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Stakeholder Engagement Report for the Launch of ConnectPlus at Trapstar Clothing
Executive Summary
This report evaluates the stakeholder management requirements associated with the launch of ConnectPlus, Trapstar Clothing's new AI-enabled customer loyalty and engagement platform. The platform integrates artificial intelligence, mobile rewards systems and customer analytics to improve customer retention, support data-driven decision-making and strengthen brand differentiation across local and international markets. As Project Manager, effective stakeholder identification, analysis and engagement are critical to achieving successful implementation within the planned six-month rollout period.
Drawing upon stakeholder theory, strategic management literature and project management frameworks, the report identifies key internal and external stakeholders using the Power-Interest Matrix and Stakeholder Salience Model. The analysis demonstrates that executives, project teams, customers, technology partners and regulatory authorities are the most influential stakeholders whose support is essential for project success.
The report further examines stakeholder roles, responsibilities, benefits and challenges during implementation. The 4Cs model (Communication, Consultation, Collaboration and Commitment), RACI Matrix, stakeholder engagement plans and conflict management approaches are critically assessed as mechanisms for enhancing stakeholder participation, trust and alignment across culturally diverse markets.
The findings indicate that sustainable stakeholder engagement contributes significantly to customer loyalty, operational efficiency, innovation, risk mitigation and long-term competitive advantage. However, challenges relating to privacy concerns, cultural differences, conflicting stakeholder interests and ethical use of artificial intelligence require careful management.
The report concludes that stakeholder-centred project governance, transparent communication and ethical data management are fundamental to ensuring the successful launch and adoption of ConnectPlus throughout Trapstar's international operations.

1. Introduction 
Trapstar Clothing is a British streetwear fashion brand founded in London and recognised internationally for its distinctive urban fashion identity. Through collaborations with celebrities, sports figures and global entertainment brands, Trapstar has expanded from a local streetwear label into an internationally recognised fashion retailer operating through both physical and digital channels.
The global fashion retail industry has undergone significant digital transformation in recent years. Advances in artificial intelligence, data analytics and mobile commerce have changed consumer expectations, requiring brands to provide personalised experiences, seamless engagement and value-added loyalty programmes. Customers increasingly expect retailers to anticipate their preferences, provide tailored recommendations and reward loyalty through digital platforms.
To address these market demands, Trapstar plans to launch ConnectPlus, an innovative customer loyalty and engagement platform. ConnectPlus combines AI-driven product recommendations, mobile-based rewards programmes and customer analytics capabilities to strengthen customer engagement and improve organisational decision-making. The initiative aims to increase customer retention, enhance customer lifetime value, support international market expansion and create competitive differentiation within the highly competitive fashion retail industry.
The proposed rollout will occur across selected domestic and international markets within six months. As a result, successful implementation requires effective coordination among a diverse range of stakeholders, including internal departments, customers, technology vendors, regulators and international market partners.
Stakeholder theory suggests that organisational success depends upon recognising and balancing the interests of all groups affected by organisational activities (Freeman, 1984). According to Freeman's stakeholder approach, organisations create value through managing relationships with multiple stakeholder groups rather than focusing exclusively on shareholders. Therefore, stakeholder engagement becomes a critical project success factor during large-scale digital transformation initiatives such as ConnectPlus. [darden.virginia.edu], [books.google.com]
This report examines stakeholder identification, analysis and engagement strategies that can support the successful development, launch and adoption of ConnectPlus across local and international markets.

2. SMART Objectives (Approx. 100 Words)
The ConnectPlus project aims to achieve the following SMART objectives:
1. Specific: Launch the ConnectPlus loyalty platform across selected local and international markets within six months.
2. Measurable: Increase customer retention by 20% within twelve months of implementation.
3. Achievable: Achieve 70% customer registration among existing loyalty programme users during the first year.
4. Relevant: Improve customer engagement through AI-driven personalised recommendations and rewards.
5. Time-Bound: Complete development, testing, staff training and market deployment by the end of the six-month project period.
6. Increase customer data utilisation for marketing decisions by 30% within the first year after implementation.

