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Project summary

This project focuses on the development and launch of a new premium customer experience service, “StaySmart,” by a leading international hotel and hospitality group which I will be choosing the Hilton. The initiative aims to enhance guest experience through the integration of artificial intelligence (AI)-driven guest interaction tools, personalised travel planning, and sustainability-focused amenities. The service is designed to improve comfort, operational efficiency, and brand differentiation across both local and international markets.

The rollout of StaySmart is scheduled over a six-month period and will initially be implemented across selected hotels worldwide. As a Project Manager, the core responsibility is to ensure the successful planning, coordination, and execution of this initiative, with particular emphasis on stakeholder identification, engagement, and alignment throughout the project lifecycle.

A key aspect of the project is the involvement of diverse internal and external stakeholders. Internal stakeholders include senior management, hotel staff, IT teams, and marketing departments, all of whom play a vital role in service design and delivery. External stakeholders include customers, technology providers, suppliers, local communities, and regulatory bodies, whose expectations and requirements must be carefully managed across different cultural and geographical contexts.

Effective stakeholder engagement is critical to the success of StaySmart. The project requires the implementation of appropriate communication strategies, collaboration mechanisms, and engagement tools to build trust, encourage participation, and ensure commitment from all stakeholders. This is particularly important given the global nature of the rollout, where cultural differences, varying customer expectations, and market conditions must be considered.


History of Hilton Hotel

When Conrad Hilton opened the first hotel to carry on the Hilton name in 1925, his vision was simple yet ambitious: to operate the best hotel in Texas. This commitment to quality, innovation, and customer satisfaction became the foundation of what is now Hilton Worldwide Holdings Inc., one of the most recognised and respected hospitality brands in the world.

The first Hilton hotel, opened in Dallas, I’m going to be exploring the Hilton hotel in Birmingham Metropole near the NEC which opened in 1976 which is the Uks largest hotel outside London.

Over time, Hilton continued to expand and innovate within the global hospitality sector. In 1943, it became the first hotel company to operate coast-to-coast across the United States following the acquisition of the Roosevelt and Plaza hotels in New York. In 1947, Hilton further enhanced the guest experience by becoming the first hotel chain to install televisions in guest rooms. The company’s international growth began in 1949 with the opening of the Caribe Hilton in Puerto Rico, marking a significant milestone in its global expansion.

Further developments reinforced Hilton’s position as an industry leader. The acquisition of Statler Hotels in 1954 represented the largest hotel real estate transaction at the time, while the opening of the San Francisco Airport Hilton in 1959 pioneered the concept of airport hotels. In 1987, Hilton introduced the Hilton Honors loyalty programme, strengthening customer relationships and encouraging repeat business.

Today, Hilton operates across all major global regions, including Europe, the Americas, Asia-Pacific, the Middle East, and Africa. The company manages a diverse portfolio of over 25 brands, ranging from luxury offerings such as Waldorf Astoria to more accessible options like Hampton and DoubleTree. With over 9,000 hotels in approximately 143 countries, Hilton continues to grow, adding hundreds of new properties each year.

This sustained growth and global presence highlight the importance of various stakeholders in Hilton’s success. From hotel owners and employees to customers and investors, each stakeholder group plays a crucial role in supporting the organisation’s operations and strategic objectives. Therefore, understanding Hilton’s development provides a strong foundation for analysing the role and influence of stakeholders within a large multinational organisation.




SWOT ANALYSIS
	Strengths
	Use of AI can enhance guests experience through personalised room settings such as lighting, temperature and tailored recommendations for dining and activities. Data-driven insights improve customer satisfaction and loyalty via Hilton Honors. Automation increases operational efficiency and reduces manual workload. Enhances competitive positioning as an innovative, tech-driven brand.


	Weakness
	High implementation and maintenance costs of AI systems. Data privacy concerns may reduce guest trust if not managed transparently. Over-reliance on technology may reduce human interaction, impacting service quality. Integration challenges across global hotel franchises can lead to inconsistency.


	Opportunity
	Expansion of AI to predict guest needs before arrival, creating a seamless experience. Ability to upsell services (spa, dining, excursions) through personalised recommendations. Competitive advantage over traditional hotels lacking advanced tech. Potential partnerships with tech firms to enhance innovation.


