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[bookmark: _Toc235387371]Executive Summary
This report examines the importance of stakeholder engagement in the successful implementation of ConnectPlus, a new digital customer loyalty and engagement platform developed by Amazon UK. The platform combines artificial intelligence (AI), personalised recommendations, mobile rewards, and customer insight tools to improve customer retention and strengthen competitive advantage in local and international markets. Effective stakeholder engagement is essential because the success of the project depends on the support, cooperation, and commitment of various internal and external stakeholders.
The report identifies and analyses key stakeholders involved in the ConnectPlus project, including senior management, employees, customers, suppliers, technology partners, investors, and government regulators. Stakeholder analysis tools such as Mendelow’s Power-Interest Matrix and the Salience Model are used to assess stakeholder influence and importance. The report also examines stakeholder roles, responsibilities, benefits, and challenges throughout the project lifecycle.
Furthermore, the report evaluates stakeholder engagement strategies including communication plans, consultation, collaboration, commitment, and conflict management approaches. Evidence from academic literature and industry examples demonstrates that effective stakeholder engagement improves trust, transparency, decision-making, customer satisfaction, and project success. However, challenges such as conflicting interests, cultural differences, privacy concerns, and stakeholder resistance must be carefully managed.
The report concludes that sustainable stakeholder engagement is a critical factor in the successful launch and long-term performance of ConnectPlus. Appropriate engagement strategies can strengthen stakeholder relationships, reduce project risks, and support organisational growth in highly competitive global markets.
[bookmark: _Toc235387372]Introduction
Amazon UK is one of the world's leading retail and e-commerce organisations, providing a wide range of products and digital services to millions of customers across global markets. The company continuously invests in technology and innovation to improve customer experience, increase operational efficiency, and maintain its competitive position within the retail sector. In response to changing customer expectations and increasing market competition, Amazon plans to launch a new digital customer loyalty and engagement platform called ConnectPlus.
ConnectPlus is a technologically advanced platform designed to enhance customer relationships through artificial intelligence (AI)-driven personalised recommendations, mobile-based rewards programmes, and data-driven customer insights. The platform aims to improve customer retention, increase customer satisfaction, strengthen brand loyalty, and support better business decision-making through the collection and analysis of customer data. The system will be introduced across selected domestic and international markets within six months, making it a strategically important project for the organisation.
The successful implementation of ConnectPlus depends heavily on effective stakeholder engagement. Stakeholders are individuals, groups, or organisations that can affect or be affected by an organisation's activities (BPP Learning Media, 2022). The module materials emphasise that stakeholders have different interests, expectations, and claims which organisations must recognise and manage effectively to avoid conflicts and achieve strategic objectives. Stakeholder engagement helps organisations identify stakeholder needs, establish trust, improve communication, and secure support for important projects. It also enables organisations to anticipate resistance, manage conflicts, and encourage collaboration throughout the project lifecycle (Mendelow, 1991). Therefore, engaging stakeholders effectively is essential to ensuring the successful design, launch, adoption, and long-term sustainability of the ConnectPlus platform.
[bookmark: _Toc235387373]SMART Objectives
The ConnectPlus project aims to achieve the following SMART objectives:
1. To successfully launch the ConnectPlus platform across selected UK and international markets within six months of project commencement.
2. To increase customer retention rates by 15% within the first year of implementation through personalised AI-driven recommendations and mobile reward programmes.
3. To achieve at least 90% stakeholder participation in project consultations, workshops, and engagement activities before the platform launch.
4. To ensure full compliance with data protection regulations, including GDPR requirements, throughout the project lifecycle.
5. To improve customer satisfaction scores by 20% within twelve months following the platform rollout through enhanced customer engagement and loyalty initiatives.
These objectives are Specific, Measurable, Achievable, Relevant, and Time-bound (SMART) and align with the strategic goals of the ConnectPlus project and the importance of effective stakeholder engagement in achieving successful project outcomes (Freeman, 1984; Nestlé, 2025; Simply Stakeholders, 2024).
[bookmark: _Toc235387374]Identification and Categorisation of Stakeholders
[bookmark: _Toc235387375]Stakeholder Theory
Stakeholder Theory was developed by Freeman (1984) and suggests that organisations should consider the interests of all stakeholders rather than focusing only on shareholders. Stakeholders are individuals, groups, or organisations that can affect or be affected by the activities of an organisation. According to the module materials, stakeholders have different expectations and claims that must be recognised and managed effectively to achieve organisational objectives (BPP Learning Media, 2022). Effective stakeholder engagement is particularly important for the ConnectPlus project because its success depends on cooperation among multiple stakeholders across different countries and markets.
