UNIVERSITY OF WALES TRINITY SAINT DAVID

PROGRAMME: BA (Hons) Leadership and Management Skills forthe Workplace
MODULE CODE: LCLM5001

MODULE TITLE: Understanding and Engaging Stakeholders

MODULE LEADERS: Eric Osei & Nadeem Mirza

INTERNAL VERIFIERS: Md Kalam & Samuel Ofori

STUDENT NAME: Martin Mirchev

STUDENT ID NUMBER: 2424882

Understanding the Importance of
Stakeholder Engagement in
Successful Commencement and
Completion of Project: Strategic
Rollout of the "ConnectPlus" Loyalty
Platform

SECTION 1: INTRODUCTION AND
ORGANIZATIONAL CONTEXT

As businesses operate in today’s fast-paced and competitive global environment, both
technological capabilities and the alighment of employees are essential for the success
of enterprise transformations. This report focuses on the importance of strategic
stakeholder engagement in ensuring the successful start-up, implementation, and
continued use of a new enterprise digital platform. The organization being studied is a
leading UK-based retailer operating globally in the omni-channel and e-commerce



sectors. With extensive footprints in the UK and in other regions including mainland
Europe, North America, and the APAC region, the organization has a large number of
stores in the UK.

This company is starting a major digital transformation project called "ConnectPlus"
due to the threat posed by competitors focused exclusively on providing services via
digital means. The shiftin consumers’ expectations related to receiving real-time
personalized experiences also represents a key factor motivating the need for a digital
transformation. Additionally, with increasingly strict global regulations concerning
privacy issues, the organization needs to develop a solution to collect and utilize
customers' data that complies with all applicable laws and regulations.

"ConnectPlus" is an Al-driven, digitally-enabled customer loyalty and engagement
platform intended to connect seamlessly to customers’ various shopping interfaces
including online portals, mobile apps, and physical POS systems in stores. The
platform combines real-time personalized product recommendations, dynamic
mobile-based reward allocations, and customer analytics to increase customers’ LTV,
create greater differentiation in the marketplace among competing brands, and
facilitate better-informed decisions using customer data for sales and marketing
operations worldwide.

A major enterprise-wide rollout of ConnectPlus will take place across select key
markets in six months. As with any major IT system rollout, there are many challenges
associated with managing this type of initiative. Most notably, coordinating efforts
across different types of organizations involved in implementing the new system (i.e.,
centralized software development teams, autonomous international business units,
store networks located throughout different countries, and regulatory agencies across
multiple countries) will be a challenge.

As Project Manager for this effort, one of your main responsibilities is to assess the
interests and behaviors of stakeholders; develop methods to engage stakeholders
systematically; and mitigate obstacles to successful implementation.

SECTION 2: SMART GOALS

There are five SMART objectives that define how stakeholders will be engaged to ensure
alignment of all stakeholders internally and externally with all aspects of the
ConnectPlus rollout. These SMART objectives include:

e Specific: Develop systematic engagement strategies across all identified
internal working groups and external regulatory agencies in all launch markets.



e Measurable: Ensure atleast an 85% level of stakeholder satisfaction with regard
to the clarity of information communicated and obtain 100% formal regulatory
approval before launching the new system in targeted markets.

e Achievable: Create localized change task forces and cross-functional agile
steering committees to improve efficiency in governance review processes and
approvals.

e Relevant: Encourage active usage of the new platform to attain a goal of having
2 million active registered users of ConnectPlus within 90 days after launching
the new system.

e Time-bound: Complete preliminary stakeholder profiling, formulate
engagement plans, and conduct pre-launch consultation with stakeholders
within 16 weeks after commencing the project.

