stronger brand image and appeal to the customers who care about sustainability.

Recommendations
Long-term success of future projects also requires that IHG concentrate on improving the stakeholder engagement strategies at different levels. Internal communication can be enhanced by guaranteeing that cross-departmental teams are routinely informed about progress and challenges of the project (Yin et al., 2023). This can be done by holding monthly project review meetings and open information sharing platforms where the stakeholders can give inputs, air their concerns and also change their strategies. IHG also has to keep focusing on customer interaction via personalised experiences and improvements based on feedback. With the increasing trend of personalised services, data analytics and AI technologies have become essential (Stein et al., 2025). They can assist IHG in forecasting consumer tastes and preferences and provide customised services to its consumers. Customer feedback will allow IHG to keep up with the current trends and address any service failures swiftly. Moreover, the adoption of sustainability initiatives will go a long way in boosting customer loyalty, particularly among the environmentally conscious travellers (Ogunmola and Kumar, 2024). Concerning supplier relationships, the brand should think about continuing to enter into long-term, collaborative relationships beyond transactional relationships. Involving suppliers in the innovation process will enable them to obtain superior prices, guaranteeing products of high quality within the supply chain (Flankegård et al., 2021). The development of structured supplier engagement initiatives that can be consistent with the sustainability objectives of IHG will enable both to take advantage of cost savings and new service propositions. Moreover, the compliance of the suppliers with sustainability standards is checked regularly and guarantees the sustainability control and reduction of possible risks. The regulatory organisations have a significant role in adhering to changes in legal and environmental requirements. IHG ought to seek the input of the regulatory bodies at the initial stages of the design of any service, which will help predict the possible issues and remain ahead of the legislative changes. Consistent workshops or debate tables could establish a collaborative dialogue with regulators so that the IHG could influence future regulations and be able to comply smoothly. Moreover, the local community engagement may be enhanced by ensuring that the benefits of the StaySmart+ service are translated to the local environment and economy. Community-based areas where IHG should engage in investments would include job training, environmental conservation efforts and integration of local businesses..
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The key to the success of the launch of the StaySmart+ service at the InterContinental Hotels Group (IHG) is effective stakeholder engagement. The project manager, through proactive identification and involvement of key stakeholders, both internal and external, will be able to achieve coordination across the different departments. They are also able to increase operational efficiency and teamwork. The RACI Matrix, Stakeholder Engagement Matrix, and Salience Model make sure that stakeholders are appropriately handled based on their influence and interest to maximise communication and decision-making processes across the project lifecycle. Conflict management can be achieved through the use of the 4C's Model, which includes communication, collaboration, consultation, and commitment. Effective communication reduces the chances of misunderstanding, and teamwork provides a variety of ideas with the support of all stakeholders, resulting in new solutions. This consultation represents a regular engagement with customers, suppliers, and other external parties and their needs are addressed, but the stakeholders also develop a feeling of ownership and commitment. This will not only help to reduce conflicts but also enhance relationships, which are essential towards maintaining long-term interaction and loyalty. A constant engagement with the stakeholders in the process and aligning their goals with the project objective, IHG will be able to achieve a successful service, increase customer satisfaction, and develop a strong foundation for further development. The key to the success of the StaySmart+ service will be the possibility of maintaining the right balance between the different stakeholder interests. In the future, enhancing stakeholder interest measures will remain critical to the capacity of IHG to ensure its operations sustain a competitive advantage and the sustainability of business performance in a fast-changing hospitality business environment.
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