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[bookmark: _Toc225023006]Executive Summary
InterContinental Hotels Group (IHG) PLC, a leading global hospitality company headquartered in Windsor, United Kingdom, operates an asset-light model with 6,963 hotels and over 1 million rooms across more than 100 countries as of the end of 2025. With a strong financial performance in 2025 (+1.5% global RevPAR, +13% operating profit to $1,265 million, fee margin expansion to 64.8%, and over $1.1 billion returned to shareholders), IHG is well-positioned to innovate. The StaySmart+ project introduces a premium AI-driven customer experience service that integrates real-time AI guest interactions (chatbots and virtual concierges), personalized travel planning using predictive analytics, and sustainability-focused amenities (smart energy management and carbon tracking) to enhance guest comfort, operational efficiency, and brand differentiation.
This report, prepared from the perspective of the Project Manager, critically examines the stakeholder management process required for the successful six-month global rollout of StaySmart+, commencing March 2026 with pilots in key markets including London, Birmingham, the Americas, EMEAA, and Greater China.
A comprehensive situational analysis using SWOT and PESTLE frameworks confirms IHG’s strengths (global scale, asset-light model, IHG One Rewards loyalty program with 160 million members, advanced digital capabilities) and opportunities (rising demand for AI-personalized and sustainable travel, growth in emerging markets). It also highlights threats (geopolitical instability, intense competition from Marriott and Airbnb, regulatory and cybersecurity risks) and internal challenges (franchise control limitations, sustainability progress gaps) that necessitate robust stakeholder coordination.
Key stakeholders were identified and categorized as internal (senior management, product development, marketing/sales, IT/operations, employees, finance/legal, sustainability team) and external (guests, suppliers/partners, regulators, communities/NGOs, investors, media, industry associations, technology providers). Their roles, responsibilities, benefits (innovation, revenue uplift, trust, efficiency), and challenges (cultural misalignment, privacy concerns, resistance, power imbalances) were evaluated using stakeholder salience theory (Mitchell et al., 1997), resource dependence theory, and legitimacy theory.
Engagement was structured through appropriate frameworks: power-interest matrix for prioritization, RACI matrix for role clarity, tailored engagement and communication plans, and the 4C’s model (Communication, Consultation, Collaboration, Commitment) for relational depth. Conflict management integrated negotiation, mediation, and escalation mechanisms. The impact of high-quality engagement on business performance was critically assessed, demonstrating positive financial outcomes (3–5% RevPAR increase, cost efficiencies), operational improvements (reduced delays, lower staff turnover), and reputational gains (enhanced trust and ESG leadership), while noting risks of ethical lapses and exclusion if engagement is superficial or unbalanced.
Recommendations for future initiatives include integrating AI-driven predictive engagement tools, expanding cross-cultural 4C’s training, implementing annual ethical audits and materiality assessments, deepening ESG partnerships, establishing longitudinal feedback mechanisms, and linking incentives to AI contributions.
In conclusion, effective stakeholder engagement is not merely a project management requirement but a strategic imperative for IHG. By embedding inclusive, ethical, and adaptive stakeholder practices, StaySmart+ can deliver measurable value to guests, owners, employees, and the wider ecosystem, reinforcing IHG’s purpose of “True Hospitality for Good” and securing long-term competitive advantage in an AI- and sustainability-driven hospitality landscape.
[bookmark: _Toc225023007]Introduction
InterContinental Hotels Group (IHG) PLC is one of the world’s leading global hotel companies, headquartered in Windsor, United Kingdom. Tracing its origins to 1777 through the Bass brewing legacy, IHG became a standalone hotel group in 2003 after demerging from Six Continents PLC, adopting an asset-light model focused on franchising, management, and licensing (IHG PLC, 2026a).
As of the end of 2025, IHG operated 6,963 hotels with 1,026,177 rooms across more than 100 countries, supported by a pipeline of 2,292 hotels (340,000 rooms), representing 33% of its current system size (IHG PLC, 2026b). The portfolio includes 20 brands spanning luxury (InterContinental, Six Senses, Kimpton), premium (Crowne Plaza, voco), mainstream (Holiday Inn, Holiday Inn Express), and extended-stay segments (Staybridge Suites, Candlewood Suites), plus emerging and conversion brands such as Garner and the recently acquired Ruby (IHG Hotels & Resorts, 2026).
IHG’s IHG One Rewards loyalty programme, with over 160 million members, drives significant business: members accounted for 66% of global room nights in 2025 (73% in the Americas), and direct channels generated 83% of room revenue (IHG PLC, 2026b).
Financially, IHG delivered resilient performance in 2025: global RevPAR grew +1.5%, operating profit from reportable segments rose +13% to $1,265 million, adjusted EPS increased +16% to 501.3¢, fee margin expanded to 64.8% and adjusted free cash flow reached $893 million (+36% YoY). The company returned over $1.1 billion to shareholders and authorised a further $950 million buyback for 2026 (IHG PLC, 2026c).
Guided by its purpose “True Hospitality for Good”, IHG integrates sustainability, ethical operations, and community impact, aligning with UN Sustainable Development Goals through net-zero commitments and responsible business practices (IHG PLC, 2026a). IHG’s scale, brand diversity, loyalty ecosystem, and cash-generative model position it strongly for continued growth and innovation in the global hospitality sector.
[bookmark: _Toc225023008]Project Outline: StaySmart+ Launch
Objective: Launch StaySmart+, an AI-powered premium guest experience service to enhance personalization, efficiency, and sustainability across IHG hotels worldwide.
Core Components:
· AI-driven guest interactions (chatbots, virtual concierge).
· Personalized travel planning via predictive analytics.
· Sustainability features (smart energy management, carbon tracking, eco-rewards).
Scope & Timeline:
· 6-month rollout starting March 2026.
· Months 1–2: Planning, stakeholder mapping, prototyping.
· Months 3–4: Development, integration, pilot testing.
· Months 5–6: Training, marketing, phased launch (starting with 50 hotels in key markets: London, Birmingham, Americas, EMEAA, Greater China).
· Post-launch: Continuous monitoring and full portfolio expansion by end-2027.
Resources:
· Cross-functional team (product, IT, marketing, sustainability).
· Estimated budget: $10–15 million (tech partnerships, training, promotion).
· Key risks: Data privacy, cultural adaptation, staff resistance.
SMART Success Metrics:
· Specific: 20% adoption in pilot hotels.
· Measurable: +3% RevPAR, 10% per-room energy reduction.
· Achievable: Built on existing IHG digital infrastructure.
· Relevant: Supports “True Hospitality for Good” and net-zero goals.
· Time-bound: Pilot launch September 2026; full rollout December 2027.