Stakeholder Theory argues that organisations create greater long-term value when they build strong relationships with stakeholders through communication, consultation, collaboration, and trust. Nestlé (2025) highlights that regular stakeholder engagement helps organisations understand expectations, identify risks, and develop sustainable business strategies. Therefore, the successful implementation of ConnectPlus requires a stakeholder-centred approach that balances the interests of various stakeholder groups.
Stakeholder Theory emphasises that organisations should create value for all stakeholders rather than focusing only on shareholders (Freeman, 1984). For ConnectPlus, this approach can improve trust, collaboration, and long-term project success. However, different stakeholders often have conflicting interests, making it difficult to satisfy everyone equally. Therefore, project managers must balance stakeholder expectations while prioritising strategic business objectives.
[bookmark: _Toc235387376]Internal Stakeholders
Internal stakeholders are individuals or groups that operate within the organisation and have direct involvement in project activities (BPP Learning Media, 2022). For the ConnectPlus project, the key internal stakeholders include senior management, the project manager, product development teams, IT specialists, marketing teams, sales departments, customer service staff, and employees.
Senior management provides strategic direction, approves project budgets, and monitors overall performance. The project manager coordinates activities and ensures that project objectives are achieved within the planned timeframe. Product development and IT teams are responsible for designing, developing, and testing the ConnectPlus platform. Marketing and sales teams promote the platform and encourage customer adoption, while customer service staff provide support and collect customer feedback after implementation.
These stakeholders have a direct interest in project success because their performance, reputation, and organisational objectives are closely linked to the outcome of the project.
[bookmark: _Toc235387377]External Stakeholders
External stakeholders are individuals or organisations outside the company that can influence or be influenced by the project (BPP Learning Media, 2022). The main external stakeholders for ConnectPlus include customers, suppliers, technology partners, shareholders, government regulators, data protection authorities, local communities, and the media.
Customers are among the most important stakeholders because they will use the platform and determine its success through adoption and continued engagement. Suppliers and technology partners provide essential systems, software, and technical support required for platform operation. Shareholders expect positive financial returns from the investment, while regulators ensure compliance with legal requirements such as the General Data Protection Regulation (GDPR).
The importance of engaging external stakeholders can be seen in large projects where insufficient consultation has resulted in public opposition and project delays. The Heathrow Airport expansion project demonstrated how stakeholder conflicts can emerge when communities and environmental groups feel excluded from decision-making processes (BBC, 2009). Therefore, maintaining open communication and transparency with external stakeholders is essential for project success.
[bookmark: _Toc235387378]Mendelow’s Power–Interest Matrix
Mendelow's Power–Interest Matrix is a widely used stakeholder analysis tool that categorises stakeholders according to their level of power and interest in a project (Mendelow, 1991). The module materials identify this model as an effective method for assessing stakeholder influence and determining appropriate engagement strategies.
For the ConnectPlus project:
High Power, High Interest (Manage Closely):
· Senior management
· Project manager
· Major investors
· Key technology partners
High Power, Low Interest (Keep Satisfied):
· Government regulators
· Data protection authorities
Low Power, High Interest (Keep Informed):
· Employees
· Customers
· Customer service teams
Low Power, Low Interest (Monitor):
· General public
· Media groups with limited involvement
This framework helps the project manager allocate resources efficiently and ensure that the most influential stakeholders receive appropriate attention throughout the project lifecycle.
Mendelow’s Matrix is useful because it helps project managers identify influential stakeholders and allocate engagement resources effectively (Mendelow, 1991). However, stakeholder power and interest can change during a project. For example, customers may gain influence if privacy concerns attract regulatory attention. Therefore, stakeholder positions should be reviewed regularly throughout the ConnectPlus project.
[bookmark: _Toc235387379]Salience Model
The Salience Model, developed by Mitchell, Agle and Wood (1997), evaluates stakeholders based on three attributes: power, legitimacy, and urgency. Stakeholders possessing all three attributes are considered highly significant and require immediate attention.
In the ConnectPlus project, senior management, shareholders, customers, and government regulators can be classified as definitive stakeholders because they possess high levels of power, legitimacy, and urgency. Technology partners and suppliers may be considered dominant stakeholders because they possess power and legitimacy but often have lower urgency. Local communities and the media may possess legitimacy but less direct influence over project decisions.
The Salience Model enables project managers to prioritise stakeholders more effectively and ensure that critical stakeholder concerns are addressed before they develop into significant risks.