	Threat
	Strong competition from brands like Marriott International and platforms such as Airbnb also investing in AI. Cybersecurity risks and potential data breaches. Rapid technological changes may make systems quickly outdated. Regulatory pressures around AI and data usage






PESTLE ANAYLSIS
	Political
		Government policies on data usage and AI regulation influence how Hilton collects and uses guest data. International operations mean compliance with multiple authorities, which may limit AI deployment consistency.




	Economical 
	AI investment can reduce long-term operational costs and increase revenue through personalised upselling. However, high initial costs and economic downturns may restrict funding for advanced technologies.


	Social 
	Guests increasingly expect personalised and seamless experiences, supporting AI adoption. However, some customers may prefer human interaction, and privacy concerns can affect acceptance.


	Technological 
	Rapid advancements in AI, machine learning to enable smarter room controls and tailored recommendations. Continuous upgrades are required to remain competitive and avoid obsolescence.


	Legal 
	Strict data protection laws such as General Data Protection Regulation (GDPR) require secure handling of personal data. Non-compliance can lead to fines and reputational damage.

	Environmental
	AI can optimise energy use (e.g., smart room settings), supporting sustainability goals. However, increased reliance on technology may raise energy consumption and electronic waste concerns.









The idea of StaySmart in the hospitality industry is mainly about using digital technology to make hotels run more efficiently while also improving the overall guest experience. For example, many hotels are now using AI-based apps that allow them to tailor services to individual guests. This might include setting room preferences, suggesting places to eat, or recommending local activities based on previous behaviour or interests. As a result, guests often feel more valued, which can lead to higher satisfaction and stronger loyalty to the brand. This is especially important in today’s competitive and highly digital tourism market.

Despite these benefits, there are also some clear challenges. One of the biggest concerns is data privacy and cybersecurity. Since hotels are collecting and storing personal information, they must follow strict regulations such as GDPR to protect customer data. Looking at this through a SWOT analysis, the use of personalised digital services can be seen as a major strength because it enhances service quality. However, the cost of introducing and maintaining this technology is a weakness, particularly for smaller businesses. There are also opportunities, as more customers now expect contactless and personalised services, giving hotels a chance to stand out. On the other hand, threats could include system failures or competitors offering similar or better technology.

A PESTEL analysis also shows how external factors influence the use of StaySmart technology. Advances in technology make it easier for hotels to innovate, while economic pressures can push businesses to become more efficient. Social trends are also important, as modern travellers increasingly prefer quick, convenient, and digital solutions. However, political and legal factors, especially around data protection, can restrict how information is used. Overall, while StaySmart can support growth and innovation, it needs careful planning to balance benefits with costs and responsibilities.



Project Overview


The project focuses on the introduction of StaySmart+, an innovative premium service within Hilton Hotel Birmingham, forming part of a broader international initiative across the Hilton brand. The purpose of this service is to enhance the overall guest experience through the integration of advanced technologies and personalised services.

StaySmart+ combines artificial intelligence-based guest interaction tools, tailored travel planning features, and environmentally sustainable amenities. Collectively, these elements are designed to improve operational efficiency while strengthening Hilton’s competitive position within the hospitality industry.

The implementation is scheduled over a six-month period, requiring coordinated efforts across multiple departments within the Birmingham hotel, as well as alignment with Hilton’s global operational standards. As such, effective stakeholder involvement and communication are critical to ensuring successful delivery and long-term adoption.




Stakeholder Identification and Categorisation


Stakeholders involved in the StaySmart+ project can be broadly divided into internal and external groups, each playing a distinct role in the success of the initiative.


Internal Stakeholders


Internal stakeholders are directly involved in the planning and execution of the project. These include senior management, particularly the General Manager, who acts as the project sponsor and provides strategic direction. Operational teams such as front office staff, housekeeping, and maintenance are responsible for delivering the enhanced service experience to guests.

In addition, the IT department plays a key role in implementing and maintaining the AI-driven systems, while marketing and sales teams are responsible for promoting the service. The finance department oversees budgeting and cost control, ensuring the project remains financially viable. Corporate-level stakeholders within Hilton are also involved to ensure consistency with global brand standards.


External Stakeholders


External stakeholders are those who are not directly employed by the hotel but are significantly impacted by the project. Guests represent the primary external stakeholder group, as they are the end users of the StaySmart+ service.