StaySmart+ is IHG’s new premium service that combines artificial intelligence with personalized and sustainable hospitality to deliver superior guest experiences and brand differentiation. It addresses rising demand for seamless, eco-conscious travel while leveraging IHG’s strengths in loyalty (160M+ IHG One Rewards members) and digital platforms.
Three Key Pillars:
1. AI Guest Interactions — Real-time chatbots and virtual concierges handle requests instantly, reducing routine staff workload by 15–20% and improving response times.
2. Personalized Travel Planning — Uses guest data and predictive analytics to create tailored itineraries (activities, dining, transport), boosting satisfaction by up to 25% (industry benchmark).
3. Sustainability Amenities — AI-optimized room controls cut energy use by ~10%, plus guest-facing carbon calculators and loyalty rewards for green choices, appealing to 60–76% of travelers who prioritize sustainability.
The six-month rollout begins with pilots in diverse markets to ensure cultural fit and compliance (e.g., GDPR). Benefits include higher RevPAR, stronger loyalty, owner satisfaction, and alignment with IHG’s net-zero commitment. Challenges involve data privacy, staff training, and technology integration, but the service positions IHG competitively against Marriott and Hilton in the fast-growing AI-hospitality space.
[bookmark: _Toc225023009]Situational Analysis of InterContinental Hotels Group (IHG)
A situational analysis evaluates IHG's internal and external environment to inform the StaySmart+ project, an AI-driven premium service for personalized, sustainable guest experiences.
[bookmark: _Toc225023010]SWOT analysis 
SWOT analysis is a strategic tool that assesses an organization's internal Strengths and Weaknesses, and external Opportunities and Threats to guide decision-making (Teoli et al., 2023; Gürel and Tat, 2017). It helps align capabilities with market dynamics (Puyt et al., 2023).
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[bookmark: _Toc225023011]PESTLE analysis is a framework for analysing macro-external factors: Political, Economic, Social, Technological, Legal, and Environmental, to identify influences on strategy (CIPD, 2025; Makos, 2024).
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[bookmark: _Toc225023012]SMART Objectives for StaySmart+:
· Specific: Integrate AI tools for 20% adoption in pilots, enhancing personalization and sustainability.
· Measurable: Achieve +3% RevPAR and 10% energy reduction, tracked via analytics.
· Achievable: Use existing infrastructure and partnerships.
· Relevant: Supports IHG's growth and eco-goals.
· Time-bound: Pilot by September 2026; full rollout by December 2027.
[bookmark: _Toc225023013]Identification of Key Stakeholders for StaySmart+ Launch
Stakeholder theory posits that organizations must manage relationships with groups that affect or are affected by their objectives to achieve sustainable success (Freeman, 1984). In the context of IHG's StaySmart+ launch—an AI-driven premium service integrating guest interactions, personalized planning, and sustainable amenities—stakeholders are categorized as internal (within the organization) and external (outside), based on Mitchell et al.'s (1997) salience model, which prioritizes by power (influence), legitimacy (valid claims), and urgency (time-sensitivity). This ensures comprehensive coverage for global rollout, addressing cultural and market diversity as highlighted in recent AI-hospitality studies (Cozzio et al., 2025).
[bookmark: _Toc225023014]Internal Stakeholders
Internal stakeholders are directly employed or structured within IHG, holding high salience due to their operational control and alignment with corporate goals like "True Hospitality for Good" (IHG PLC, 2026b).
1. Senior Management and Board: Including CEO Elie Maalouf and executives, they provide strategic direction. High power and urgency make them definitive stakeholders, essential for budget approvals and risk oversight in AI implementations (Bag et al., 2024).
2. Product Development Team: AI specialists and designers who create core features like predictive analytics. Their legitimacy stems from technical expertise, crucial for innovation in hospitality AI (Hospitality Net, 2025).
3. Marketing and Sales Departments: Responsible for promoting StaySmart+ through digital campaigns targeting IHG One Rewards' 160 million members. High interest in revenue growth positions them as key for market penetration (Vrontis et al., 2022).
4. IT and Operations Teams: Handle technical integration, data security, and hotel-level deployment. Urgency for seamless rollout is vital, especially in global chains (Hasan, 2024).
5. Employees and Hotel Staff: Frontline workers training on AI tools and delivering services. High interest as end-users, their buy-in reduces resistance in AI adoption (Zahidi et al., 2024).
6. Finance and Legal Teams: Manage funding, compliance, and contracts. Power in mitigating risks like data privacy makes them indispensable (PwC, 2025).
7. Sustainability Team: Oversees eco-focused amenities. Legitimacy in aligning with net-zero goals enhances ESG compliance (UN Tourism, 2024).
These internals foster cohesive execution, with recent frameworks emphasizing their role in AI value co-creation (Ivanova and Ivanov, 2011; updated in Yang, 2024).
[bookmark: _Toc225023015]External Stakeholders
External stakeholders influence or are impacted by the launch, often with varying salience in diverse markets (Ni et al., 2015; Wang, 2025).
1. Guests and Customers: Primary users providing feedback. High urgency as beneficiaries of personalization, driving adoption (HospitalityInsights, 2024).
2. Suppliers and Partners (e.g., AI vendors): Provide technology like chatbots. Legitimacy in supply chain, essential for scalability (Avendra, 2026).
3. Local Communities and NGOs: Affected by operations; input on sustainability. Legitimacy for ethical practices, as in ESG frameworks (Berggren Ek, 2021).
4. Regulators and Government Bodies: Enforce laws (e.g., GDPR). High power for approvals in international markets (Deloitte, 2026).
5. Investors and Shareholders: Monitor ROI. Urgency for financial returns from AI efficiencies (LinkedIn, 2026).
6. Media and Influencers: Shape public perception. Power in amplifying brand differentiation (Yadav, 2026).
7. Competitors and Industry Associations: Offer benchmarks (e.g., World Sustainable Hospitality Alliance). Indirect interest for standards (Hospitality Net, 2025).
8. Technology Providers: Specialized firms for AI updates. High legitimacy in ongoing support (NetSuite, 2025).
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[bookmark: _Toc225023016]RACI Matrix (Project Management Institute, 2017):
[image: ]
This clarifies accountability, reducing conflicts.
[bookmark: _Toc225023017]Stakeholder Map (Power-Interest Grid) 
[image: ]This grid prioritizes efforts for global contexts.
[bookmark: _Toc225023018]Engagement Plan: Objectives: Build trust, align goals. Methods: Workshops (internal), focus groups (guests), partnerships (suppliers). Timelines: Monthly reviews from March 2026. Metrics: Engagement scores >80%. Adapted culturally (e.g., hierarchical consultation in Asia) (Ni et al., 2015; Wang, 2025).
	Stakeholder Group
	Engagement Objective
	Key Engagement Activities / Methods
	Timeline / Frequency
	Responsible Person / Team
	Success Measures / KPIs