The Salience Model improves stakeholder prioritisation by considering power, legitimacy, and urgency (Mitchell, Agle and Wood, 1997). This helps identify stakeholders requiring immediate attention. However, stakeholder importance can be subjective and may change over time. Therefore, the model should be used alongside other stakeholder analysis tools for more effective decision-making.
[bookmark: _Toc235387380]Stakeholder Mapping Discussion
Stakeholder mapping is an important process that helps organisations identify stakeholder relationships, levels of influence, and engagement requirements. The module lessons emphasise that stakeholder mapping enables organisations to assess stakeholder power and interest while helping to prevent conflicts and build support for strategic objectives (BPP Learning Media, 2022).
For ConnectPlus, stakeholder mapping demonstrates that customers, senior management, investors, and technology partners are critical stakeholders whose support is essential for project success. The engagement practices adopted by Nestlé show that continuous dialogue with stakeholders can improve trust, transparency, and decision-making (Nestlé, 2025). Similarly, Simply Stakeholders (2024) argues that successful stakeholder engagement campaigns rely on early consultation, clear communication, and active stakeholder participation.
By applying Stakeholder Theory, Mendelow's Matrix, and the Salience Model together, Amazon can develop a comprehensive understanding of stakeholder influence and expectations. This will support better decision-making, reduce resistance to change, improve stakeholder satisfaction, and increase the likelihood of a successful global rollout of the ConnectPlus platform.
A detailed summary of stakeholder roles, benefits and challenges is provided in Appendix A, while stakeholder prioritisation is illustrated in Appendix B.
[bookmark: _Toc235387381]Stakeholder Engagement Process and Conflict Management
The success of the ConnectPlus project depends not only on identifying stakeholders but also on engaging them effectively throughout the project lifecycle. Stakeholder engagement involves building positive relationships with stakeholders through communication, consultation, collaboration, and participation in decision-making processes. According to Nestlé (2025), effective stakeholder engagement allows organisations to understand stakeholder expectations, identify risks, improve transparency, and create long-term value. Therefore, a structured stakeholder engagement process is essential to ensure the successful development, implementation, and adoption of ConnectPlus across international markets.
[bookmark: _Toc235387382]Stakeholder Engagement Plan
A stakeholder engagement plan provides a systematic approach for identifying stakeholders, understanding their needs, and determining how they will be involved throughout the project. The engagement process for ConnectPlus will consist of five key stages.
The first stage is stakeholder identification. This involves identifying all internal and external stakeholders who may influence or be influenced by the project. Examples include senior managers, employees, customers, investors, suppliers, technology partners, regulators, and local communities.
The second stage is stakeholder analysis. Tools such as Mendelow’s Power-Interest Matrix and the Salience Model will be used to assess stakeholder influence, power, legitimacy, urgency, and interest. This enables the project team to prioritise stakeholders and allocate resources effectively.
The third stage is engagement planning. Different engagement strategies will be developed depending on stakeholder needs. High-power stakeholders such as senior management and investors will require regular strategic meetings and progress reports, while customers may be engaged through surveys, feedback systems, and pilot testing programmes.
The fourth stage involves engagement implementation. Activities such as workshops, consultation meetings, newsletters, focus groups, and online communication platforms will be used to encourage participation and gather stakeholder feedback.
The final stage is monitoring and evaluation. Stakeholder satisfaction levels, communication effectiveness, and engagement outcomes will be regularly reviewed to ensure continuous improvement. Simply Stakeholders (2024) emphasises that successful stakeholder engagement requires ongoing dialogue rather than one-time consultation activities.
[bookmark: _Toc235387383]Communication Plan
Effective communication is one of the most important elements of stakeholder engagement because it helps build trust, reduce uncertainty, and improve stakeholder commitment. The communication plan for ConnectPlus will ensure that stakeholders receive accurate information at the right time and through appropriate channels.
Senior management and investors will receive monthly progress reports and strategic review meetings to monitor project performance. Employees will receive regular internal updates through team meetings, emails, and training sessions. Customers will be informed through mobile notifications, social media campaigns, surveys, and promotional events. Technology partners and suppliers will participate in project coordination meetings to discuss technical requirements and implementation schedules. Regulators will receive compliance reports and data protection updates where necessary.
Communication should be two-way rather than one-way. Stakeholders should have opportunities to provide feedback, raise concerns, and contribute ideas. Nestlé (2025) highlights that meaningful dialogue enables organisations to better understand stakeholder expectations and improve decision-making. Therefore, communication within ConnectPlus will focus on transparency, responsiveness, and active listening.
[bookmark: _Toc235387384]RACI Matrix
The RACI Matrix is a project management tool that clarifies stakeholder roles and responsibilities. RACI stands for Responsible, Accountable, Consulted, and Informed.
	Activity
	Responsible
	Accountable
	Consulted
	Informed