Technology providers are critical partners, supplying the AI systems and digital infrastructure required for implementation. Local tourism businesses, such as restaurants and attractions, may also be involved in delivering personalised experiences. Furthermore, sustainability suppliers contribute to the environmental aspects of the service. Regulatory bodies must be considered to ensure compliance with data protection and health and safety legislation. Finally, the local community may be indirectly affected through increased tourism activity.




Stakeholder Engagement Approach


A structured and proactive stakeholder engagement strategy is essential for the successful delivery of StaySmart+ at Hilton Birmingham.

Initially, stakeholders must be identified and analysed using recognised tools such as the power-interest matrix. This allows the project manager to prioritise stakeholders based on their level of influence and interest, ensuring that high-power stakeholders, such as senior management and IT specialists, receive appropriate attention.

Effective communication is central to stakeholder engagement. Regular meetings and briefings should be conducted with internal teams to ensure clarity of objectives and progress. Training sessions are particularly important to support staff in adapting to new technologies. For external stakeholders, communication may involve collaboration with technology providers and the use of guest feedback systems, such as mobile applications and surveys.

Engagement should also include participatory approaches, such as workshops and pilot testing, to encourage stakeholder involvement and gather valuable insights. Continuous monitoring of stakeholder responses enables the project team to adjust strategies where necessary, ensuring alignment throughout the project lifecycle.




Key Findings


Analysis of the stakeholder environment highlights several important considerations for the StaySmart+ project.

Firstly, the success of the initiative is highly dependent on effective stakeholder engagement, particularly among internal staff who are responsible for service delivery. Resistance to change may arise due to the introduction of new technologies and altered working practices.

Secondly, guests increasingly expect personalised and convenient experiences; however, concerns regarding data privacy must be addressed to maintain trust.

Thirdly, the integration of advanced IT systems presents both opportunities and challenges, including potential technical difficulties and financial implications.

Additionally, the inclusion of sustainability features can enhance Hilton’s brand image but requires coordination with external suppliers.

Finally, consistent and transparent communication is essential to prevent misunderstandings and ensure all stakeholders remain aligned with project objectives.



 Recommendations


Based on the findings, several recommendations can be made to support the successful implementation of StaySmart+ at Hilton Birmingham.

It is recommended that staff engagement is prioritised through comprehensive training programmes and early involvement in the project. This can help reduce resistance to change and improve overall acceptance of new systems.

The guest experience should remain central to the project, ensuring that technological solutions are intuitive and enhance, rather than replace, human interaction.

A clear and structured communication plan should be developed to ensure all stakeholders receive relevant and timely information. Messaging should remain consistent with Hilton’s brand identity.

Investment in reliable technology and ongoing IT support is essential to minimise disruptions during implementation.

Furthermore, strict adherence to data protection regulations, such as GDPR, is necessary to safeguard guest information and maintain trust.

Finally, it is advisable to conduct a pilot implementation at Hilton Birmingham before expanding the service more widely. This allows for the identification and resolution of any issues, ensuring a smoother rollout across other locations.

Critical Explanation

Effective stakeholder engagement is essential for successful delivery, particularly within the hospitality sector where service quality, brand standards, and guest satisfaction are critical. As a project manager working on a Hilton hotel project, such as a refurbishment, digital upgrade, or service improvement initiative, I would adopt a structured approach to stakeholder management. Additionally, I would apply the 4C model of conflict management. communication, collaboration, compromise, and constructive conflict, to effectively manage disagreements and maintain operational performance.




Stakeholder Identification and Analysis

The first stage involves identifying all relevant stakeholders and analysing their level of influence and interest. Within a Hilton hotel, key stakeholders would include Hilton corporate management, hotel owners or franchise investors, the general manager, department heads (front office, housekeeping, food and beverage, maintenance), employees, suppliers, contractors, guests, and local regulatory authorities.

Hilton operates under strict brand standards, meaning corporate stakeholders have significant influence over design, service delivery, and operational procedures. Therefore, they would be categorised as high power, high interest stakeholders requiring close management. Similarly, the general manager and department heads would be highly influential due to their responsibility for day-to-day operations.