3. Identification and Categorisation of Key Stakeholders (Approx. 800 Words)
3.1 Stakeholder Theory
Stakeholder theory argues that organisations must consider the interests of all individuals and groups that can affect or be affected by organisational objectives (Freeman, 1984). [darden.virginia.edu], [books.google.com]
For ConnectPlus, stakeholders can be classified as internal and external stakeholders.
Internal Stakeholders
· Executive leadership team
· Project manager
· Product development team
· IT department
· Marketing department
· Sales department
· Customer service teams
· Data analytics teams
· Finance department
· Human resources department
· Retail store managers
· Employees
External Stakeholders
· Customers
· Loyalty programme members
· Technology vendors
· Cloud service providers
· AI software partners
· Payment providers
· Government regulators
· Data protection authorities
· Shareholders
· Investors
· International business partners
· Fashion influencers
· Social media partners

3.2 Power-Interest Matrix
The Power-Interest Matrix helps prioritise stakeholders according to their influence and interest levels.
High Power, High Interest (Manage Closely)
· CEO and Executive Team
· Project Sponsor
· Project Manager
· Product Development Team
· IT Department
· Major Technology Vendors
· Data Protection Authorities
These stakeholders possess substantial influence over the project's success and require frequent engagement.
High Power, Low Interest (Keep Satisfied)
· Shareholders
· Investors
· Government Agencies
· Financial Partners
These groups may not participate actively in daily project activities but have considerable decision-making authority.
Low Power, High Interest (Keep Informed)
· Customers
· Store Employees
· Customer Service Teams
· Marketing Staff
· Loyalty Members
These stakeholders have a significant interest in project outcomes but limited strategic control.
Low Power, Low Interest (Monitor)
· General Public
· Minor Suppliers
· Casual Customers
Minimal engagement is required unless stakeholder influence increases during implementation.

3.3 Stakeholder Salience Model
Mitchell, Agle and Wood (1997) propose that stakeholder importance depends on power, legitimacy and urgency. [jstor.org], [umbrex.com]
Definitive Stakeholders
Possess power, legitimacy and urgency.
Examples: CEO, Executive Board, Project Sponsor, Data Regulators and Major Customers
These stakeholders should receive the highest engagement priority.
Dominant Stakeholders
Possess power and legitimacy.
Some examples to mention: Investors, Technology Vendors and Business Partners
Dependent Stakeholders
Possess legitimacy and urgency.
Examples: End Users, Store Employees and Customer Service Teams
Dangerous Stakeholders
Possess urgency and power without legitimacy.
The Salience Model provides greater depth than traditional stakeholder mapping because stakeholder priority can change during implementation phases. [jstor.org], [umbrex.com]

3.4 International Stakeholder Considerations
Global deployment introduces additional stakeholder complexities, including diverse consumer preferences, different regulatory environments, language barriers, cultural expectations and data privacy legislation
For example, UK and European customers operate under GDPR requirements, while other regions may have different regulations. Consequently, international stakeholder management requires localization and culturally sensitive engagement strategies.

4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders (Approx. 500 Words)
Executive Leadership
Responsibilities
· Strategic direction
· Resource allocation
· Project approval
· Governance oversight
Benefits
· Increased profitability
· Enhanced brand competitiveness
· Improved customer retention
Challenges
· Budget constraints
· Risk management concerns

Project Manager
Responsibilities
· Project planning
· Stakeholder coordination
· Risk management
· Communication management
Benefits
· Successful project delivery
· Enhanced organisational reputation
Challenges
· Managing conflicting stakeholder expectations
· Meeting deadlines

Product Development and IT Teams
Responsibilities
· Platform design
· Software development
· System integration
· Cybersecurity implementation
Benefits
· Innovation opportunities
· Technical capability enhancement
Challenges
· Technical complexity
· Integration risks

Marketing Department
Responsibilities
· Platform promotion
· Customer engagement campaigns
· Market adoption strategies
Benefits
· Stronger customer relationships
· Improved campaign effectiveness
Challenges
· Customer adoption uncertainty

Customers
Responsibilities
· Platform usage
· Feedback provision
Benefits
· Personalised recommendations
· Loyalty rewards
· Enhanced shopping experiences
Challenges
· Privacy concerns
· Trust in AI recommendations

Regulators
Responsibilities
· Compliance monitoring
· Data protection oversight
Benefits
· Consumer protection
Challenges
· Regulatory complexity across countries

Technology Vendors
Responsibilities
· Infrastructure provision
· Platform support
· Software maintenance
Benefits
· Long-term business partnerships
Challenges
· Meeting service level agreements
· Security obligations