	Senior Management & Board
	Secure strategic alignment, approvals & sponsorship
	Steering committee meetings, executive briefings, decision gates
	Kick-off + monthly
	Project Manager
	≥90% approval on milestones; timely sign-off

	Product Development & IT Teams
	Co-create features, resolve technical blockers
	Co-design workshops, sprint reviews, joint prototyping
	Bi-weekly
	Product Lead + IT Lead
	100% critical issues resolved on time; high team satisfaction

	Marketing & Sales Departments
	Develop launch strategy, ensure market readiness
	Campaign planning workshops, audience insight sessions
	Bi-weekly + pre-launch sprints
	Marketing Lead
	Campaign assets ready on schedule; ≥85% readiness score

	Hotel Operations & Frontline Staff
	Build buy-in, reduce resistance, ensure smooth adoption
	Train-the-trainer sessions, feedback focus groups, Q&A town halls
	Monthly + intensive pre-launch
	Operations Manager + HR
	≥80% staff trained by launch; ≥75% confidence in survey

	Guests / Customers
	Gather preferences, test usability, drive early adoption
	Pilot user testing groups, in-app feedback surveys, beta previews
	Pre-pilot + ongoing during pilots
	Guest Experience + Marketing Team
	≥20% adoption rate in pilots; positive Net Promoter Score

	Suppliers / Technology Partners
	Align on deliverables, co-develop solutions
	Joint requirements workshops, technical alignment calls
	Bi-weekly
	Procurement + IT Lead
	On-time component delivery; zero critical blockers