	Platform Design
	Product Development Team
	Project Manager
	IT Team
	Senior Management

	Platform Testing
	IT Team
	Project Manager
	Customer Service Team
	Investors

	Marketing Campaign
	Marketing Team
	Marketing Director
	Sales Team
	Customers

	GDPR Compliance
	Legal Team
	Compliance Manager
	Regulators
	Senior Management

	Project Approval
	Project Manager
	Senior Management
	Investors
	Employees



The RACI Matrix helps reduce confusion, avoid duplication of effort, and improve accountability throughout the project lifecycle. A more detailed RACI Matrix for the ConnectPlus project is provided in Appendix C.
[bookmark: _Toc235387385]4Cs Model (Communication, Consultation, Collaboration and Commitment)
The 4Cs Model provides a useful framework for stakeholder engagement.
[bookmark: _Toc235387386]Communication
Communication ensures stakeholders receive timely and accurate information about project objectives, progress, risks, and outcomes. Clear communication helps reduce uncertainty and builds stakeholder trust.
[bookmark: _Toc235387387]Consultation
Consultation involves seeking stakeholder opinions before important decisions are made. For ConnectPlus, customer surveys, employee workshops, and stakeholder meetings will be used to gather valuable feedback during platform development and implementation.
[bookmark: _Toc235387388]Collaboration
Collaboration involves stakeholders actively participating in project activities and decision-making. Product development teams, technology partners, marketing departments, and customer representatives will work together to ensure that ConnectPlus meets stakeholder needs and expectations.
[bookmark: _Toc235387389]Commitment
Commitment refers to developing long-term stakeholder support for project objectives. Commitment can be strengthened through transparency, trust, continuous communication, and stakeholder involvement. According to Simply Stakeholders (2024), stakeholders are more likely to support projects when they feel their views have been considered and respected.
The 4Cs Model supports stronger stakeholder relationships and increases the likelihood of successful project outcomes.
The 4Cs Model promotes communication, consultation, collaboration, and commitment, helping to strengthen stakeholder relationships and project support. However, extensive consultation can increase costs and slow decision-making. Therefore, Amazon must balance stakeholder participation with efficient project delivery.
[bookmark: _Toc235387390]Managing Stakeholder Conflicts
Stakeholder conflicts are common because different stakeholder groups often have different objectives, expectations, and priorities. The module materials highlight that managing stakeholder conflicts is one of the primary reasons organisations undertake stakeholder analysis (BPP Learning Media, 2022).
For example, customers may demand stronger privacy protections while marketing teams seek greater access to customer data for personalised advertising. Investors may prioritise cost reduction, whereas employees may seek additional resources and training. Regulators may impose compliance requirements that increase implementation costs.
The Heathrow Airport expansion project demonstrates how insufficient stakeholder engagement can result in conflict between businesses, local communities, environmental groups, and government authorities (BBC, 2009). Similarly, local development projects discussed by Ace Geography (2024) show that failure to involve stakeholders early can lead to opposition, delays, and reputational damage.
To manage conflicts within ConnectPlus, several approaches will be used. Negotiation will help stakeholders reach mutually acceptable solutions. Mediation may be used when disagreements become difficult to resolve internally. Collaboration and consultation will encourage stakeholders to participate in decision-making and reduce misunderstandings. Transparent communication and early engagement will also help identify concerns before they escalate into major disputes.
[bookmark: _Toc235387391]Application of Stakeholder Theory and Strategic Management
Stakeholder Theory suggests that organisations should create value for all stakeholders rather than focusing solely on financial outcomes (Freeman, 1984). Applying this theory to ConnectPlus means balancing the interests of customers, employees, investors, suppliers, regulators, and local communities throughout the project lifecycle.