SECTION 3: STAKEHOLDER ANALYSIS &
CLASSIFICATION

According to stakeholder management theory, a company's ability to effectively
manage relationships with individuals or groups that can either positively or negatively
impact achieving its goals determines a company's overall success (Freeman, 1984).
Due to the complexity and geographic scope of a multi-country undertaking like
ConnectPlus, identifying stakeholders should not occur as a static administrative
process. Rather, itinvolves employing an analytical approach to identify, classify, and
prioritize internal and external stakeholders according to their relative influence upon
the project; their strategic expectations; and their salience within the operational
framework of the project. Therefore, this research utilizes two complementary theories:
Mendelow's Power/Interest Matrix (1981); and Mitchell, Agle, and Wood's Salience
Theory (1997).

Application of Mendelow's Power/Interest Matrix (1981)

Mendelow's matrix organizes stakeholders based on two dimensions: theirinherent
power to either block or aid in attaining project results; and their level of direct interest
in the operational components of the project. Placing stakeholders on this two-
dimensional grid creates four categories of management approaches that correspond
to each category:



Quadrant &
Management
Strategy

Key Players
(High Power/
High Interest)

Keep
Satisfied
(High Power/
Low Interest)

Keep
Informed
(Low Power/
High Interest)

Minimal
Effort (Low
Power/Low
Interest)

Structural
Description

Hold direct
decision-making
authority and
have high
operational
interest in project
results.

Have
institutional/legal
authority to
prevent the
project from
proceeding, but
have low direct
interest in daily
work.

Subjected to
significant
impacts resulting
from daily
changesin
operational
status but have
little inherent
power.

Have minimal
operational
impacts; have
little power to
influence the
direction of the
project.

Defined
Stakeholders

C-Suite /
Executive
Board/Lead
Al & Software
Developers /
Regional
Managing
Directors.

Data
Protection
Authorities
(UKICO, EU
EDPB); Global
Legal &
Regulatory
Teams;
Institutional
Investors.

Frontline
Store
Employees;
End Users;
Regional
Customer
Service
Groups.

Non-Core
Logistics
Providers;
Third-Party
Advertising
Agencies;
General

Management Method

Manage Closely: Require
active partnership; bi-
weekly steering committee
meetings; governance seat
on steering committee;
co-design workshops to
maintain strategic
alignment.

Keep Satisfied: Must
receive regular
compliancereports;
proactive privacy impact
assessments; stage-gate
approvals to avoid
regulatory
interventions/governance
friction.

Keep Informed: Requires
clear communication
channels; early change
management training;
interactive preview
sessions; structured
feedback mechanisms.

Monitor / Minimal Effort:
Needs standard broadcast
communications; basic
transactional updates;
routine contractual
reviews without over-



Facilities allocation of managerial
Services bandwidth.
Providers.

The Key Players constitute the internal engine behind the rollout of ConnectPlus. The
Executive Board manages capital allocations and strategic directions. Regional
Managing Directors dictate how ConnectPlus will be embedded into local retail
markets. Lead Al engineers have considerable technical influence since accurate
algorithms and stable system performance determine platform effectiveness. On the
contrary, stakeholders categorized under the Keep Satisfied group—particularly
external Data Protection Authorities—hold substantial regulatory power. The European
Union’s GDPR as well as CCPA legislation provide Data Protection Authorities with
statutory enforcement powers enabling them to levy heavy fines orissue injunctions
stopping data collection and processing activity. Therefore, Data Protection Authorities’
interests must be actively fostered into partnerships centered around compliance.

Application of Mitchell et al.’s Salience Theory (1997)

Although Mendelow’s model offers a strong static classification system, Mitchell et al.
argue that stakeholder relationships evolve dynamically in response to changing
organizational priorities (Mitchell et al., 1997). According to Mitchell et al.’s salience
model, stakeholders are evaluated across three characteristics: power (an actor’s
ability to impose his/her will); legitimacy (an actor’s claim is viewed as
reasonable/appropriate); and urgency (the degree to which an actor’s claim demands
immediate consideration).
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Regional
Managing
Directors

Store
Clerks/
End Users

Yes

No

Yes

Yes

No

Yes

Dominant
Stakeholder
S

Dependent
Stakeholder
s

compliance
deadlines and
resource
requirements.