	Regulators & Compliance Bodies
	Demonstrate compliance, obtain necessary approvals
	Compliance review meetings, submission of DPIAs & reports
	As required + quarterly summary
	Legal & Compliance Lead
	100% approvals secured; zero major compliance findings

	Local Communities & NGOs
	Address sustainability concerns, build social legitimacy
	Community consultation webinars, impact assessment sessions
	Quarterly + pre-launch
	Sustainability Manager
	Positive feedback in surveys; no public opposition

	Investors / Shareholders
	Provide assurance, demonstrate value creation
	Investor briefings, inclusion in quarterly updates
	Quarterly
	Project Manager + Investor Relations
	Positive analyst commentary; sustained investor confidence

	Media & Influencers
	Generate positive visibility, amplify launch narrative
	Media previews, influencer briefing packs & partnerships
	Pre-launch + launch phase
	PR / Communications Lead
	≥10 positive media mentions; influencer reach targets met



[bookmark: _Toc225023019]Communication Plan: Channels: Internal portals/apps (employees), emails/social media (externals). Frequency: Bi-weekly updates, quarterly reports. Tailored for transparency (e.g., multilingual for global markets). Ensures commitment, per 4C's model (Institute of Project Management, 2026).
Benefits include innovation (Vrontis et al., 2022) and trust; challenges like power imbalances require ethical navigation (King et al., 2014).
	What information
	Target audience
	When?
	Method of communication
	Provider

	Project overview, objectives, timeline, expected benefits & risks
	Senior Management & Board
	Kick-off + monthly updates
	Executive dashboard + steering committee meetings
	Project Manager

	Feature specifications, testing results, integration roadmap, blockers
	Product Development & IT Teams
	Bi-weekly
	Project portal (Teams/SharePoint) + sprint reviews
	Product Lead + IT Lead

	Branding guidelines, target segments, campaign assets, launch messaging
	Marketing & Sales Departments
	Bi-weekly + pre-launch sprints
	Marketing collaboration platform + workshops
	Marketing Lead

	Training overview, how-to guides, benefits to daily work, FAQs, privacy policy
	Hotel Operations & Frontline Staff
	Monthly + intensive pre-launch
	Staff intranet/app + virtual town halls
	Operations Manager + HR

	Service benefits, how to use features, privacy notice, sustainability impact
	Guests / Customers
	Pre-launch teaser → ongoing post-launch
	IHG app notifications + email + in-hotel signage
	Marketing + Guest Experience Team

	Requirements, joint testing plans, timelines, performance SLAs
	Suppliers / Technology Partners
	Bi-weekly
	Dedicated project channel + progress calls
	Procurement + IT Lead

	Data privacy impact assessment, GDPR/CCPA alignment, audit trail
	Regulators & Compliance Bodies
	As required + quarterly summary
	Formal letters + compliance reports + meetings
	Legal & Compliance Lead

	Eco-features overview, community benefits, carbon offset information
	Local Communities & NGOs
	Quarterly + pre-launch
	Community webinars + sustainability reports
	Sustainability Manager

	Strategic rationale, progress highlights, expected financial & brand impact
	Investors / Shareholders
	Quarterly
	Investor updates + earnings call sections
	Project Manager + Investor Relations

	Key facts, guest experience stories, sustainability angle, exclusive previews
	Media & Influencers
	Pre-launch + launch phase
	Press releases + media briefings + partnerships
	PR / Communications Lead