From a strategic management perspective, stakeholder engagement contributes to organisational success by improving decision-making, reducing risks, and enhancing competitive advantage. Nestlé’s stakeholder engagement approach demonstrates how continuous stakeholder dialogue supports sustainable business performance and stronger stakeholder relationships (Nestlé, 2025).
However, stakeholder engagement also presents challenges. Engaging diverse stakeholder groups across multiple countries requires significant time, financial resources, and management effort. Cultural differences may affect communication and stakeholder expectations. Furthermore, excessive stakeholder involvement may slow decision-making processes. Although stakeholder engagement increases project costs and management complexity, failure to engage stakeholders effectively may result in resistance, project delays, reputational damage, and regulatory intervention. Therefore, the long-term strategic benefits generally outweigh the short-term costs.
Overall, the application of Stakeholder Theory, strategic management principles, the 4Cs Model, communication planning, and conflict management strategies will enable Amazon to develop strong stakeholder relationships and support the successful global implementation of ConnectPlus.
[bookmark: _Toc235387392]Impact of Sustainable Stakeholder Engagement on Business Performance
Sustainable stakeholder engagement plays a significant role in improving organisational performance and ensuring long-term business success. It involves maintaining continuous, transparent, and mutually beneficial relationships with stakeholders throughout the project lifecycle. For the ConnectPlus project, sustainable stakeholder engagement is essential because the platform will operate across different countries, cultures, and stakeholder groups. Effective engagement can improve customer satisfaction, strengthen trust, reduce risks, and support strategic objectives. However, organisations must also manage various challenges and ethical issues associated with stakeholder engagement.
[bookmark: _Toc235387393]Benefits
[bookmark: _Toc235387394]Customer Loyalty
One of the most significant benefits of sustainable stakeholder engagement is increased customer loyalty. Customers who feel valued and listened to are more likely to continue using a company's products and services. Through regular consultation, feedback collection, and personalised engagement, ConnectPlus can develop stronger relationships with customers. The AI-driven recommendation system and rewards programme are designed to improve customer experience and encourage repeat purchases. A similar approach can be seen in Tesco Clubcard, which demonstrates how stakeholder engagement and customer loyalty programmes can improve customer retention through personalised rewards and customer feedback mechanisms (Tesco PLC, 2025). Research suggests that organisations that actively engage customers are more successful in retaining customers and increasing long-term profitability (Christopher, Payne and Ballantyne, 2013).
[bookmark: _Toc235387395]Trust
Trust is a critical factor in stakeholder relationships. Sustainable engagement allows organisations to communicate openly with stakeholders and address their concerns before they become major problems. Nestlé (2025) emphasises that continuous stakeholder dialogue helps organisations build trust, improve transparency, and strengthen decision-making processes. For ConnectPlus, trust is particularly important because customers will share personal data with the platform. Regular communication, clear privacy policies, and responsive customer support can increase stakeholder confidence and encourage greater participation.
[bookmark: _Toc235387396]Brand Reputation
Effective stakeholder engagement can significantly improve an organisation’s reputation. Companies that actively involve stakeholders in decision-making are often perceived as more responsible, ethical, and customer-focused. A positive reputation can attract new customers, increase investor confidence, and strengthen competitive advantage. Nestlé’s stakeholder engagement approach demonstrates how stakeholder partnerships can enhance corporate credibility and support sustainable business growth (Nestlé, 2025). For Amazon, successful stakeholder engagement during the ConnectPlus rollout could strengthen its reputation as an innovative and customer-centred organisation.
[bookmark: _Toc235387397]Innovation