Wield
legitimate
institutional
authority and
power but
have no
current
pressing
project needs
during the
early phase of
technical
development.
Managevia
regular
monthly
steering
committees.

Do notwield
structural
power but do
possess
legitimate
claims and
urgent needs
as go-live
nears. Rely on
executive
advocacy and
support for
change
management
during final
preparation
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When examining stakeholders utilizing Mitchell et al.’s salience model, managers can
forecast variations in stakeholder actions across the life cycle of a project. For

example, frontline store staff function as latent stakeholders during the software design
phase and become urgent Dependent Stakeholders when preparing for a market
release. Should store clerks perceive POS integration as cumbersome during peak
trading periods, then customer enrollment rates will fall, thereby adversely affecting
project ROI. Recognizing their legitimacy and urgency allows managers to allocate
appropriate amounts of resources toward Ul simplification and store-level training prior
to deploying the system, enabling managers to minimize negative influences during
subsequent phases of implementation.

Combining Mendelow’s matrix with Mitchell et al.’s salience model produces a
powerful structure for managing stakeholders. By combining these two models,
companies can strike a balance between allocating sufficient levels of resources
toward high-power governing authorities and frontline operational personnel whose
ultimate responsibility is to drive sustained adoption of the new system.



SECTION 4: STAKEHOLDER ROLES,
RESPONSIBILITIES, BENEFITS, AND
CHALLENGES

A critical prerequisite for effective stakeholder managementis defining operational
roles and systematically evaluating the strategic benefits each stakeholder group
brings to a project, alongside the distinct organizational challenges and systemic risks
they introduce. Within complex international digital transformations like ConnectPlus,
misalignments regarding expectations or operational capabilities across disparate
business units frequently result in scope creep, budget overruns, or operationalinertia
(Freeman, 1984; Ashcroft, 2017). To establish clear lines of governance and operational
accountability, the core roles, strategic values, and operational challenges associated

with the primary stakeholder groups involved in the ConnectPlus launch are analyzed

below.
Primary . . Key Challenges,
Stakeholder ] Strategic Benefits & . i
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Secures project .
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. o technological
Suite governance, down organizational o ]
. . . capability; competing
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) i corporate strategic
sign-off. global business o
) priorities.
units.
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. software capability, .
platform build, debt, preventing
i ensures system i
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Lead Al & . stability, and enables )
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Software IT . . real-time hyper- L
. POS integration, ] counters, mitigating
Engineers personalized

and data
architecture
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features.

cross-border data
latency, and
integrating with



Data
Protection
Authorities
(e.g.,1CO,
EDPB)

Regional
Managing
Directors &
Local
Operations

Frontline
Retail Store
Staff

External
statutory
enforcement of
global
consumer
privacy laws,
data
governance,
and regulatory
compliance
(e.g., GDPR,
CCPA).

Localizing
marketing
strategies,
executing
regional market
rollouts, and
aligning local
retail store
operations with
central goals.

Direct customer
onboarding at
point-of-sale
(POS), app
feature
advocacy, and
customer
support
execution.

Validates
organizational data
security, enhances
customer brand
trust, protects
against data misuse,
and mitigates legal
liabilities.

Ensures local market
relevance, provides
crucial regional
consumer insights,
and drives
operational
alignmentacross
autonomous
international
business hubs.

Serves as the primary
physicaltouchpoint
forthe brand; drives
consumer
registration rates;
directly converts foot
traffic into active app
users.

legacy store
architecture.

Navigating complex,
variable international
privacy standards;
handling extended
regulatory approval
timelines; risk of
severe statutory fines
orlaunch injunctions.

Operationalfriction
against centralized
corporate rules;
resistance to
standardized global
templates; varying
regional digital
maturity levels across
markets.

Resistance to
operational workflow
changes; change
fatigue; potential POS
transaction delays
during peak trading
hours; inadequate
training on app
troubleshooting.

