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Understanding and Engaging Stakeholders 
Executive Summary
The report assesses the significance of stakeholders' involvement in the effective design and execution of the StaySmart+ service in a global hospitality environment, in the case of InterContinental Hotels Group. StaySmart+ is a novel AI-driven customer experience program that aims at increasing customer satisfaction with personalised services and sustainability-oriented solutions.
This report will start by examining its internal and external environment on the SWOT and PEST frameworks, where the main opportunities include technological development and sustainability trends, and the main weaknesses are regulatory compliance and high implementation costs. It then outlines and groups the key stakeholders, both internal and external, such as the marketing, IT, and operations departments, and the external, such as the customer, suppliers, and regulatory authorities.
In addition, the report uses stakeholder engagement models, such as the stakeholder matrix and RACI model, to establish roles, responsibilities, and communication plans. The 4C model, communication, collaboration, consultation, and commitment, is critically reviewed as a process of improving stakeholder relationships and reducing conflict during the project lifecycle.
The results indicate that stakeholder engagement can enhance project success greatly by building trust and collaboration and alignment of organisational objectives in the global markets. However, issues like cultural differences, communication barriers, and conflicting interests between the stakeholders can fail the implementation without being dealt with effectively.
The report finds that competitive advantage and long-term sustainability are fundamental to strategic stakeholder engagement. It advises the implementation of digital communication instruments, ongoing stakeholder feedback systems, and culturally responsive communication approaches to enhance the project performance and organisational performance.
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1. Introduction
[bookmark: _Toc225097627]1.1 Company Overview
InterContinental Hotels Group (IHG) is a multinational hospitality organisation based in the United Kingdom, with more than 6,000 hotels in more than 100 countries. The company operates diverse brands, including luxury and mid-scale segments like InterContinental, Crowne Plaza, and Holiday Inn. IHG is a major player in the highly competitive hospitality sector as it has a global presence and strong brand recognition (IHG, 2023).
IHG activities centre on quality customer experiences that are executed through innovation, digitalisation, and sustainability. Over the past years, the organisation has focused more on technology-based solutions to address changing customer needs and improve operational efficiency (Ivanov and Webster, 2019).
[bookmark: _Toc225097628]1.2 Project Overview: StaySmart+
The StaySmart+ service is a strategic project that will improve customer experience by using artificial intelligence, tailored travel arrangements, and eco-friendly facilities. The service should be introduced in several chosen foreign markets within six months, and it needs the cooperation of various departments and other groups of people.
[bookmark: _Toc225097629]1.3 Purpose of the Report
This report is intended to critically review the stakeholder engagement in the successful implementation of StaySmart+. It seeks to determine the main stakeholders, their roles and influence and use applicable theoretical frameworks to establish an effective engagement strategy.
[bookmark: _Toc225097630]1.4 Significance of Stakeholder Engagement
Engagement of stakeholders has been identified as a key to project success since it allows collaborators, minimises conflict, and improves decision-making (Greenwood, 2017). Engagement is especially crucial in a global hospitality setting because of cultural differences, legal variations, and customer diversity.
[bookmark: _Toc225097631]3. Situational Analysis
[bookmark: _Toc225097632]3.1 SWOT Analysis
SWOT analysis will help in understanding the internal forces and weaknesses of InterContinental Hotels Group and external opportunities and threats that impact the StaySmart+ initiative.
The major advantages of IHG are its good international brand reputation and a wide international footprint, making the launch of new services like StaySmart+ easy. It already has loyal customers, and previous success with digital transformation adds to this venture (Ivanov and Webster, 2019). The main weaknesses, however, are that the implementation of AI technologies is expensive, and the staff might be reluctant to accept technological changes, which can impede efficiency in the first stages (Buhalis and Leung, 2018).
The rising demand for AI-induced personalised services and higher awareness of sustainability among consumers offer opportunities to improve competitive advantage in StaySmart+. On the other hand, the threats are stiff competition in the hospitality sector and the growing concerns about data privacy, which can affect customer loyalty and regulatory standards (Xiang et al., 2021).
[bookmark: _Toc225097633]3.2 PESTLE Analysis
A PESTEL analysis identifies the macro-environmental influences on the project. On the political front, IHG has to adhere to different international laws, and this may prove to be a challenge. The economic impacts can include changes in tourism demand and inflation on customer expenditure and investment in projects (WTTC, 2023).