Stakeholder engagement can also drive innovation by encouraging the exchange of ideas and knowledge. Employees, customers, suppliers, and technology partners often possess valuable insights that can improve products and services. By involving stakeholders in consultations, surveys, pilot programmes, and workshops, Amazon can identify opportunities for innovation and improve the functionality of ConnectPlus. According to Freeman (1984), organisations that engage diverse stakeholders are more likely to develop innovative solutions because they benefit from a wider range of perspectives and experiences.
[bookmark: _Toc235387398]Project Success
Sustainable stakeholder engagement contributes directly to project success. Stakeholders who understand project objectives and feel involved in decision-making are more likely to support project implementation. Simply Stakeholders (2024) argues that successful stakeholder engagement campaigns reduce resistance, improve collaboration, and increase stakeholder commitment. Through continuous engagement, Amazon can identify risks early, resolve concerns promptly, and improve overall project performance. As a result, the likelihood of achieving project objectives within budget and schedule increases significantly.
[bookmark: _Toc235387399]Challenges
[bookmark: _Toc235387400]Cost
Although stakeholder engagement provides many benefits, it can also be expensive. Engagement activities such as workshops, surveys, consultations, communication campaigns, and training programmes require financial resources. For a global project such as ConnectPlus, the costs of engaging stakeholders across multiple countries can be substantial. Organisations must therefore balance engagement benefits against available resources.
[bookmark: _Toc235387401]Time
Effective stakeholder engagement requires significant time and effort. Building relationships, conducting consultations, analysing feedback, and addressing stakeholder concerns can slow project progress. Continuous engagement may also extend decision-making processes because multiple stakeholder views need to be considered. While engagement improves project quality, excessive consultation may create delays if not managed effectively.
[bookmark: _Toc235387402]Cultural Differences
The ConnectPlus platform will be introduced in different international markets where cultural values, communication styles, and stakeholder expectations may vary considerably. Cultural differences can create misunderstandings and communication barriers. Stakeholder priorities in one country may differ significantly from those in another. Therefore, Amazon must adopt culturally sensitive engagement strategies that respect local customs, languages, and business practices.
[bookmark: _Toc235387403]Stakeholder Resistance
Resistance to change is another major challenge. Employees may fear that new technologies could affect their jobs, while customers may be concerned about privacy risks associated with AI-driven systems. Investors may question the financial viability of the project, and regulators may impose strict compliance requirements. The Heathrow Airport expansion project illustrates how stakeholder opposition can create delays and conflicts when concerns are not addressed effectively (BBC, 2009). Early engagement, transparency, and consultation are therefore essential to minimise stakeholder resistance.
[bookmark: _Toc235387404]Ethical Considerations
[bookmark: _Toc235387405]GDPR Compliance
As ConnectPlus relies heavily on customer data, compliance with the General Data Protection Regulation (GDPR) is a critical ethical and legal requirement. GDPR requires organisations to collect, process, and store personal data responsibly. Failure to comply can result in significant financial penalties and reputational damage. Therefore, stakeholder engagement activities must ensure that customers understand how their data is collected and used.
[bookmark: _Toc235387406]AI Ethics
Artificial intelligence provides valuable opportunities for personalisation and customer insights; however, it also raises ethical concerns. AI systems may unintentionally introduce bias, discrimination, or unfair treatment if algorithms are not properly monitored. Organisations must ensure that AI technologies are transparent, accountable, and used responsibly. Ethical AI governance is therefore essential for maintaining stakeholder trust and confidence.
[bookmark: _Toc235387407]Transparency