Employees are also critical stakeholders, particularly in Hilton’s service-focused culture, as they directly impact guest experience. Guests themselves represent a key stakeholder group, as their satisfaction determines the hotel’s reputation and revenue. Using a power-interest grid would enable prioritisation of these groups and ensure appropriate engagement strategies are implemented (Freeman, 1984).




Stakeholder Engagement Strategy

Once stakeholders are identified, I would implement a structured engagement strategy aligned with Hilton’s operational environment. This would involve tailored communication methods for each stakeholder group.

For Hilton corporate management and investors, I would provide formal progress reports, ensuring alignment with brand standards, budgets, and timelines on the StaySmart approach. Regular meetings with the general manager would ensure that project activities support business objectives and do not negatively impact occupancy or revenue.

Department heads would be engaged through weekly operational meetings to discuss how project activities—such as refurbishments or system upgrades—affect daily operations. For example, housekeeping managers would need to coordinate room availability during refurbishment phases, while food and beverage managers may need to adjust service areas.

Employee engagement would be achieved through team briefings and feedback sessions. Hilton places strong emphasis on team member experience, so involving staff in discussions about changes would increase motivation and reduce resistance. For example, staff could provide practical insights into how refurbishment schedules might affect guest flow or service delivery.

Contractors and suppliers would require clear coordination to ensure compliance with Hilton’s quality standards and timelines. Regular site meetings and progress tracking would help maintain accountability.

Importantly, engagement would be two-way. Guest feedback, online reviews, and internal surveys would be monitored to assess the impact of project activities on service quality, ensuring that the Hilton brand reputation is maintained (Bourne, 2015).




The 4C Model of Conflict Management

Conflict is inevitable in a Hilton hotel project due to competing priorities between stakeholders. For example, corporate management may prioritise brand consistency and deadlines, while operational teams prioritise guest satisfaction and smooth service delivery. The 4C model provides a structured approach to managing these conflicts.




Communication

Communication is the foundation of conflict management. In a Hilton context, clear and timely communication is essential to prevent disruption to guest services.

If conflict arises—for example, if a refurbishment schedule limits room availability during peak occupancy—I would facilitate open discussions between senior management and operational teams. By ensuring all stakeholders understand the rationale behind decisions and have the opportunity to express concerns, misunderstandings can be reduced.

Transparent communication also reinforces trust, which is essential in maintaining team morale within a high-pressure hospitality environment (Kusala, 2023).




Collaboration

Collaboration involves working together to find mutually beneficial solutions. In a Hilton hotel project, collaboration is critical due to the interdependence of departments.

For example, if contractors require access to guest areas during operational hours, I would bring together housekeeping, front office, and maintenance teams to develop a schedule that minimises disruption. This could involve coordinating work during low occupancy periods or allocating alternative rooms to guests.

By encouraging joint problem-solving, collaboration strengthens relationships and ensures solutions are practical and sustainable.




Compromise

Compromise is necessary when stakeholder demands conflict and cannot be fully satisfied. In a Hilton project, this may involve balancing financial, operational, and guest-related priorities.

For instance, while investors may seek rapid completion to reduce costs, operational managers may require additional time to maintain service standards. A compromise could involve phased refurbishment, where sections of the hotel are upgraded gradually, allowing operations to continue smoothly.

This approach ensures that both business objectives and guest satisfaction are maintained.




Constructive Conflict

Constructive conflict focuses on using disagreements as opportunities for improvement. Rather than avoiding conflict, I would address it professionally by focusing on the issue rather than individuals.

For example, if staff express concerns about increased workload during the project, I would analyse the situation, explore solutions such as temporary staffing or adjusted schedules, and implement improvements. Documenting these challenges would also provide valuable lessons for future Hilton projects.

Constructive conflict management supports continuous improvement and aligns with Hilton’s commitment to operational excellence.




Evaluation of the 4C Model

The 4C model is highly effective within a Hilton hotel environment because it promotes clear communication, teamwork, flexibility, and continuous improvement. However, its success depends on strong leadership and interpersonal skills.

In a fast-paced hotel setting, time pressures and high guest expectations may limit opportunities for detailed conflict resolution. Therefore, the project manager must be proactive, organised, and able to make timely decisions while maintaining stakeholder relationships.