The concept of the StaySmart+ is heavily endorsed by social factors like evolving customer expectations and the need to experience sustainable travel. In terms of technology, innovation is possible with the changes and advancements in the field of artificial intelligence and digital platforms; however, it needs constant investment and skills (Ivanov et al., 2020).
In law, data protection laws like the General Data Protection Regulation (GDPR) must be followed in the process of customer data handling. On the environment, increasing demand to limit carbon footprint and go green is in line with the sustainability theme of StaySmart+.
[bookmark: _Toc225097634]3.3 SMART Objectives
SMART goals are required to make the implementation effective. The project will specifically introduce StaySmart+ to some of the IHG hotels in the key international markets. The success will be gauged by the satisfaction level of customers and the rate of adoption of at least 60 per cent after six months. The staged implementation strategy makes the project realistically viable, and it can be made to adapt to feedback. The program is topical because it positively influences customer experience and sustainability objectives. Lastly, the implementation is time-constrained, and it will be completed within half a year, which is strategically aligned with organisational goals (Lock, 2020).
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[bookmark: _Toc225097636]4.1 Internal Stakeholders
Internal stakeholders have a significant role in the effective execution and execution of the StaySmart + service in InterContinental Hotels Group. The Project Manager will plan, coordinate, and deliver the project as a whole in agreement with the organisational goals. The Product Development Team creates and develops the AI-powered functionalities and sustainability of StaySmart+, which makes it innovative and functional.
The Marketing Department will work to promote the service, generate brand awareness, and convey value propositions to target markets. In the same manner, the Sales Team aims at creating adoption and revenue by incorporating StaySmart+ in sales strategies. The IT Department is crucial in the deployment and support of the technological infrastructure, such as AI systems and data management platforms. Lastly, Hotel Operations Staff perform the service on the operational level, in direct contact with the customer, and guarantee the quality of the service (Buhalis and Leung, 2018).
[bookmark: _Toc225097637]4.2 External Stakeholders
Outside stakeholders are a key factor in the success of the project. The main beneficiaries of the StaySmart+ are customers, and their acceptance makes the service a success overall. The technology suppliers, especially, are suppliers of the necessary resources like AI tools and digital platforms.
Shareholders and investors are interested in financial returns and long-term profitability, and this affects funding choices. Government and regulatory agencies make sure that the laws and standards in the international arena are met, especially in data protection and sustainability. Hotel operations and sustainability initiatives affect local communities, where travel agencies are intermediaries, selling and marketing the service to a broader audience (Xiang et al., 2021).
[bookmark: _Toc225097638]4.3 Stakeholder Classification
Stakeholder Theory, developed by R. Edward Freeman (1984), which states the necessity to consider the needs and interests of all stakeholders, is an effective tool to analyse stakeholder identification. There are primary and secondary stakeholders. Primary stakeholders, including customers, employees, and investors, directly affect the success of the project, whereas secondary stakeholders, including local communities and regulatory bodies, indirectly affect the project (Freeman et al., 2017).
Moreover, the power-interest matrix can be used to map stakeholders with high power and high interest, like investors and senior management, who need to be managed closely and stakeholders with lower power or interest who need to be provided with the right level of communication and monitoring. The classification would help the project manager to prioritise the engagement strategy and resource allocation to implement the StaySmart+ successfully (Eskerod and Jepsen, 2016).
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[bookmark: _Toc225097640]5.1 Roles and Responsibilities
Effective execution of the StaySmart+ at the InterContinental Hotels Group will require well-established stakeholder roles and responsibilities. The Project Manager is in charge of planning, implementation and monitoring of projects such that project goals, timeframes and budgets are met. The Product Development Team will design and combine AI-based tools and sustainability features into the service, which will ensure innovation and meet customer needs.
The IT Department assists with the technical infrastructure, system integration, cybersecurity and data management needed to provide personalised services. The Marketing Department formulates the promotional strategies to raise awareness and deliver the value of StaySmart+ to global markets. At the same time, the Sales Team aims at adoption and revenue growth through the integration of service into sales channels and collaborations.
At the operational level, Hotel Operations Staff provide the delivery of the service, having direct contact with customers and keeping the service quality. Customers are among external stakeholders who interact with the service and give feedback, and suppliers provide technological solutions. Legal and ethical standards are enforced by the government and regulators, and financial performance and strategic orientation are tracked by investors (Eskerod and Jepsen, 2016).
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Stakeholders play an important role in project success by bringing in expertise, resources and a strategic path. Innovation is propelled by the IT Department, which introduces superior AI solutions that boost the efficiency and personalisation of services (Ivanov et al., 2020). Marketing and Sales teams help generate revenue by bridging the gap between positioning StaySmart+ in competitive markets and customer adoption.