[bookmark: _Toc225023020]Explanation of the Roles and Responsibilities of the Key Stakeholders as Well as the Benefits They Bring and Challenges These Stakeholders May Face
Drawing on resource dependence theory, stakeholders provide critical resources while facing interdependencies that create challenges (Pfeffer and Salancik, 1978; Hillman et al., 2009). For StaySmart+, roles, responsibilities, benefits, and challenges are explained, applying legitimacy theory for ethical claims (Suchman, 1995; John, 2026).
[bookmark: _Toc225023021]Internal Stakeholders
· Senior Management/Board: 
· Role: Decision-making
· Responsibilities: Strategic alignment, budget oversight 
· Benefits: Enhanced revenue (e.g., +3% RevPAR from AI, PwC, 2025)
· Challenges: Balancing global vs. local adaptations amid geopolitical risks, potentially causing delays (Hospitality Net, 2025).
· Product Development Team: 
· Role: Innovation
· Responsibilities: Feature testing
· Benefits: Positions IHG as AI leader, fostering expertise (Cozzio et al., 2025). 
· Challenges: Integration with legacy systems, risking scalability issues (Deloitte, 2026).
· Marketing/Sales: 
· Role: Promotion
· Responsibilities: Campaigns
· Benefits: Increased bookings via personalization (25% satisfaction uplift, NetSuite, 2025)
· Challenges: Cultural tailoring in diverse markets, per cross-cultural engagement theory (Wang, 2025).
· IT/Operations: 
· Role: Deployment
· Responsibilities: Security
· Benefits: Operational efficiency (15-20% workload reduction, HospitalityInsights, 2024)
· Challenges: Cybersecurity threats, with 64% of firms citing risks (PwC, 2025).
· Employees/Staff: 
· Role: Execution
· Responsibilities: Training
· Benefits: Skill development in AI, improving job satisfaction (Zahidi et al., 2024)
· Challenges: Job displacement fears (73.8% turnover rate, Akia, 2025).
· Finance/Legal: 
· Role: Risk management
· Responsibilities: Audits 
· Benefits: Cost savings from sustainable features (UN Tourism, 2024)
· Challenges: Navigating varying regulations, e.g., GDPR (Hasan, 2024).
· Sustainability Team: 
· Role: Eco-compliance
· Responsibilities: Metrics
· Benefits: ESG alignment, attracting eco-travelers (Avendra, 2026)
· Challenges: Emission tracking amid portfolio growth (Sirivadhanawaravachara, 2025).
[bookmark: _Toc225023022]External Stakeholders
· Guests/Customers: 
· Role: Adoption
· Responsibilities: Feedback
· Benefits: Personalized experiences (up to 25% higher spend, Media Thiga, 2025)
· Challenges: Privacy concerns, eroding trust (HospitalityInsights, 2024).
· Suppliers/Partners: 
· Role: Tech supply
· Responsibilities: Quality
· Benefits: Long-term collaborations, innovation sharing (Bag et al., 2024)
· Challenges: Dependency risks, over-reliance cited by 64% (PwC, 2025).
· Communities/NGOs: 
· Role: Oversight
· Responsibilities: Impact assessment
· Benefits: Economic boosts, ethical legitimacy (Berggren Ek, 2021)
· Challenges: Superficial engagement, leading to exploitation claims (King et al., 2014).
· Regulators: 
· Role: Enforcement
· Responsibilities: Approvals
· Benefits: Ensures compliance, building trust (Yang, 2024)
· Challenges: Varying global standards, delaying launches (Deloitte, 2026).
· Investors: 
· Role: Funding 
· Responsibilities: Evaluation
· Benefits: Higher returns from AI efficiencies (LinkedIn, 2026)
· Challenges: Short-term costs vs. long-term gains (HFTP, 2025).
· Media/Influencers: 
· Role: Amplification
· Responsibilities: Reporting
· Benefits: Positive publicity, brand enhancement (Yadav, 2026)
· Challenges: Negative coverage on ethics (HospitalityInside, 2025).
· Associations: 
· Role: Guidance
· Responsibilities: Standards
· Benefits: Industry benchmarks (UN Tourism, 2024)
· Challenges: Alignment with competing frameworks.
· Tech Providers: 
· Role: Support
· Responsibilities: Updates
· Benefits: Shared R&D (Hasan, 2024)
· Challenges: IP risks, vendor dependency (PwC, 2025).
Interdependencies highlight benefits like trust-building but challenges such as skills gaps (76% cited, PwC, 2025), requiring ethical management (Zahidi et al., 2024).
[bookmark: _Toc225023023]Range of Appropriate Frameworks, Models, and Theories for Engagement
To engage stakeholders in StaySmart+, frameworks from strategic management are applied, justified for global hospitality contexts (Waligo et al., 2013; Vrontis et al., 2022). These integrate stakeholder theory for commitment across cultures (Saka-Helmhout, 2024; Bag et al., 2024).
1. Stakeholder Matrix (Power-Interest Grid): Classifies by power/interest levels (Eden and Ackermann, 1998; Ackermann and Eden, 2011). Justification: Prioritizes engagement—e.g., manage management closely, inform employees—in hotel rebranding or launches (Switch Hotel Solutions, 2025). For StaySmart+, adapts to AI challenges like privacy (Cozzio et al., 2025).
2. Engagement Plan: Structured roadmap with objectives (trust-building), methods (workshops, surveys), timelines (monthly from March 2026), and metrics (80% satisfaction) (Yang, 2024). Justification: Fosters collaboration in global services, tailoring for cultures (e.g., consultative in Asia) to address skills gaps (Ni et al., 2015; Wang, 2025). In hospitality AI, it mitigates resistance (Hasan, 2024).
3. Communication Plan: Details channels (internal portals, social media), frequency (bi-weekly), and content (updates, feedback) (Vrontis et al., 2022). Justification: Ensures transparency in AI ethics, reducing privacy concerns (64% challenge, PwC, 2025). Multilingual for global launches, per stakeholder models (Ivanova and Ivanov, 2011).
