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[bookmark: _Toc169443151]Introduction 
This essay will cover a Stakeholder Analysis over the following project:
[bookmark: _Hlk169439748]As a BMW employee I want to develop a project that will modernizes and renovate the Museum of Transport from Greater Manchester. As well this project will include the creation of a show room where will be displayed 4 old cars and an old engine of BMW. All 4 cars and the engine will be donated by BMW Company to Manchester Museum of Transport.
The full project of renovation is estimated to cost between £300,000 and £500,000. This price is excluding the 4 cars and the engine which will be donated to the museum as a gift at the reopening ceremony of museum after renovation. The museum oldest part date from 1928. This meaning that this part of building has nearly 100 years old. (Museum of Transport, Greater Manchester, 2024) The full renovation is estimated that will take between 12 months and 18 months. For this period the museum will be closed for the public.

[bookmark: _Toc169443152]Project Aims & Vision 
BMW Group is organising every year charity projects, donation and other projects. One of BMW Group categories of non-profit projects is Cultural Engagement. Which include the support of local art councils, theatres, and museums (BMW Group, 2024).
The project of renovation for Museum of Transport from Greater Manchester will have the following 3 main aims:
· To replace electrical, mechanical, and plumbing systems. This will improve the environmental impact and sustainability.  As well will reduce considerably museum’s monthly expenses and save a big quantity of resources.

· Rethink the way of car’s display and museum organisation. Arranging everything in a chronological way, this will create for customers unique experience of a tour in time. With each section the customers will goo deeper and deeper back in time. 

· Modernize the detorting infrastructure and refurbish the museum inside. And creating a section for BMW historical cars. 


[bookmark: _Toc169443153]Body
[bookmark: _Toc169443154]Stakeholder Analysis 
Identifying stakeholders involves recognizing individuals, groups, or organizations that are impacted by or can impact the project. According to Product Plan (2023), stakeholders can be categorized into internal and external groups, each with varying levels of interest and influence.

Internal Stakeholders:
BMW Executive Team: They are responsible for strategic decisions and overall project approval. Their support is crucial for securing funding and resources (Product Plan, 2023).
BMW Cultural Engagement Team: This team ensures the project aligns with BMW’s cultural and corporate social responsibility goals.
BMW Engineering and Design Teams: These teams provide technical expertise for the creation of the showroom.
External Stakeholders:

Museum Management and Staff: They play a critical role in operational planning and execution, ensuring that the renovation integrates seamlessly with the museum’s ongoing activities (Forbes, 2023).
Local Government and Regulatory Bodies: These stakeholders ensure compliance with local building regulations and historical preservation guidelines.
Community Members and Visitors: As end-users, their needs and preferences should guide the project design to enhance the visitor experience.
Contractors and Suppliers: Engaged for construction, renovation, and supply of materials and services, their performance directly affects project timelines and quality.
Donors and Sponsors: Including financial contributors who have a vested interest in the museum’s success.
Media and Public Relations: They manage the project's public image and communication, ensuring positive coverage and public support.
Stakeholder Analysis Framework
1. Identifying Stakeholders:
The first step is to list all potential stakeholders through brainstorming sessions and organizational analysis. Tools like the Power-Interest Grid are useful for categorizing stakeholders based on their influence and interest (Product Plan, 2023).

2. Grouping and Prioritizing Stakeholders:
Stakeholders are grouped into four categories:
High Power, High Interest (Key Players): BMW Executive Team, Museum Management
High Power, Low Interest (Context Setters): Local Government, Regulatory Bodies
Low Power, High Interest (Subjects): Community Members, Museum Staff
Low Power, Low Interest (Crowd): General Public, Media (Forbes, 2023; Product Plan, 2023).  
As well please see the bellow table, which is a different way of prioritizing the stakeholders, where I have explained more detailed the influence and interest of stakeholders.
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Stakeholder Influence and Power Dynamics
Understanding the power dynamics and influence of each stakeholder is crucial for the project's success. Stakeholders like the BMW Executive Team and local government hold high power due to their control over resources and regulatory approvals, respectively (ProductPlan, 2023; Forbes, 2023). Engaging these stakeholders effectively requires strategic communication and regular updates to ensure their support and mitigate any risks of project derailment.