5. Stakeholder Engagement Process and Conflict Management (Approx. 1200 Words)
5.1 Stakeholder Engagement Approach
PMI emphasises stakeholder identification, analysis, prioritisation, engagement and monitoring as continuous project management activities. [projectengineer.net], [pmbok.guide]
The ConnectPlus engagement strategy will follow five stages:
Stage 1: Identify Stakeholders
· Stakeholder register creation
· Stakeholder mapping
· Salience assessment
Stage 2: Analyse Stakeholders
Assessment criteria include interests, influence expectations, risk exposure and cultural considerations.
Stage 3: Plan Engagement
Create engagement plans specifying communication channels, frequency, responsibilities and success metrics
Stage 4: Execute Engagement
Regular interaction through workshops, meetings, surveys, training sessions and pilot programmes
Stage 5: Monitor and Review
Continuous stakeholder assessment allows engagement strategies to evolve. [projectengineer.net], [pmi.org]
5.4 Application of the RACI Matrix in Stakeholder Engagement and Governance
The successful implementation of ConnectPlus requires clear accountability and decision-making structures because multiple departments and external stakeholders are involved throughout the project lifecycle. One of the most effective tools for preventing confusion and reducing stakeholder conflict is the RACI matrix. The RACI framework identifies who is Responsible, Accountable, Consulted and Informed for each activity, thereby ensuring clarity of roles and improving collaboration across functional boundaries.
In the context of the ConnectPlus project, the Project Manager is accountable for coordinating stakeholders and ensuring that project objectives are achieved within schedule, budget, and quality requirements. The IT and Product Development teams are generally responsible for designing, developing and testing the platform, while the Executive Leadership Team remains accountable for strategic approvals and major investment decisions. Marketing teams are responsible for communication campaigns and customer adoption initiatives, whereas legal and compliance functions are consulted regarding regulatory requirements and data privacy obligations.
The importance of the RACI framework lies in its ability to reduce duplication of effort, minimise uncertainty, and improve stakeholder engagement. Without clearly defined responsibilities, there is a risk that multiple departments may assume ownership of the same task while other activities remain overlooked. Such ambiguity frequently causes delays, communication breakdowns, and interpersonal conflict. By defining specific responsibilities from the beginning of the project, the RACI matrix promotes transparency and accountability, which are essential components of effective stakeholder management.
Furthermore, the RACI model is particularly valuable in international projects such as ConnectPlus because stakeholders operate across different geographical locations, cultures and time zones. The matrix enables all participants to understand their roles regardless of location, creating consistency in governance processes. For example, regional market managers may be consulted on cultural adaptation requirements, while local marketing teams may be informed of launch decisions without being directly involved in strategic approval processes.
A further advantage of the RACI matrix is that it supports stakeholder engagement by clarifying communication pathways. Stakeholders often become disengaged when they are uncertain about their level of influence or involvement. Through the RACI model, individuals understand how their contributions support project objectives, thereby strengthening commitment and reducing resistance to change. This is particularly important for employees and customer-facing staff who will play a critical role in encouraging customer adoption of the ConnectPlus platform.
However, the RACI framework is not without limitations. In highly complex projects, some stakeholders may perform multiple roles simultaneously, making role allocation more complicated than the model initially suggests. Similarly, stakeholder interests may change throughout implementation, requiring periodic review and adaptation of the RACI structure. Consequently, the Project Manager should treat the matrix as a dynamic management tool that is continually updated throughout the project lifecycle rather than a static document created only during project planning.
Overall, the RACI matrix provides a valuable governance mechanism that improves accountability, clarifies stakeholder expectations and promotes effective collaboration among the diverse stakeholder groups involved in the ConnectPlus launch. Its application helps ensure that decision-making responsibilities are clearly allocated, thereby reducing confusion, increasing stakeholder confidence and contributing to successful project delivery.