Evaluating these dynamics reveals that while central stakeholders (Executive Board

and IT Engineers) prioritize scale, velocity, and standardization, localized actors

(Regional MDs and Frontline Store Staff) focus on operational ease, regional autonomy,
and customer satisfaction at the point of sale. Concurrently, external regulatory bodies

operate with zero tolerance for non-compliance. Recognizing these structural tensions



enables the Project Manager to structure engagement strategies that maximize
collaboration while proactively mitigating systemic project risks.

SECTION 5: STAKEHOLDER
ENGAGEMENT PROCESS AND CONFLICT
MANAGEMENT

Operationalizing stakeholder engagement across a global, multi-jurisdictional project
requires moving beyond static communication models to establish a structured, multi-
directional engagement framework. To manage cross-functional alignment and resolve
inevitable organizational conflicts during the ConnectPlus rollout, the Project Manager
deploys an integrated approach combining the 4Cs Engagement Framework, a
detailed RACI Accountability Matrix, and psychological conflict mapping via
SWANs/OWANSs Analysis.

The 4Cs Engagement Framework

THE 4Cs ENGAGEMENT FRAMEWORK

1
| 1. COMMUNICATION
| Transparent, multi-channel messaging tailored to audience.
|
d
v
|
1

| 2. CONSULTATION

| Structured feedback loops (focus groups, surveys, reviews).




| 3. COLLABORATION

Co-creating localized solutions with regional hubs and IT.

| 4. COMMITMENT

Securing formal sign-offs, governance approvals, and buy-in.

Communication (Informative & Transparent): Communication serves as the
foundational layer of engagement. In order to ensure clarity, the project team
creates separate, customized communication pathways. The Executive Board is
provided weekly briefings which include bi-weekly dashboard reports for
tracking capital expenditures, risk registers, and key milestone indicators. Daily
agile stand-up meetings are conducted amongsttechnical teams while Frontline
Store staff and end-users receive informative, visually-based broadcasting
content through internal portals and digital marketing campaigns demonstrating
the individual and operational benefits of ConnectPlus.

Consultation (Two-Way Feedback Loops): Two-way Consultation allows for
the incorporation of stakeholder views directly into system development. Pre-
finalization of the application interface, the project team engages in structured
focus groups with Regional Managing Directors and Frontline Store supervisors.
These two-way focus group communications allow the gathering of key feedback
concerning regional consumers' shopping habits, constraints of peak store
traffic, and local payment options so as to avoid developing an overly inflexible
product.



e Collaboration (Joint Problem-Solving): Collaboration enables stakeholders to
transition from being passive receivers to active creators. Joint task forces are
created that pair central Al software engineers with regional IT managers and
local marketing teams. This collaborative format allows forthe co-development
of localized APIs and regionally adapted marketing assets such that centrally
developed algorithmic models can be easily incorporated into localized
operations.

e Commitment (Formal Institutional Sign-off): Strategically-driven engagement
concludes with commitment. Through formal stage-gate reviews at day 30, 60,
90, and 120 afterinitiation, regional leaders, central compliance managers, and
executive sponsors formally approve (sign off) on regulatory preparedness,
integration of systems, and employee training prior to the public release in the
marketplace.

Governance Accountability via RACI Matrix

To remove role confusion and create defined institutional boundaries for technical,
legal, and operational delivery tasks, responsibility for project-related activities is
tracked through a RACI matrix (Responsible, Accountable, Consulted, Informed).
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Final
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e Responsible (R): The operationalrole responsible for completing the specific
task/deliverable.

e Accountable (A): The single operationalrole accountable for delivering
successful completion of the deliverable or failing to do so.

e Consulted (C): Subject matter experts providing input and feedback prior to
completion of the task/deliverable.

¢ Informed (l): Stakeholders informed about progress, milestones, and outcomes
through common communication channels.