4. RACI Matrix: Assigns Responsible, Accountable, Consulted, Informed roles (Project Management Institute, 2017). Justification: Clarifies responsibilities in multicultural teams, minimizing conflicts in outdoor hospitality projects (CRR Hospitality, 2023; extended to AI by HospitalityInside, 2025). For StaySmart+, product team Responsible for design, management Accountable.
Additional theories: 4C's model (communication, consultation, collaboration, commitment) for trust (Institute of Project Management, 2026). Sustainable frameworks for hotels emphasize materiality assessment (Berggren Ek, 2021). These address AI barriers like integration (85% issue, PwC, 2025), promoting ethical engagement (John, 2026).
[bookmark: _Toc225023024]Critical Explanation of the Process to Engage Key Stakeholders and Manage Conflicts Using the 4C’s Model
As Project Manager for IHG’s StaySmart+ launch, I lead a structured, theory-driven stakeholder engagement process to ensure alignment across diverse global markets. Grounded in stakeholder theory (Freeman et al., 2010) and recent AI-hospitality research (Canary Technologies, 2026; Deloitte, 2026), the process follows four stages: identification/mapping, planning, implementation via the 4C’s model (Communication, Consultation, Collaboration, Commitment), and monitoring. The 4C’s framework (Institute of Project Management, 2026) fosters trust and accountability but requires critical scrutiny for power imbalances and ethical risks in multicultural AI projects (Wang, 2025; PwC, 2025).
Stage 1–2: Identification, Mapping and Planning Using Mitchell et al.’s (1997) salience model and the power-interest grid, stakeholders are prioritised within the first two weeks. A tailored RACI matrix and engagement plan are developed, with cultural adaptations (e.g., formal consultation in Asia). This stage mitigates early risks but can oversimplify dynamic relationships if not reviewed iteratively (Bag et al., 2024).
Implementation via the 4C’s Model Communication ensures transparency through bi-weekly internal portals and multilingual guest apps, sharing AI feature updates and privacy policies. While effective for building legitimacy, one-way communication risks disengagement in high-context cultures (Wang, 2025).
Consultation gathers input via targeted workshops with staff and focus groups with guests and NGOs on personalization and sustainability features. This respects stakeholder claims and improves design (e.g., 25% higher satisfaction in pilots), yet tokenistic consultation can erode trust if feedback is ignored (PwC, 2025).
Collaboration involves co-design sessions with suppliers and joint pilots with regulators, pooling expertise for seamless integration. This drives innovation and cost-sharing (Canary Technologies, 2026), but unequal power can marginalise smaller stakeholders, requiring equitable agreements (Deloitte, 2026).
Commitment secures buy-in through sustainability bonuses for staff, loyalty rewards for guests, and signed partnership charters. This creates long-term ownership, yet superficial commitment may emerge without continuous reinforcement (Institute of Project Management, 2026).
Conflict Management and My Role Conflicts (e.g., privacy concerns with regulators or AI resistance from staff) are managed by integrating the 4C’s: negotiation during consultation, mediation in collaborative sessions, and RACI-based escalation when needed. As PM, I facilitate, mediate, and ensure ethical compliance, maintaining neutrality while championing inclusivity (John, 2026).
Monitoring and Critical Evaluation Quarterly KPIs (engagement scores, conflict resolution time, adoption rates) enable real-time adjustments via feedback loops. While the 4C’s model demonstrably reduces rollout delays by up to 20% in AI hospitality projects (Canary Technologies, 2026), it risks overlooking structural inequalities and may over-emphasise consensus at the expense of decisive action (PwC, 2025). Ethical vigilance is therefore essential to prevent exploitation and ensure genuine value co-creation.
Overall, this systematic yet adaptive process positions StaySmart+ for success by transforming stakeholders into committed partners while proactively addressing the ethical and cultural complexities inherent in global AI launches.
[bookmark: _Toc225023025]Evaluation of the Impact of Stakeholders’ Engagement on Business Performance and Recommendations for the Future
Stakeholder engagement is a strategic driver of performance for IHG’s StaySmart+ project, transforming diverse groups into active contributors to value creation (Freeman et al., 2010; Saka-Helmhout, 2024). High-quality engagement delivers measurable benefits across financial, operational, and reputational dimensions, though superficial or unbalanced approaches can generate ethical risks and performance erosion (PwC, 2025; John, 2026).
Financial Impact Engagement directly boosts revenue and efficiency. Collaborative input from marketing, guests, and suppliers refines AI personalization and sustainability features, increasing guest spend by 15–25% through targeted upsells and eco-rewards (Media Thiga, 2025; Canary Technologies, 2026). Industry benchmarks show AI-driven personalization lifts RevPAR by 3–5% in hospitality (NetSuite, 2025). Supplier partnerships reduce development costs via shared R&D, contributing to IHG’s 2025 adjusted free cash flow growth of 36% (IHG PLC, 2026b). Investors benefit from lower risk and clearer ROI visibility, supporting the 16% adjusted EPS increase achieved in 2025 (LinkedIn, 2026). However, poor engagement (e.g., ignoring privacy concerns) can trigger compliance costs or reputational fines, potentially offsetting gains by 10–15% (PwC, 2025).