5.6 Conflict Management and Stakeholder Resolution Strategies
Stakeholder conflict is an inevitable feature of complex projects because stakeholder groups possess different objectives, expectations and priorities. According to project management literature, conflict should not always be viewed negatively. When managed effectively, conflict can stimulate innovation, improve decision-making and encourage constructive dialogue between stakeholders. However, unmanaged conflict may result in project delays, reduced stakeholder commitment and failure to achieve project objectives. Consequently, the Project Manager must adopt proactive conflict management strategies throughout the implementation of ConnectPlus.
One potential source of conflict involves competing departmental priorities. The Information Technology team may prioritise platform functionality and technical excellence, whereas the Marketing department may focus on speed of deployment and user experience. Similarly, finance managers may seek tighter cost controls while development teams request additional resources to improve platform features. Without effective management, these competing priorities could lead to disagreements regarding budgets, resource allocation and project timelines.
Another significant source of conflict relates to customer data collection and privacy concerns. ConnectPlus relies heavily on artificial intelligence and customer analytics to provide personalised recommendations. While marketing teams may seek to maximise customer data collection to improve targeting accuracy, legal and regulatory stakeholders may prioritise compliance with GDPR and other privacy regulations. Customers themselves may also express concerns regarding data security, transparency and consent. These differing perspectives may create tensions that require careful negotiation and stakeholder engagement.
International expansion introduces additional challenges because stakeholders from different cultural backgrounds may possess varying communication styles, values and expectations. In some countries, decision-making processes are highly centralised, whereas other cultures encourage participative decision-making. Language barriers and differing interpretations of project objectives may increase the likelihood of misunderstandings. Consequently, project leaders must demonstrate cultural intelligence and adapt engagement approaches to local contexts.
To manage such conflicts effectively, the Project Manager should adopt a collaborative conflict resolution strategy whenever possible. Collaboration seeks to identify solutions that satisfy the interests of all parties involved. Rather than focusing on winning an argument, stakeholders work together to develop mutually beneficial outcomes. Within the ConnectPlus project, collaborative workshops involving marketing teams, IT specialists and customer service representatives could be used to design platform features that address technical requirements while simultaneously supporting customer experience objectives. This approach strengthens stakeholder commitment because participants are actively involved in decision-making processes.
Compromise represents a second conflict resolution strategy that may be appropriate when stakeholder interests cannot be fully satisfied. Through compromise, each stakeholder group makes concessions in order to achieve an acceptable solution. For example, if budget limitations prevent the implementation of all requested platform features, stakeholders may agree to introduce high-priority functions during the initial launch while postponing less critical features until later development phases. Although compromise may not produce optimal outcomes for every stakeholder, it often enables projects to maintain momentum and avoid prolonged disputes.
A third strategy involves mediation. Mediation requires the intervention of a neutral party who facilitates constructive dialogue between conflicting stakeholders. In most project environments, the Project Manager performs this role. Effective mediation focuses on identifying the underlying causes of disagreement, encouraging open communication and helping stakeholders develop solutions collaboratively. For example, if there is disagreement between technology vendors and internal development teams regarding system integration responsibilities, the Project Manager can facilitate discussions that clarify expectations and establish mutually agreed performance standards.
Negotiation also plays a vital role in stakeholder conflict management. Negotiation enables stakeholders to reconcile competing interests through structured discussion and bargaining. During the ConnectPlus rollout, negotiation may be required when allocating resources across international markets or determining timelines for platform deployment. Successful negotiation requires strong communication skills, active listening and a willingness to consider alternative perspectives. By focusing on shared project objectives rather than individual departmental interests, stakeholders are more likely to reach sustainable agreements.
In addition to resolving conflict after it occurs, proactive conflict prevention measures should be implemented. Regular communication, stakeholder consultations and transparent decision-making processes significantly reduce the likelihood of misunderstandings. The use of stakeholder engagement plans, communication plans and RACI matrices provides stakeholders with clear information regarding project progress, decision-making authority and individual responsibilities. When expectations are clearly communicated, stakeholders are less likely to develop unrealistic assumptions that contribute to conflict.
Furthermore, conflict management should be supported by continuous stakeholder monitoring. Stakeholder attitudes and interests change throughout the project lifecycle, particularly during periods of organisational change. Frequent stakeholder surveys, feedback sessions and engagement reviews enable the Project Manager to identify emerging concerns before they escalate into serious disputes. Early intervention is generally more effective and less costly than attempting to resolve conflicts after relationships have deteriorated.
Ultimately, effective conflict management is essential to the success of the ConnectPlus project. By adopting collaborative, consultative and proactive approaches, the Project Manager can transform conflict from a potential threat into a source of innovation and organisational learning. Strong conflict resolution mechanisms strengthen stakeholder trust, improve communication and support the successful implementation of ConnectPlus across local and international markets. These outcomes directly contribute to higher levels of stakeholder commitment, stronger customer adoption and improved overall business performance.