High Power, High Interest (Key Players):

BMW Executive Team: Their strategic decisions and resource allocations are pivotal. Regular updates, strategic meetings, and addressing their concerns promptly are essential.
Museum Management: Their deep involvement in operational planning and execution means their feedback is critical. Engaging them through collaborative planning sessions ensures alignment with museum goals.
High Power, Low Interest (Context Setters):

Local Government: They ensure regulatory compliance. Periodic briefings and compliance checks keep them informed without overloading them with details.
Regulatory Bodies: Similar to local government, their interest is mainly in compliance. Ensuring all regulations are met and providing necessary documentation is key.
Low Power, High Interest (Subjects):

Community Members: Their engagement can drive project support. Regular public consultations and surveys ensure their voices are heard and integrated into the project.
Museum Staff: They can provide valuable insights for operational efficiency. Regular updates and training sessions keep them engaged and informed.
Low Power, Low Interest (Crowd):

General Public: Basic updates are sufficient. Keeping them informed through public announcements and media coverage maintains transparency without overburdening them.
Media: Managing public relations through strategic press releases and briefings ensures positive coverage without overwhelming them with unnecessary details (Filestage, 2023).
Effective stakeholder management is essential for the success of the Museum of Transport renovation project. By systematically identifying, prioritizing, and engaging stakeholders through tailored communication strategies, BMW can ensure the project meets its objectives, secures necessary support, and delivers a revitalized museum that resonates with the community and visitors alike. This comprehensive approach not only aligns the project with stakeholder expectations but also mitigates potential risks, ensuring a smoother execution and successful completion.

3. Understanding Stakeholder Needs:
Developing stakeholder profiles involves understanding their motivations, concerns, and the impact of the project on them. This information guides the development of engagement strategies (ProductPlan, 2023).

4. Communication Strategy:
Effective communication strategies are tailored to each stakeholder group’s needs:

High Power, High Interest Stakeholders: Require detailed, regular updates and active involvement in decision-making processes.
High Power, Low Interest Stakeholders: Need periodic briefings focused on compliance and strategic alignment.
Low Power, High Interest Stakeholders: Benefit from regular engagement and opportunities to provide feedback.
Low Power, Low Interest Stakeholders: Require basic updates to keep them informed without overwhelming them (Filestage, 2023).
Stakeholder Engagement Plan
BMW Executive Team:

Objective: Secure ongoing support and resources.
Communication: Monthly strategic meetings, detailed progress reports, and risk management updates.
Museum Management and Staff:

Objective: Ensure smooth operational integration and alignment with museum goals.
Communication: Weekly project meetings, collaborative planning sessions, and training workshops for new systems.
Local Government and Regulatory Bodies:

Objective: Compliance with legal and historical preservation standards.
Communication: Regular compliance checks, progress briefings, and submission of required documentation.
Community Members and Visitors:

Objective: Enhance visitor experience and gather community support.
Communication: Public consultations, surveys, and information sessions to incorporate community feedback.
Contractors and Suppliers:

Objective: Ensure timely and quality execution of renovation tasks.
Communication: Weekly coordination meetings, performance reviews, and adherence to project timelines.
Donors and Sponsors:

Objective: Secure additional funding and foster long-term partnerships.
Communication: Personalized engagement, recognition events, and detailed impact reports.
Media and Public Relations:

Objective: Maintain positive public perception and project transparency.
Communication: Press releases, media briefings, and social media updates.


[bookmark: _Toc169443155]Communication Plan 

A comprehensive communication plan is essential to keep all stakeholders informed, engaged, and supportive throughout the project's lifecycle. The communication plan will outline the type, frequency, and method of communication for each stakeholder group.
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Explanation of the Stakeholder Communication Table for the Museum of Transport Renovation Project
The table outlines a comprehensive stakeholder communication plan for the Museum of Transport renovation project led by BMW. Effective stakeholder communication is crucial for ensuring that all parties are informed, engaged, and supportive throughout the project lifecycle. The table details the stakeholders, the methods of communication, frequency, responsible parties, and the purpose of the communication. Here is a detailed explanation of each element:

Stakeholders and Their Roles
BMW Group Management:

Method: Executive Reports, Meetings
Frequency: Monthly
Party: Project Manager
Purpose: To provide project updates and facilitate strategic decision-making. Regular updates ensure that the executive team remains informed about progress and any strategic decisions that need to be made.
BMW Project Team:

Method: Team Meetings, Emails
Frequency: Weekly
Party: Project Manager
Purpose: Coordination of tasks and tracking progress. Frequent communication is essential for ensuring that the project team stays aligned and on track with the project timelines and deliverables.
BMW Marketing Department:

Method: Marketing Plans, Emails
Frequency: Bi-Weekly
Party: Marketing Lead
Purpose: To develop promotion strategies and enhance project visibility. Marketing efforts are crucial for building awareness and anticipation for the museum's reopening.
BMW Legal Department:

Method: Compliance Reports, Meetings
Frequency: Monthly
Party: Legal Lead
Purpose: Ensuring legal compliance and managing risks. Regular legal oversight helps mitigate risks related to regulatory and contractual issues.
Museum of Transport Management:

Method: Reports, Meetings
Frequency: Monthly
Party: Project Manager
Purpose: To update on project progress and make operational decisions. Close collaboration with museum management ensures that the renovation aligns with the museum's operational needs and long-term goals.
Local Government and Regulatory Bodies:

Method: Reports, Compliance Documentation
Frequency: Quarterly
Party: Project Manager
Purpose: To ensure regulatory compliance and secure necessary approvals. Maintaining compliance with local regulations is critical for the project’s legality and public acceptance.
Museum Staff and Volunteers:

Method: Newsletters, Meetings
Frequency: Bi-Weekly
Party: HR Manager
Purpose: To update on job security and project progress. Regular communication helps maintain staff morale and ensures they are prepared for changes due to the renovation.
Local Community and General Public:

Method: Press Releases, Social Media
Frequency: Monthly
Party: PR Manager
Purpose: To raise project awareness and engage the community. Public relations efforts are essential for building community support and managing public perception.
Contractors and Suppliers:

Method: Contracts, Meetings, Emails
Frequency: Weekly
Party: Procurement Manager
Purpose: To outline project requirements and provide progress updates. Frequent communication ensures that contractors and suppliers are aligned with project timelines and quality standards.
Donors and Sponsors:

Method: Reports, Events
Frequency: Quarterly
Party: Fundraising Manager
Purpose: To provide project updates and recognize donor contributions. Engaging donors through regular updates and events helps secure ongoing financial support.
Visitors and Tourists:

Method: Social Media, Website Updates
Frequency: Monthly
Party: PR Manager
Purpose: To inform about project progress and reopening information. Keeping potential visitors informed helps build anticipation and ensures a successful reopening.
Communication Strategies and Benefits
Frequency and Methods: The table specifies different frequencies of communication, ranging from weekly to quarterly, ensuring that the communication is timely and relevant to each stakeholder's needs. Methods such as meetings, emails, and social media are tailored to the preferences and requirements of each stakeholder group.

Roles and Responsibilities: Assigning specific parties, such as the Project Manager, Marketing Lead, Legal Lead, HR Manager, Procurement Manager, and PR Manager, ensures clear accountability and efficient communication. Each manager is responsible for engaging with their respective stakeholders, facilitating a structured and coordinated communication process.

Purpose of Communication: Clearly defining the purpose of communication for each stakeholder group ensures that the information shared is targeted and relevant. Whether it's for strategic decisions, task coordination, legal compliance, project updates, or community engagement, each communication activity is designed to meet specific objectives, enhancing overall project management.

Conclusion
The stakeholder communication plan outlined in the table is a strategic approach to managing the diverse interests and influences involved in the Museum of Transport renovation project. By specifying the stakeholders, methods, frequency, responsible parties, and purposes of communication, the plan ensures that all relevant parties are kept informed and engaged. This comprehensive and systematic approach is critical for the successful execution and completion of the project, ensuring that it meets its objectives and delivers value to all stakeholders involved.



[bookmark: _Toc169443156]Conclusion 
This stakeholder analysis provides a comprehensive overview of the key players involved in the Museum of Transport renovation project, their interests, levels of influence, and the strategies for effective communication and engagement. By systematically addressing the needs and expectations of these stakeholders, BMW aims to ensure the project's success and its alignment with broader corporate goals and community benefits.
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