Transparency is a key principle of effective stakeholder engagement. Stakeholders should receive clear, accurate, and honest information regarding project objectives, risks, benefits, and decision-making processes. Nestlé (2025) highlights transparency as an important element of sustainable stakeholder relationships because it helps organisations build trust and accountability. Lack of transparency can damage stakeholder confidence and increase resistance.
[bookmark: _Toc235387408]Data Privacy
Protecting customer privacy is one of the most important ethical responsibilities associated with ConnectPlus. Customers increasingly expect organisations to safeguard their personal information and prevent unauthorised access. Amazon must implement strong cybersecurity measures, data protection policies, and privacy controls to ensure customer information remains secure. Failure to protect data privacy could result in legal consequences, financial losses, and reputational damage.
AI-driven technologies can improve customer experiences but also create concerns regarding privacy, bias, and transparency. Although GDPR provides legal protection for customer data, ethical risks may still exist. Therefore, Amazon should adopt responsible AI practices and transparent data management to maintain stakeholder trust and confidence.
Sustainable stakeholder engagement can improve customer loyalty, trust, reputation, and project success. Nevertheless, maintaining continuous engagement requires significant time, resources, and management effort. Therefore, organisations must ensure that engagement activities deliver measurable value and support strategic objectives.
[bookmark: _Toc235387409]Recommendations
Based on the findings of this report, several recommendations are proposed to support the successful implementation of the ConnectPlus platform. First, Amazon should establish a structured stakeholder engagement programme that includes regular communication, consultation, and feedback mechanisms throughout the project lifecycle. Second, the company should adopt stakeholder analysis tools such as Mendelow’s Matrix and the Salience Model on a continuous basis to monitor stakeholder influence and changing expectations.
Third, Amazon should strengthen employee training and customer awareness programmes to reduce resistance to change and improve stakeholder commitment. Fourth, culturally appropriate engagement strategies should be implemented across international markets to address differences in stakeholder expectations and communication styles. Finally, the organisation should maintain strict compliance with GDPR requirements and develop robust AI governance policies to ensure transparency, ethical decision-making, and data protection. These recommendations will help strengthen stakeholder relationships, minimise project risks, and improve the long-term success and sustainability of the ConnectPlus platform.
[bookmark: _Toc235387410]Conclusion
This report has demonstrated the importance of stakeholder engagement in the successful implementation of the ConnectPlus platform. The analysis identified a range of internal and external stakeholders whose involvement is essential for achieving project objectives and supporting long-term organisational success. Stakeholder engagement frameworks, including Stakeholder Theory, Mendelow’s Power-Interest Matrix, the Salience Model, the 4Cs Model, and the RACI Matrix, were applied to understand stakeholder influence and develop effective engagement strategies.
The findings indicate that sustainable stakeholder engagement can improve customer loyalty, trust, innovation, brand reputation, and overall project performance. However, organisations must also address challenges such as stakeholder resistance, cultural differences, time constraints, and engagement costs. Furthermore, ethical considerations including GDPR compliance, AI ethics, transparency, and data privacy require careful management. Overall, effective stakeholder engagement is a strategic business practice that helps build strong stakeholder relationships, reduce risks, support informed decision-making, and increase the likelihood of a successful global rollout of the ConnectPlus platform.
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[bookmark: _Toc235387412]Appendix
[bookmark: _Toc235387413]Appendix A – Stakeholder Roles, Benefits and Challenges
Table 1: Roles, Benefits and Challenges of Key Stakeholders in the ConnectPlus Project
	Stakeholder
	Role in ConnectPlus Project
	Benefits to the Project
	Potential Challenges