5.2 Application of the 4Cs Model
Communication
Communication establishes transparency and trust.
Methods include weekly project updates, executive briefings, customer newsletters and internal dashboards
Benefits: Reduced uncertainty and improved project awareness
Challenges: Information overload and cross-cultural communication barriers

Consultation
Stakeholders participate in decision-making.
Examples:
· Customer focus groups
· Employee feedback sessions
· Vendor workshops
Benefits: Better project design and higher acceptance levels
Challenges: Conflicting opinions and Slower decision-making

Collaboration
Active partnership across stakeholders.
Examples:
· Cross-functional teams
· Agile development workshops
· International market working groups
The benefits are increased innovation and shared ownership
The only challenge is Coordination complexity

Commitment
Creating long-term stakeholder support.
Methods include incentives, recognition programmes and shared KPI achievement
The benefits are stronger stakeholder buy-in and reduced resistance

5.3 Stakeholder Engagement Plan
	Stakeholder
	Engagement Method
	Frequency

	Executive Team
	Strategic reviews
	Monthly

	Project Team
	Team meetings
	Weekly

	Customers
	Surveys and beta testing
	Monthly

	Marketing Team
	Workshops
	Bi-weekly

	Vendors
	Performance reviews
	Monthly

	Regulators
	Compliance reporting
	As required



5.4 Application of RACI Matrix
The RACI model clarifies decision-making responsibilities.
	Activity
	Project Manager
	IT Team
	Marketing
	Executive Team

	Platform Design
	A
	R
	C
	I

	Development
	A
	R
	I
	I

	Marketing Campaign
	C
	I
	R
	A

	Launch Approval
	C
	I
	I
	A


Key:
· R = Responsible
· A = Accountable
· C = Consulted
· I = Informed

5.5 SWAN and OWAN Analysis
SWAN
Strengths
· Strong brand recognition
· Existing customer base
Weaknesses
· Limited international deployment experience
Advantages
· AI-driven personalisation
· Enhanced customer engagement
Needs
· Regulatory compliance
· Staff training
OWAN
Opportunities
· Digital market expansion
Weaknesses
· Data privacy risks
Aspirations
· Global market leadership
Needs
· Technology partnerships

5.6 Conflict Management
Conflict is inevitable because stakeholders possess different interests.
Sources of Conflict
1. Budget allocation disputes
2. Data privacy concerns
3. Cultural differences
4. Technology integration challenges
5. Project timeline pressures

Conflict Resolution Techniques
Collaboration
Encourages win-win outcomes.
Best for executive disagreements and cross-functional conflicts
Compromise
Stakeholders share concessions.
Best for Deadline negotiations
Mediation
Neutral facilitation by project manager.
Best for Vendor disputes
Negotiation
Balances competing interests.
Best for resource allocation disagreements

5.7 Cross-Cultural Stakeholder Management
International deployment requires culturally sensitive engagement.
Methods include multilingual communications, local market representatives, regional stakeholder advisory groups and cultural awareness training
These approaches reduce resistance and improve acceptance across diverse markets.

6. Evaluation of the Impact of Sustainable Stakeholder Engagement on Business Performance (Approx. 800 Words)
Sustainable stakeholder engagement creates long-term value for organisations by strengthening relationships, increasing trust and improving organisational performance.
Improved Customer Retention
Customers represent the most important stakeholder group for ConnectPlus. Continuous engagement enables organisations to understand customer needs and deliver personalised experiences.
AI-powered recommendations combined with loyalty rewards increase customer satisfaction and repeat purchasing behaviour.
This leads to:
· Higher customer retention
· Increased customer lifetime value
· Stronger brand loyalty

Enhanced Decision-Making
Stakeholder feedback provides valuable insights that improve strategic decisions.
Examples include:
· Customer behaviour analytics
· Employee operational insights
· Vendor technological expertise
Consequently, management decisions become more evidence-based and effective.

Increased Innovation
Collaboration among customers, employees and technology partners encourages innovation.
Benefits include:
· New product ideas
· Improved platform functionality
· Faster market responsiveness
Sustainable engagement transforms stakeholders into co-creators rather than passive participants.

Risk Reduction
Stakeholder engagement identifies risks earlier.
Examples:
· Regulatory non-compliance
· Customer dissatisfaction
· Security vulnerabilities
Early identification enables proactive mitigation strategies.
PMI research indicates stakeholder engagement plays a critical role in project success and change adoption. [pmi.org], [pmi.org]

Stronger Organisational Reputation
Transparent communication and ethical stakeholder treatment enhance organisational legitimacy.
Positive outcomes include:
· Improved brand image
· Increased investor confidence
· Greater customer trust
For a fashion brand such as Trapstar, reputation directly influences customer purchasing behaviours and long-term market success.