To enhance stakeholder engagement and ensure successful project delivery within the Hilton hotel environment, the following recommendations are suggested:

1. Develop a Formal Stakeholder Engagement Plan
Hilton should implement a structured stakeholder engagement plan at the beginning of every project. This should clearly identify stakeholders, define their level of influence, and outline tailored communication strategies. A formal plan ensures consistency and prevents key stakeholders from being overlooked.

2. Increase Two-Way Communication Channels
Engagement should move beyond one-way updates. Hilton can introduce regular feedback mechanisms such as staff forums, digital surveys, and suggestion systems. This allows employees and department heads to voice concerns early, reducing resistance and improving decision-making.


3. Utilise Digital Communication Tools
Implementing internal platforms such as project dashboards, mobile apps, or shared systems can improve transparency. Real-time updates on project progress would help stakeholders stay informed and aligned, particularly in a fast-paced hotel environment.

4. Strengthen Employee Involvement in Decision-Making
Employees should be actively involved in project planning and implementation. Hilton could create cross-departmental working groups to gather operational insights, ensuring that changes are practical and aligned with day-to-day hotel operations.


5. Enhance Training and Awareness Programmes
Providing training sessions related to project changes can improve understanding and reduce uncertainty among staff. This is particularly important in Hilton hotels where service standards are high and consistency is essential.

6. Implement Regular Stakeholder Review Meetings
Scheduled review meetings with key stakeholders, including senior management, department heads, and contractors, should be conducted to assess progress, address concerns, and make necessary adjustments. This promotes accountability and continuous improvement.


7. Monitor Guest Feedback More Closely
Hilton should integrate guest feedback systems, such as reviews and satisfaction surveys, into project evaluation. Monitoring guest experience during projects ensures that service quality is maintained and brand reputation is protected.

8. Adopt a Proactive Conflict Management Approach
Rather than reacting to conflict, Hilton should train managers in the 4C conflict management model. This would equip leaders with the skills to manage disagreements early through communication, collaboration, compromise, and constructive resolution.


9. Improve Collaboration with Contractors and Suppliers
Stronger partnerships with external stakeholders can be developed through clear contracts, regular communication, and shared performance goals. This ensures alignment with Hilton’s brand standards and project expectations.

10. Introduce Continuous Improvement and Lessons Learned Processes
After project completion, Hilton should conduct formal evaluations to capture lessons learned. These insights can be used to improve future stakeholder engagement strategies and project outcomes.


Impact on stakeholders’ engagement on the business performance

Stakeholder engagement plays a critical role in shaping business performance by influencing both internal operations and external perceptions. Stakeholders—including customers, employees, suppliers, communities, and investors—affect organisational success through their expectations, behaviours, and feedback. Effective engagement ensures alignment between business objectives and stakeholder needs, leading to improved performance across multiple dimensions. Using Key Performance Indicators (KPIs), Balanced Scorecard logic, and cause–effect reasoning, this section evaluates the impact of stakeholder engagement.


Guest Satisfaction and Loyalty

Engaging customers is essential for driving satisfaction and long-term loyalty. When businesses actively seek feedback, personalise services, and respond to concerns, customers feel valued. This directly impacts KPIs such as customer satisfaction scores, repeat purchase rates, and Net Promoter Scores (NPS).

From a cause and effect perspective, strong engagement leads to better understanding of customer preferences, which improves service delivery. In turn, satisfied customers are more likely to return and recommend the business to others, increasing revenue and market share. Within the Balanced Scorecard framework, this falls under the customer perspective, demonstrating how engagement drives financial outcomes through improved loyalty.



Employee Engagement

Employees are internal stakeholders whose engagement significantly influences organisational performance. When employees feel involved, respected, and motivated, they are more productive and committed. KPIs such as staff retention rates, absenteeism levels, and employee satisfaction surveys reflect this impact.

Cause–effect reasoning shows that effective communication, training, and recognition improve employee morale. This leads to higher productivity and better service quality, which ultimately enhances customer satisfaction. In the Balanced Scorecard, this aligns with the learning and growth perspective, where investing in people contributes to long-term organisational success.


Brand Reputation

Stakeholder engagement also shapes brand reputation. Transparent communication and ethical practices build trust among customers, communities, and investors. Reputation can be measured through KPIs such as online reviews, social media sentiment, and brand awareness.