Operational Impact Effective engagement improves execution and resilience. Internal collaboration via the 4C’s model accelerates AI integration and training, reducing rollout delays by up to 20% (Canary Technologies, 2026). Consultation with employees mitigates resistance and turnover (73.8% concern in hospitality), enhancing service delivery (Zahidi et al., 2024). Regulatory and NGO input ensures compliance and sustainable amenity design, achieving ~10% energy reduction per room (Avendra, 2026). Critically, however, power imbalances may sideline frontline staff, leading to suboptimal implementation and higher error rates (PwC, 2025). Ethical lapses in AI data use can also create operational friction across jurisdictions (Deloitte, 2026).
Reputational Impact Engagement strengthens brand trust and differentiation. Commitment from communities and NGOs reinforces IHG’s “True Hospitality for Good” ethos, attracting eco-conscious travellers (60–76% of the market) and talent amid labour shortages (UN Tourism, 2024; HFTP, 2025). Transparent communication with media and influencers amplifies positive narratives around AI ethics and sustainability (Yadav, 2026). Yet mismanaged engagement—particularly privacy breaches or perceived exploitation—can erode trust, with 64% of hospitality stakeholders citing data concerns as a major barrier (PwC, 2025). Legitimacy theory warns that ethical failures reduce social licence, potentially costing 5–10% market share (John, 2026).
Overall, high-quality engagement correlates with superior performance: 13–16% profit uplift in engaged firms, reduced risk, and stronger competitive positioning in AI-hospitality (Bag et al., 2024; Canary Technologies, 2026). However, benefits depend on addressing challenges—power asymmetries, cultural misalignment, and ethical risks—through inclusive, adaptive practices.
[bookmark: _Toc225023026]Recommendations for Future Initiatives
1. Adopt AI-Driven Predictive Engagement Analytics Deploy sentiment analysis and predictive tools to forecast stakeholder needs and conflicts, reducing resolution time by ~30% (Deloitte, 2026).
2. Mandate Cross-Cultural 4C’s Training Implement annual training on cultural nuances and ethical AI engagement to improve efficacy by 20–25% in diverse markets (Wang, 2025).
3. Conduct Annual Ethical & Materiality Audits Establish independent reviews using ESG frameworks to prevent exploitation and ensure legitimacy (UN Tourism, 2024; John, 2026).
4. Deepen ESG Partnerships Formalise alliances with NGOs and associations for joint sustainability initiatives, yielding cost savings and reputational gains (Avendra, 2026).
5. Establish Continuous Digital Feedback Loops Create real-time platforms for stakeholder input, enabling iterative adjustments and sustained alignment (Yang, 2024).
6. Link Incentives to AI & Sustainability Outcomes Offer staff bonuses and guest rewards tied to engagement contributions, boosting retention and adoption (Zahidi et al., 2024).
These measures will embed stakeholder-centric, ethical practices into IHG’s DNA, maximising long-term value from StaySmart+ and future innovations.
[bookmark: _Toc225023027]Conclusion
This report has outlined a comprehensive stakeholder management strategy for launching StaySmart+ at InterContinental Hotels Group (IHG)—a premium AI-driven service combining intelligent guest interactions, personalised travel planning, and sustainability-focused amenities across global markets.
The situational analysis (SWOT and PESTLE) confirmed IHG’s strong foundation: a vast portfolio (6,963 hotels, over 1 million rooms), asset-light model, powerful loyalty programme (160 million members), and resilient 2025 financials (+1.5% RevPAR, +13% operating profit, 64.8% fee margin). Opportunities in AI personalisation and sustainable travel align well with the project, while geopolitical volatility, competition, regulatory complexity, and internal challenges demand careful stakeholder coordination.
Stakeholders were systematically identified and categorised—internal (senior management, product development, IT, marketing, employees, sustainability, finance/legal) and external (guests, suppliers, regulators, communities/NGOs, investors, media, associations). Their roles, benefits (innovation, revenue growth, trust, efficiency), and challenges (cultural misalignment, privacy risks, resistance, power imbalances) were critically assessed using salience, resource dependence, and legitimacy theories.
Engagement was structured through the power-interest grid, RACI matrix, tailored plans, and the 4C’s model (Communication, Consultation, Collaboration, Commitment). Conflicts were managed via negotiation, mediation, and escalation, with ongoing monitoring to ensure adaptability.
High-quality engagement delivers clear business value: financial gains (3–5% RevPAR uplift, cost efficiencies), operational improvements (faster rollout, lower turnover), and reputational enhancement (stronger trust and ESG leadership). Poor or unbalanced engagement, however, risks ethical breaches, exclusion, and performance setbacks.
StaySmart+ offers IHG a strategic opportunity to lead in responsible, technology-enabled hospitality. Embedding inclusive, ethical, and adaptive stakeholder practices—supported by AI analytics, cross-cultural training, ethical audits, ESG partnerships, continuous feedback, and aligned incentives—will maximise long-term value and reinforce IHG’s purpose of “True Hospitality for Good” in a rapidly evolving global landscape.
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Factor  Key Influences  Details / Evidence (2025 – 2026 Context)  Implications for StaySmart+ Project  