Employee Engagement and Productivity
Employees who feel involved in organisational initiatives are more committed to project success.
Benefits include:
· Improved morale
· Reduced resistance
· Higher productivity
Store staff and customer service teams become ambassadors for ConnectPlus adoption.


Transparency and Trust
Transparency is a critical component of sustainable stakeholder engagement because it strengthens trust between organizations and their stakeholders. In the context of the Connect Plus platform, customers should clearly understand how their personal data is collected, stored, and processed. They should also be informed about how artificial intelligence algorithms generate personalized product recommendations and how rewards are calculated and distributed within the loyalty programme. Providing clear explanations of these processes helps reduce uncertainty and concerns regarding data privacy, algorithmic bias, and fairness. When customers perceive that an organisation is honest and accountable in its use of data, they are more likely to trust the platform and engage with it on a long-term basis.
Trust generated through transparent communication has significant implications for organizational performance. Customers who understand the value exchange between themselves and the company are more likely to share accurate information, participate in loyalty programmes and remain active users of the platform. Similarly, transparent communication reassures regulators, investors and business partners that Trapstar is committed to ethical business practices and compliance with data protection regulations. This strengthens stakeholder confidence and reduces the likelihood of reputational damage arising from misunderstandings or perceived unethical behavior.
Furthermore, sustainable stakeholder engagement contributes directly to long-term competitive advantage. Strong engagement practices enable organizations to develop valuable relationships that competitors may find difficult to replicate. For Trapstar, the successful implementation of Connect Plus can generate several competitive benefits. First, effective engagement can create a loyal customer base that repeatedly purchases products and advocates for the brand. Second, collaboration with technology vendors, strategic partners, and influencers can result in stronger partnerships that support innovation and market growth. Third, positive stakeholder relationships improve organizational reputation, increase levels of trust, and strengthen stakeholder commitment to future initiatives. Finally, ongoing engagement with customers and employees can enhance innovation capability by generating feedback, new ideas, and valuable insights that contribute to continuous improvement. As a result, stakeholder engagement should not be viewed solely as a project management activity but as a strategic resource that supports sustainable growth, customer retention, and long-term business success.
Key competitive benefits include loyal customers who contribute to repeat purchases and increased customer lifetime value. Strong partnerships with technology providers, suppliers, and business collaborators. Positive stakeholder relationships that enhance trust, reputation, and organizational legitimacy. Improved innovation capability through continuous stakeholder feedback, collaboration, and knowledge sharing.
Therefore, by prioritizing transparency, ethical data management and meaningful stakeholder engagement, Trapstar can strengthen stakeholder trust, enhance business performance and establish a sustainable competitive advantage through the successful deployment of Connect Plus.


Therefore, stakeholder engagement contributes directly to both organizational sustainability and long-term profitability.

7. Recommendations and Conclusion
Recommendations
1. Adopt a formal stakeholder engagement framework combining the Power-Interest Matrix and Salience Model to prioritise stakeholder management activities.
2. Establish regular communication channels tailored to different stakeholder groups, including executive briefings, employee workshops and customer feedback systems.
3. Implement a comprehensive RACI framework to improve accountability and role clarity.
4. Develop localised engagement strategies for international markets, including multilingual communication and regional stakeholder representatives.
5. Maintain strict compliance with GDPR and global privacy regulations while ensuring ethical AI governance.
6. Create continuous stakeholder feedback loops to support platform improvement after launch.
7. Conduct regular stakeholder satisfaction assessments to measure engagement effectiveness.
Conclusion
The successful launch of ConnectPlus depends heavily on effective stakeholder identification, analysis, engagement and management. Applying stakeholder theory and engagement frameworks demonstrates that executives, employees, customers, technology partners and regulators all play critical roles in project outcomes. Through the use of stakeholder mapping, Salience Models, RACI frameworks and the 4Cs engagement approach, Trapstar can foster collaboration, trust and commitment across diverse international markets.
While challenges relating to stakeholder conflict, cultural differences, privacy concerns and AI ethics remain significant, proactive stakeholder management can reduce risks and improve implementation success. Sustainable stakeholder engagement delivers substantial business benefits including enhanced customer loyalty, better decision-making, innovation, risk reduction and competitive advantage. Consequently, stakeholder engagement should be regarded not merely as a project management activity but as a strategic capability that supports the successful adoption and long-term performance of the ConnectPlus platform.
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