Through customer feedback, customers would be important in improving service quality and creating a continuous improvement and innovation. Moreover, the government and regulatory authorities promote adherence to legal frameworks, which minimise risks and improve organisational credibility. In the relationship marketing theory, well-established relationships with stakeholders bring long-term value through trust, loyalty, and cooperation (Christopher et al., 2013).
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Along with the advantages, some challenges may occur during stakeholder engagement. A major problem is resistance to change, especially among the staff who might be new to AI technologies, which may influence the adoption rates. International market cultural differences may also lead to misconceptions and a lack of consistency in service delivery, and management should be culturally sensitive (Hofstede et al., 2018).
Geographical dispersion and organisational complexity may cause communication barriers that result in delays or information misinterpretation. Moreover, the issue of data privacy poses a high threat because AI-driven systems may involve the gathering and processing of personal information of customers, posing a threat of non-compliance with the regulations.
Lastly, the project can be restricted by the cost implications of technology implementation, training and infrastructure development. In terms of stakeholder theory, these challenges must be addressed by balancing the interests of various stakeholders, which is a key to the project's success (Freeman et al., 2017).
[bookmark: _Toc225097643]6. Stakeholder Engagement Frameworks and Models
[bookmark: _Toc225097644]6.1 Stakeholder Matrix (Power vs Interest Grid)
The stakeholder matrix is important in analysing the influence of stakeholders and prioritising engagement strategies in the StaySmart+ project in the InterContinental Hotels Group. In this model, the stakeholders are classified according to their degree of power and interest.
High-power and interested stakeholders, including senior management and investors, should be closely handled with frequent updates and active participation in decision-making. The high-power and low-interest individuals, such as regulatory bodies, must be kept happy to avoid overloading them with information.
Low-power, but high-interest, stakeholders, like hotel staff and customers, should be informed by the constant communication and feedback process. Finally, low-power and low-interest stakeholders (some of the external partners) need low effort and should be tracked on a periodic basis (Eskerod and Jepsen, 2016). Such a systematic method guarantees effective distribution of funds and the effectiveness of stakeholder engagement.
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A RACI matrix helps to define the roles and responsibilities of the stakeholders, avoid confusion, and enhance accountability. The Project Manager is generally Accountable in the StaySmart+ project; other teams, like IT and product development, Responsible in the execution tasks.
Planning and implementation phases involve key stakeholders like marketing, sales, and regulatory bodies to ensure that they are aligned with business and legal requirements. At the same time, stakeholders such as hotel staff and customers are kept updated on developments. This structure promotes transparency and coordination between departments (Lock, 2020).
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An organised stakeholder engagement plan describes specific plans of action towards various stakeholder groups. To internal stakeholders, engagement can involve frequent team meetings, workshops and performance reviews to facilitate alignment and collaboration. Customers and suppliers are external stakeholders who need more specific approaches, like feedback software, collaborations, and demonstrations of their services (Bourne, 2016).
Formal reporting and compliance updates are needed by investors and regulatory agencies, and sustainability initiatives and corporate social responsibility can be used to engage local communities. An effective engagement plan will help to manage stakeholder expectations during the project lifecycle (Greenwood, 2017).
[bookmark: _Toc225097647]6.4 Communication Plan
Stakeholder engagement is impossible without effective communication. StaySmart+ communication plan must consist of various channels like emails, virtual meetings, dashboards, and reports to guarantee information accessibility. Communication frequency must depend on the importance of stakeholders; high-power stakeholders need regular updates, whereas other stakeholders might need regular reports.
Tailoring of messages is important because various stakeholders need varied amounts of detail and format. As an example, technical data must be streamlined to non-technical stakeholders, and detailed reports are needed by decision-makers. Communication promotes transparency, minimises misunderstanding and fosters trust (Men and Yue, 2019).
[bookmark: _Toc225097648]6.5 Supporting Theories
Key theories support the use of stakeholder engagement frameworks. Using the Stakeholder Theory by R. Edward Freeman, the relationship with all stakeholders is crucial to a successful organisation (Freeman et al., 2017).
Moreover, Relationship Marketing Theory emphasises how long-term relationships with stakeholders can be established to create value and loyalty (Christopher et al., 2013). Engagement theory also advocates active participation and interaction between organisations and stakeholders, which increases collaboration and commitment. These theories and frameworks combine to form a holistic approach to stakeholder engagement in a global hospitality environment.