Engaged stakeholders are more likely to speak positively about a business, enhancing its public image. Conversely, poor engagement can lead to negative publicity and reputational damage. The cause–effect relationship is clear: consistent engagement builds trust, which strengthens brand reputation, leading to increased customer acquisition and retention. This links both the customer and financial perspectives of the Balanced Scorecard.


Operational Efficiency

Engaging stakeholders such as employees and suppliers improves operational efficiency. Employees who are encouraged to share ideas can contribute to process improvements, while strong supplier relationships ensure reliability and quality.

KPIs such as production costs, service delivery times, and error rates highlight operational performance. Through cause–effect reasoning, engagement leads to better communication and collaboration, reducing inefficiencies and waste. In the Balanced Scorecard, this relates to the internal business process perspective, where streamlined operations contribute to overall performance.


Sustainability Performance

Modern businesses are increasingly expected to address environmental and social concerns. Engaging stakeholders such as local communities, regulators, and environmental groups helps organisations adopt sustainable practices.

KPIs in this area may include carbon footprint reduction, waste management efficiency, and corporate social responsibility (CSR) outcomes. The cause–effect relationship shows that active engagement leads to better understanding of sustainability expectations, enabling businesses to implement responsible practices. This enhances brand image and ensures long-term viability, linking sustainability to both customer and financial outcomes.



Risk Reduction

Effective stakeholder engagement helps identify and mitigate risks. By maintaining open communication with stakeholders, businesses can anticipate potential issues such as customer dissatisfaction, employee unrest, or supply chain disruptions.

KPIs such as incident reports, compliance rates, and risk assessment scores can measure this impact. Cause–effect reasoning suggests that early engagement allows organisations to address concerns before they escalate, reducing financial and reputational risks. Within the Balanced Scorecard, risk reduction supports all perspectives by ensuring stability and continuity.


Overall Evaluation Using Balanced Scorecard Logic

The Balanced Scorecard provides a useful framework for understanding how stakeholder engagement impacts performance holistically. Engagement improves:

· Customer perspective: through increased satisfaction and loyalty
· Internal processes: via improved efficiency and collaboration
· Learning and growth: by enhancing employee engagement and development
· Financial performance: through increased revenue, reduced costs, and risk mitigation


The cause and effect chain demonstrates that stakeholder engagement is not an isolated activity but a strategic driver of performance. For example, engaged employees deliver better service, leading to satisfied customers, which increases revenue and profitability.


Conclusion
In conclusion, stakeholder engagement and conflict management are critical to the success of a Hilton hotel project. By identifying key stakeholders, implementing tailored communication strategies, and applying the 4C model, I would be able to manage relationships effectively and resolve conflicts in a professional manner. This approach ensures that project objectives are achieved while maintaining Hilton’s high standards of service and guest satisfaction, that they are in line with StaySmart.

furthermore, stakeholder engagement has a significant and measurable impact on business performance. By focusing on key areas such as customer satisfaction, employee engagement, brand reputation, operational efficiency, sustainability, and risk reduction, organisations can achieve improved outcomes across all aspects of performance. The use of KPIs, Balanced Scorecard logic, and cause–effect reasoning highlights how engagement acts as a foundation for sustainable success. Businesses that prioritise stakeholder relationships are better positioned to adapt, compete, and thrive in a dynamic environment.






















REFERENCES

· Ashcroft (2017) – The Relational Lens 
· Christopher et al. (2013) – Relationship Marketing 
· Freeman (1984) – Stakeholder Theory 
· Mitchell et al. (1997) – Stakeholder Salience 
· PMI – Stakeholder Engagement Standards 
· Bourne (2015) – Stakeholder Relationship Management Bourne, L. (2015) Stakeholder Relationship Management: A Maturity Model for Organisational Implementation. 2nd edn. Farnham: Gower.

· Freeman, R.E. (1984) Strategic Management: A Stakeholder Approach. Boston: Pitman.

· Kusala, S. (2023) ‘The 4Cs of conflict management’, LinkedIn. Available at: https://www.linkedin.com (Accessed: 20 March 2026).

· Compliance Training Group (2024) ‘Strategies for interactive online conflict resolution training’. Available at: https://compliancetraininggroup.com (Accessed: 20 March 2026)
· 