	Senior Management
	Approve budgets, provide strategic direction
	Leadership and decision-making support
	Conflicting business priorities

	Project Manager
	Coordinate project activities and stakeholders
	Ensures project objectives are achieved
	Managing competing stakeholder expectations

	IT Team
	Design, develop and maintain the platform
	Technical expertise and system functionality
	Technical complexity and cybersecurity risks

	Marketing Team
	Promote ConnectPlus and increase customer adoption
	Increased customer awareness and engagement
	Meeting customer expectations

	Customer Service Team
	Provide support and gather feedback
	Improves customer satisfaction and service quality
	Managing customer complaints

	Customers
	Use the platform and provide feedback
	Increased adoption, loyalty, and revenue
	Privacy and data security concerns

	Technology Partners
	Provide software and technical support
	Innovation and specialised expertise
	Integration and compatibility issues

	Investors/Shareholders
	Provide financial support
	Funding and business growth opportunities
	Concerns about return on investment

	Regulators
	Ensure legal and GDPR compliance
	Reduces legal and compliance risks
	Regulatory requirements may increase costs

	Local Communities
	Influence organisational reputation
	Community support and trust
	Opposition to business practices if concerns are ignored






[bookmark: _Toc235387414]Appendix B – Mendelow's Power–Interest Matrix
[image: The image illustrates a power-interest matrix for the ConnectPlus Project, categorizing stakeholders by their power and interest levels, ranging from high power and high interest (e.g., Government Regulators, Senior Management, Major Investors) to low power and low interest (e.g., General Public, Media Groups).

AI-generated content may be incorrect.]
Figure B1: Mendelow's Power–Interest Matrix Applied to the ConnectPlus Project
Source: Adapted from Mendelow (1991) and applied to the ConnectPlus Project.



[bookmark: _Toc235387415]Appendix C – RACI Matrix
Table C1: RACI Matrix for the ConnectPlus Project
	Activity
	Responsible
	Accountable
	Consulted
	Informed

	Platform Design
	Product Development Team
	Project Manager
	IT Team
	Senior Management

	Platform Testing
	IT Team
	Project Manager
	Customer Service Team
	Investors

	Marketing Campaign
	Marketing Team
	Marketing Director
	Sales Team
	Customers

	GDPR Compliance
	Legal Team
	Compliance Manager
	Regulators
	Senior Management

	Customer Feedback Collection
	Customer Service Team
	Project Manager
	Customers
	Senior Management

	Stakeholder Engagement Activities
	Project Team
	Project Manager
	Key Stakeholders
	Employees

	Platform Launch
	Project Manager
	Senior Management
	Marketing Team, IT Team
	All Stakeholders

	Project Approval
	Project Manager
	Senior Management
	Investors
	Employees
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They require continuous engagement
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interest in the project and should
receive regular communication
and opportunities to provide
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Source: Adapted from Mendelow (1991) and applied to the ConnectPlus Project.