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[bookmark: _Toc225097650]7.1 Engagement Process (Project Lifecycle)
Stakeholder engagement is an ongoing process that will last the whole project lifecycle of StaySmart+ in InterContinental Hotels Group. In the planning stage, tools like the power-interest matrix are used to identify, analyse, and rank stakeholders. Early interaction during this phase makes sure that the expectations are met and risks are identified. One of the constraints, however, is that the interests of stakeholders can change with time, and the initial assumptions become less valid (Eskerod and Jepsen, 2016).
During the development, the cooperation of internal teams (IT, marketing, product development) is needed actively. Workshops, pilot testing and iterative feedback are involved in engaging the stakeholders. This stage helps to be innovative and enhance service design, but too many stakeholders can cause delays and conflicting input, which points to the necessity to make well-organised decisions (Buhalis and Leung, 2018).
Stakeholder engagement during the implementation phase is aimed at implementation, training, and communication. Hotel employees should be taught to provide the StaySmart+ service properly, and the customers should be informed about the new features. Though high involvement at this phase can boost adoption, employee resistance to change can disproportionately restrain effectiveness unless controlled (Kotter, 2018).
The monitoring and feedback stage is the evaluation of stakeholder response and performance measures. Constant customer and employee feedback enables service improvement and long-term sustainability (Bourne, 2016). However, companies can easily struggle to sustain active engagement in the long term, especially in international businesses where feedback can be different across countries (Greenwood, 2017).
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A systematic method of engaging stakeholders is the 4Cs model: communication, collaboration, consultation, and commitment.
Communication plays a major role in transparency and clarity within the project. Frequent updates by means of meetings, reports, and online platforms contribute to decreased uncertainty and trust. As effective communication builds the confidence of the stakeholders, poor communication or overload of information may cause confusion and disengagement (Men and Yue, 2019).
Collaboration entails promoting inter-departmental and inter-stakeholder teamwork. Under the StaySmart+ project, IT, marketing, and operations will work together to integrate services smoothly. It is a strategy that promotes innovation and accountable behaviour, but can also cause coordination issues, especially in large, geographically scattered organisations (Ivanov et al., 2020).
Consultation is about engaging the stakeholders in decision-making. IHG will be able to provide specific needs depending on the feedback of customers, employees, and partners. Even though consultation enhances stakeholder satisfaction, it can slow down decision-making and cause conflicts in cases where stakeholder interests vary (Freeman et al., 2017).
Commitment is the establishment of long-term relations with the stakeholders. Long-term commitment results in retention, and retention is the key to the success of StaySmart+ in the long run. However, commitment also means that communication and relationship management should be continuously invested in, which can be costly to operate (Christopher et al., 2013).
[bookmark: _Toc225097652]7.3 Conflict Management Strategies
Involving stakeholders, especially in a complex project like StaySmart+ in the world, conflict is unavoidable. Among the initial actions in managing conflict is to establish the sources of conflict, and these sources could be differences in priorities of stakeholders, culture, and scarcity of resources. To illustrate, investors can be cost-efficient, whereas customers can be service quality-conscious.
Negotiation and mediation are the methods of resolving conflicts efficiently. The project manager is the one who helps in the discussions, common ground and decisions that are in line with organisational goals. Although negotiation can be mutually beneficial, it can also cause compromises that may not satisfy all stakeholders (Lock, 2020).
A global hospitality setting is especially sensitive to cultural sensitivity. Regional diversity in terms of communication styles, values, and expectations may cause misunderstandings and conflicts. Culturally adaptive engagement strategies can help to increase mutual understanding and decrease tensions, but they might require more training and resources (Ashcroft, 2017).
The project manager is a leader whose role is vital in conflict management and stakeholder alignment. Good leadership entails effective communication, emotional intelligence, and balancing conflicting interests. The success of leadership, however, is determined by the experience of the manager and organisational support, thus showing possible constraints in practice.
In general, although stakeholder engagement frameworks and the 4Cs model offer systematic methods of relationship management, they rely on regular usage, organisational culture, and the capacity to adapt to the changing needs of stakeholders.
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Stakeholder engagement is also relevant in improving business performance in InterContinental Hotels Group, especially in the implementation of StaySmart+. Among the most prominent advantages, there is better customer satisfaction, whereby the involvement of customers via feedback systems, as well as personalised services, will make sure their expectations are fulfilled. This is consistent with the results that customer-centred engagement practices result in a greater level of loyalty and repeat business (Rather, 2019).