The RACI matrix makes it clear that although the Project Manager will be held
accountable for overall cross-functional coordination of the project, functional
implementation will fallupon designated functional leadership positions. Forexample,
Global Legal & Complianceis solely responsible for obtaining regulatory approval for
data protection rights, whereas Regional Managing Directors are responsible for
adapting marketing programs locally to drive in-store staff execution of ConnectPlus.

Conflict Resolution Strategy: SWANs and OWANs Analysis

Organizational conflict stemming from unexpressed fears or misaligned objectives
among different functions and/or countries often arises in large-scale international
projects. A systematic method exists for identifying and resolving these underlying
concerns through conducting a SWANSs (Sleep Well At Night) and OWANSs (Overnight



Work Anxiety) Analysis (Ashcroft, 2017). This psychological analysis identifies each

stakeholder’s core professional aspirations/drives and core professional
fears/concerns, thereby facilitating targeted mitigation of conflict.

Stakeholder
Group

Executive
Board

Regional
Managing
Directors

SWANSs (Key
Aspirations &
Motivations)

Rapid
expansioninto
new markets,
strong digital
user
engagementin

those markets,

significant ROI
potential from
rapid adoption
and market

differentiation.

Growth of local
markets; ability
to make flexible

promotion
decisions

locally; achieve

local sales

goals; maintain

operational
autonomy.

OWANSs
(Primary
Concerns &
Fears)

Publicity
surrounding
a high-profile
privacy
breach
leading to
crippling
statutory
penalties
under GDPR,
damaging
brand
reputation,
and costly
project delay.

Impact of
centralized
corporate
bureaucracy;
limited ability
to customize
platform
templates
forcing
irrelevant
promotions
to local
customers;
loss of local
customer

Conflict Resolution &
Mitigation Strategy

Provide mandatory third-
party cybersecurity
penetration testing
services; provide ongoing
regulatory compliance
reporting services; obtain
formal privacy approvals at
each stage gate before
releasing budget funds to
commence work.

Ask permission from
central headquarters to
ring-fence a 20% modular
customization capability
within the ConnectPlus
application architecture to
enable regional hubs to
customize their own local
promotions within brand
guidelines.



Frontline
Store Staff

Fastaccess to
simple POS
applications;
smooth
checkout
process for
customers;
clearly defined
career
progression
opportunities;

stress-free work

environment.

relevance
due to
inability to
adapt;
increased
overhead.

Systematic
POS
latencies or
failures
during busy
periods;
angry
customers
waiting in
checkout
lines;
additional
workload
without
adequate
supportor
training.

Mandatorily conduct
gamified pre-launch
training modules forall
frontline staff 30 days prior
to the launch date; deploy
on-site IT support
champions in flagship
stores during launch week;
simplify customer app
registration to a ten-second
QR code scan.

SWANs/OWANSs helps shift the focus of conflict resolution away from simply reacting to

fires burning throughout the organization towards proactively creating an aligned

structure. For example, the main source of conflict between Central IT Development
(desiring global standards) and Regional MDs (desiring regional independence) can be

resolved by structurally defining a module-based platform architecture. By allowing

regional teams to develop up to 20% of their localized promotion assets while still

requiring them to adhere to centrally defined algorithms and core functionality, both

central control and regional flexibility are achieved. Additionally, eliminating the

primary OWAN concern for Frontline Store staff (failure of the POS system during peak

periods) can be accomplished by testing the POS system under simulated heavy load

conditions before itis deployed. Coupled with simplifying customer point-of-sale

registration processes (e.g., ten-second QR code scans), this approach lessens

operationalfearfulness among frontline staff members, reduces delays in checkout

queues in stores, and converts frontline employees into enthusiastic supporters of the

ConnectPlus platform.



Through this integrated model of structured communication (4Cs), transparent
operational governance (RACI), and psychologically-targeted conflict mitigation
(SWANs/OWANSs), the project management team develops an agile, adaptive, and
cooperative operational environment necessary to successfully launch ConnectPlus
globally.