Political  Geopolitical tensions, trade barriers,  government tourism policies  Ongoing conflicts (Eastern Europe, Middle East) disrupted travel  patterns in 2025; Brexit - related immigration/trade rules still affect UK  operations (IHG PLC, 2026b; MatrixBCG, 2026).  Delays in rollout approvals in affected regions;  need for regulatory compliance monitoring across  markets.  

Economic  Global inflation, currency  fluctuations, uneven post - pandemic  recovery, emerging market growth  2025 global RevPAR +1.5%; Greater China RevPAR  - 1.6% due to  softer demand; strong Americas/EMEAA performance; inflation and  wage pressures (+11.2% YoY) (IHG PLC, 2026b; PortersFiveForce,  2025).  Opportunity for revenue uplift in recovering  markets; cost control critical for AI development  and training budgets.  

Social  Shift toward experiential,  sustainable, and contactless travel;  health & wellness priorities  60 – 76% of travellers prioritize sustainability; post - COVID preference  for digital/contactless services; growing demand for personalization  (UN Tourism, 2024; Desklib, 2023).  Strong alignment: StaySmart+ meets demand for  personalized, eco - conscious, low - contact  experiences; enhances guest satisfaction and  loyalty.  

Technological  Rapid AI adoption, cloud computing,  cybersecurity threats, digital channel  growth  IHG investing in AI revenue tools, mobile app (9m downloads), cloud  PMS rollout (target 4,000 hotels by 2026); increasing cyber risks with  digital reliance (IHG PLC, 2026b; PwC, 2025).  Core opportunity: StaySmart+ leverages existing  tech stack; requires robust cybersecurity and data  privacy measures (GDPR, etc.).  

Legal  Data protection laws (GDPR, CCPA,  China regulations), labour laws,  ESG reporting requirements  Evolving global data privacy rules; increasing ESG disclosure  mandates; potential union activity in Americas (2026 negotiations)  (IHG PLC, 2026b; PortersFiveForce, 2025).  Mandatory compliance for AI data handling and  guest privacy; ESG reporting strengthens  sustainability credentials of StaySmart+.  

Environmental  Climate change, carbon regulations,  resource scarcity, consumer  demand for net - zero practices  IHG behind 46% Scope 1 – 3 emissions reduction target by 2030  (emissions rose in 2025); physical risks from extreme weather; net - zero by 2050 commitment (IHG PLC, 2026b; Pestel - analysis, 2026).  Direct alignment: smart energy management and  carbon tracking in StaySmart+ support net - zero  goals and attract eco - conscious guests.  
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Task  Responsible  Accountable  Consulted  Informed  

AI Design  Product Team  Management  IT  Employees  

Marketing Campaigns  Marketing  Sales  Guests  Media  

Compliance Checks  Legal  Finance  Regulators  Investors  

Sustainability  Integration  Sustainability  Team  Operations  NGOs  Communities  

Rollout Training  Operations  IT  Staff  Suppliers  
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Power /  Interest  High Interest  Low Interest  

High  Power  Manage Closely     • Senior Management / Board (CEO,  executives)    • Regulators &  Government Bodies (GDPR  authorities, tourism boards)    • Finance & Legal Teams     • Investors / Shareholders    Why : These stakeholders can approve  budgets, enforce compliance, or halt the  project; they need frequent, high - touch  engagement (e.g., steering committee  meetings, detailed reports).  Keep Satisfied     • Major Technology Providers /  Strategic Partners (e.g., AI  platform vendors)    • Key Suppliers of sustainability  amenities    Why : They have significant  influence (e.g., via contracts or  tech reliability) but lower day - to - day concern; regular updates  and assurance of mutual  benefit are sufficient.  

Low  Power  Keep Informed     • Employees & Hotel Staff (frontline teams)     • Guests / Customers    • Local Communities & NGOs    • Media & Influencers     • Industry Associations (e.g., World  Sustainable Hospitality Alliance)    Why : High interest in outcomes (job  impact, guest experience, sustainability,  public perception) but limited ability to  change direction; regular newsletters,  surveys, social media updates, and  feedback channels keep them engaged  and reduce resistance.  M onitor     • Competitors (Marriott, Hilton,  etc.)     • General Public / Non - loyalty  travellers    Why : Low direct influence and  low active concern; monitor via  industry reports and media  scanning, but no active  engagement required unless  issues   emerge.  
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Strengths  Weaknesses  Opportunities  Threats  

Extensive global  footprint and  diverse brand  portfolio  Heavy reliance on  franchisees limits  direct control over  standards  Growth in  emerging and high - potential markets  Geopolitical  instability and  macroeconomic  uncertainty  

Asset - light, fee - based business  model  Regional  performance  vulnerabilities  (e.g.,   Greater  China slowdown)  Expansion in  premium/lifestyle  segments via new  brands and  acquisitions  Intense  competition from  major chains and  alternative  accommodations  

Powerful loyalty  program (IHG One  Rewards)  Sustainability  progress off - track  Rising demand for  AI - personalized  and sustainable  travel  Rising operating  costs and labo u r  challenges  

Strong financial  performance and  shareholder  returns  No dedicated  economy/budget  brand  Ancillary revenue  and loyalty  program  enhancement  Cybersecurity,  data privacy, and  regulatory  pressures  

Advanced digital  and technology  investments    Climate - related  physical and  transition risks  

 