Moreover, good stakeholder involvement leads to building brand reputation. Active engagement of stakeholders, including local communities and regulatory bodies, helps organisations to be transparent and socially responsible, and this enhances trust in organisations. Customer choice in the hospitality industry is largely dependent on brand image, and therefore, engagement is a strategic priority (Xiang et al., 2021).
Innovation and quality of service are also encouraged by stakeholder engagement. Such cooperation within the internal teams, like IT and marketing, allows creating new solutions, one of which is the AI-based personalisation features in StaySmart+. Such a teamwork strategy promotes the exchange of knowledge and ongoing enhancement (Ivanov et al., 2020).
Moreover, successful interaction is a competitive advantage. Companies that effectively match stakeholder interests are able to respond faster to market shifts and customer demands, beating off the competition. As an example, stakeholder engagement and digital innovation have helped companies such as Marriott International to sustain a high market position and consumer loyalty.
[bookmark: _Toc225097655]8.2 Negative Impacts and Risks
Stakeholder engagement has a number of challenges that can adversely affect the business performance despite these advantages. A primary challenge is that it is quite expensive to involve various stakeholders, such as investments in communication systems, training, and technology. Global projects like StaySmart+ can be particularly expensive.
Disagreements among the stakeholders are another problem that leads to delays. Potential conflicts of interest between stakeholders, including between investors who want low costs and customers who want quality services, may hinder decision-making. It can lead to project delays and complexity of operations (Eskerod and Jepsen, 2016).
Furthermore, the international hospitality business is generally prone to misalignment between regions. Cultural expectations, regulatory requirements and market conditions may cause inconsistencies in stakeholder engagement strategies. It can diminish the efficiency of the StaySmart+ service and restrict its success on a global scale (Hofstede et al., 2018).
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A critical comparison of effective and poor stakeholder engagement emphasises its contribution to organisational consequences. Good engagement is defined as effective communication, participation and alignment of stakeholder interests resulting in better performance and project success. Poor engagement, on the contrary, leads to ineffective communication, mistrust, and failure of the project.
To illustrate the importance of proactive stakeholder engagement, successful hospitality organisations like Hilton Worldwide have also adopted digital engagement as a way of improving customer experience and streamlining operations. On the other hand, insufficient involvement in certain hospitality projects has resulted in inconsistencies in service delivery and customer dissatisfaction, which highlights the necessity of organised engagement models (Buhalis and Leung, 2018).
It is, however, necessary to note that stakeholder engagement is not always a good thing. The over-engagement can result in information overload, complexity, and slow decision-making. Organisations should hence strike a balance between inclusiveness and efficiency in order to attain the best results.
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In order to optimise the beneficial effect of the stakeholder engagement, one can suggest several recommendations. Organisations need to enhance communication networks by embracing combined digital platforms, which support real-time information dissemination and transparency. Digital tools of engagement, like customer relationship management (CRM) systems and AI-driven analytics, could be used to improve stakeholder communication and offer insights to make valuable decisions.
Continuous stakeholder feedback loops are crucial in identifying problems and enhancing the quality of services over time. Frequent customer and employee feedback will keep the StaySmart+ service relevant and efficient.
Companies ought to invest in global team cultural training to overcome cross-cultural issues and enhance stakeholder relations. This especially concerns multinational corporations such as IHGA, where multifarious expectations of stakeholders should be addressed.
Although there are some challenges associated with stakeholder engagement, its strategic use can contribute greatly to business performance, innovation, and long-term sustainability.
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This report has critically discussed the significance of stakeholder involvement in ensuring that the StaySmart+ service is developed and implemented successfully within InterContinental Hotels Group. The discussion has indicated that stakeholder identification, categorisation and effective stakeholder engagement are vital in the alignment of diverse interests of internal and external groups in a global hospitality environment.
Situational analysis revealed that IHG has powerful resources, including international presence and technological development, but also has issues connected with the costs, regulatory regulations, and competitive forces. The process of defining the key stakeholders and the use of the frameworks, including the stakeholder matrix and RACI model, highlighted the importance of organised engagement strategies. Moreover, the application of the 4C's model, communication, collaboration, consultation and commitment, offered a holistic method of establishing trust and cooperation among stakeholders.
The outcomes show clearly that effective stakeholder engagement leads to better customer satisfaction, improved brand reputation, and improved innovation, which are vital in realising competitive advantage. However, issues like cultural differences, communication barriers, and conflicting interests of stakeholders should be addressed with great care to prevent the adverse effects on the performance of the project.
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