SECTION 6: THE EFFECTIVENESS OF
SUSTAINABLE STAKEHOLDER
ENGAGEMENT IN GENERATING
BUSINESS PERFORMANCE VALUE

Stakeholder engagement has moved beyond simply being a way to mitigate risks
associated with your customers or suppliers, or simply meet the requirements of
complianceregulations. Today itis becoming viewed as a means of creating
sustainable competitive advantages and organizationalresilience. Organizations today
recognize that all stakeholder interactions require a relationship based on both parties
having a mutually beneficial experience. Transactional-based communication models
have been widely used in pastyears to communicate project status to stakeholders.
These models typically focus solely on reporting project status, assuring compliance,
orobtaining input from various stakeholders. In contrast, the relational model focuses
on building a relationship with each stakeholder that will lead to long-term performance
results. As Ashcroft (2017) points outin The Relational Lens, the long-term success of a
business depends upon how well it can develop and sustain relationships with
stakeholders. Therefore, when transitioning from a traditional transactional model to a
relational model of communicating with stakeholders, there will be many positive
impacts on both short- and long-term business performance results.

SUSTAINABLE ENGAGEMENT & PERFORMANCE ENGINE

| RECURRING RELATIONAL INPUTS

| e Multi-Dimensional Trust e Ethical Transparency e Co-
Creation |




| INTERMEDIATE ORGANIZATIONAL CAPABILITIES

| e Low Governance Friction e Lowered Scope Creep e Higher Buy-
In |

| POSITIVE IMPACTS ON SUSTAINABLE BUSINESS RESULTS
| e Elevated Customer Lifetime Value (CLV) e Accelerated Adoption

| e Protected Brand Equities e Enhanced Organizational
Agility]

Financial Performance and Customer Lifetime Value (CLV)

Relating back to commercial viability, ConnectPlus only succeeds if we can draw in
new customers, keep existing ones, and maintain access to their data. In Al-driven
retail, customers only share data and accept recommendations if they trust the brand,
which requires total transparency around ethics and data use.

By involving compliance groups and consumer focus teams during system design, we
fix privacy issues up front instead of firefighting them later. Adding clear "privacy-by-
design" opt-ins builds real consumer trust, driving long-term loyalty and boosting
Customer Lifetime Value (CLV). Ignoring this trust-first approach risks customer churn,
GDPR penalties, and shrinking profit margins.



Operational Velocity and Cost Control

Operational velocity measures how fast a project moves from idea to rollout. However,
speed alone doesn't guarantee success if scope creep, rework, and stakeholder
resistance wipe outyour initial time savings. While some see resistance as inevitable,
collaborating early in the design phase significantly reduces it.

Bringing Regional MDs, store managers, and local IT staff into early workshops aligns
everyone on system design and technical specs upfront, stopping costly last-minute
changes. Likewise, keeping regulators in the loop from day one prevents surprise legal
halts. Avoiding these delays protects capital, keeps costs under control, and speeds up
globalrollout safely.

Brand Equity and Organizational Agility

Beyond finances and speed, sustainable engagement creates intangible assets that
boost long-term agility. Store staff are our most visible representatives. When clerks
feel valued—through interactive pre-launch training and clear personal benefits—they
become active ConnectPlus advocates on the shop floor.

This store-level advocacy significantly boosts customer sign-ups during launch. Plus,
the trust built between central software engineers and regional ops teams creates a
permanent operational muscle, making future software updates and digital rollouts
much faster with far less internal pushback.

Comparative Analysis: Engagement Models & Business Value

Performance
Dimension

Customer
Engagement & Data
Privacy

Transactional
Model
(Traditional)

Basic data
harvesting with
hidden opt-in
terms &
reactive
compliance.

Sustainable
Relational
Model
(ConnectPlus)

Transparent opt-
in controls;
ethical Al
personalization;
consumer co-
creation.

Long-Term
Impact on
Business
Performance

Increased Brand
Trust & CLV:
Increased mobile
app downloads;
elevated daily
active users (DAU);



Cross-Functional
Execution

Frontline &
Workforce
Dynamics

Centralized
top-down
mandates;
minimal

regionalinput.

Directive late-
stage training;
ignored
operational
feedback at
store level.

Collaborative
task forces;
regional
customization
budgets; joint
problem-solving.

Gamified early
enablement;
continuous two-
way feedback
loops; clear staff
value props.

repeat purchase
frequency
increases;
increased CLV.

Enhanced
Operational
Velocity & Cost
Efficiency:
Reduced scope
creep; lower
rework expenses;
faster global
rollout.

Improved
Workforce
Productivity:
Higher store-level
user registration
rates; decreased
resistance to
change; decreased
employee
turnover.

In conclusion, sustainable stakeholder engagement transforms a project management
lifecycle from a rigid process into an engine for generating enterprise value creation. By
placing emphasis on trust, shared value, and continuing dialogue with stakeholders at
multiple levels within an organization, the ConnectPlus launch will achieve not only the
immediate objectives of completing the launch on-time, within budget, and meeting
scope requirements, but will also position the overall international enterprise
strategically for long-term success.



SECTION 7: RECOMMENDATIONS AND
CONCLUSION

Strategic Recommendations

To assure that ConnectPlus is launched successfully and effectively generates long-
term relationalvalue across global markets, senior leadership and governance teams
should take four specific steps:

1. Establish a Network of Regional Change Champions: Formally appoint
operationalliaisons in each targeted international location to facilitate
communication between central software engineering teams and regional store
operations so thatlocal nuances are addressed in the system architecture
withoutimpacting core functionality.

2. Execute Stage-Gate Agile Governance using RACI Matrix: Institute regular bi-
weekly cross-functional steering reviews anchored in the RACI matrix format to
assure accountability across technical, legal, and operational deliverables while
minimizing decision-making bottlenecks.

3. Embed "Privacy-by-Design" Transparency: Prioritize clear data opt-in controls
in user-friendly interfaces and ethical Al guidelines in application interfaces so
that early regulatory approval can be secured and long-term consumer brand
equity built.

4. Deploy Gamified Frontline Enablement Programs: Launch interactive mobile-
friendly training modules and store-level incentive programs 30 days priorto go-
live date to empower frontline retail staff to advocate for the platform at the
point of sale.

Conclusion

The successful deployment of the ConnectPlus platform across UK and international
locations marks a significant achievement for the enterprise. However, as this
document demonstrates extensively throughout, technological superiority alone
cannot guarantee project success. Achieving sustained adoption necessitates an
advanced understanding of stakeholder management. Through systematic
identification of stakeholders through Mendelow’s Matrix and Mitchell et al.’s salience
model; multi-directional engagement through the 4Cs framework; and the resolution of
systemic friction through SWANs/OWANs analysis, organizations can mitigate systemic
project risks. Establishing sustainable relationships with executive, technical,
regulatory, regional, and frontline stakeholders assures that ConnectPlus achieves its



immediate launch objectives while providing a conduit for long-term Customer Lifetime
Value increases, brand differentiation, and organizational agility.

REFERENCES

e Ashcroft, J. (2017) The RelationallLens: Understanding, Measuring, and Managing
Stakeholder Relationships. Cambridge: Cambridge University Press.

e Christopher, M., Payne, A. and Ballantyne, D. (2013) Relationship Marketing:
Creating Stakeholder Value. Saint Louis: Taylor and Francis.

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

e Mendelow, A.L. (1981) 'Environmental Scanning: The Impact of the Stakeholder
Concept', Proceedings of the Second International Conference on Information
Systems, Cambridge, MA, pp. 407-418.

e Mitchell, R.K., Agle, B.R. and Wood, D.J. (1997) Toward a Theory of Stakeholder
Identification and Salience: Defining the Principle of Who and What Really
Counts', Academy of Management Review, 22(4), pp. 853-886.



