2

[image: UWTSD London logo (002) – IHSCM]





STUDENT NAME: MST SADIA RAHMAN MAHIMA
STUDENT ID: 2442120
LECTURER NAME: LAKSHANI NISSANGA MENDIS
ASSIGNMENT TITLE: Stakeholder Engagement Strategy for the International Launch of ASOS Connect Plus



Table of Contents
Executive Summary
Introduction 
ConnectPlus Project Objectives 
Identification and Categorisation of Stakeholders 
Internal and External Stakeholders 
Stakeholder Mapping and Salience Analysis 
Stakeholder Roles and Responsibilities 
Stakeholder Engagement Strategy 
Stakeholder Communication and RACI Matrix 
Stakeholder Conflict Management 
AI, Customer Data and Ethical Issues 
Critical Evaluation of Stakeholder Engagement 
Sustainable Stakeholder Engagement and Business Performance 
Recommendations 
Conclusion 
Reference List









Executive Summary
This report examines stakeholder engagement for the proposed international launch of ASOS ConnectPlus, a new digital customer loyalty and engagement platform. ConnectPlus is a hypothetical project created for this assignment. It would use artificial intelligence (AI), personalised recommendations, mobile rewards and customer data to improve the shopping experience across six international markets. ASOS is suitable for this project because it is a UK-based international online fashion retailer serving around 17 million customers across more than 150 markets (ASOS plc, 2026). The success of ConnectPlus would depend on technology and effective relationships with key stakeholders.
The report applies Freeman’s Stakeholder Theory, Mendelow’s Power–Interest Matrix, Mitchell, Agle and Wood’s Stakeholder Salience Model, the RACI model and the 4Cs of stakeholder engagement. These models help ASOS understand stakeholder interests, influence, responsibilities and communication needs.
Key stakeholders include customers, senior management, employees, investors, regulators, suppliers, brand partners and technology providers. Main challenges include data privacy, AI fairness, data security, cultural differences and conflicting stakeholder expectations. The report recommends early stakeholder involvement, regular two-way communication, responsible use of customer data, AI monitoring, employee training and continuous stakeholder evaluation. In my opinion, ASOS should manage ConnectPlus as both a technology and stakeholder relationship project.



Introduction
Stakeholder engagement is an important part of modern business and project management. Organisations affect many groups, including customers, employees, managers, shareholders, suppliers, governments and regulators. Understanding these stakeholders is especially important when a company introduces a large digital project across different countries.
ASOS plc is a UK-based international online fashion retailer. It sells its own products and products from partner brands through a digital business model. ASOS serves around 17 million customers across more than 150 markets (ASOS plc, 2026). Therefore, technology, customer experience and strong stakeholder relationships are important for its long-term success.
For this assignment, ASOS is planning a hypothetical digital platform called ConnectPlus, which will be launched across six international markets. It will use artificial intelligence (AI), personalised recommendations, mobile rewards and customer data to improve customer loyalty and engagement. However, ConnectPlus may create challenges. Customers may enjoy personalised services but worry about their privacy. Marketing teams may want more customer data, while legal teams may want to limit data collection. Investors may expect quick financial returns, while technology teams may need more time for testing and security.
Plekhanov, Franke and Netland (2023) explain that digital transformation changes business processes and relationships. Therefore, companies need to consider people and relationships, not only technology. Freeman’s 
Objectives of ConnectPlus
Clear objectives help explain what ConnectPlus should achieve. Doran (1981) states that SMART objectives should be Specific, Measurable, Achievable, Relevant and Time-bound. The main objective is to launch ConnectPlus successfully across six international markets within the planned project period. ASOS should aim to increase customer participation, loyalty, engagement and repeat purchases during the first year. The platform should also follow privacy, consumer and data-protection laws. ASOS should collect regular feedback from customers and employees to improve the platform. In my opinion, success should be measured through sales, customer satisfaction, retention, employee confidence, privacy incidents and customer complaints.


Identification and Categorisation of Stakeholders
 Freeman’s Stakeholder Theory
Freeman (1984) defines stakeholders as individuals or groups that can affect or are affected by the achievement of organisational objectives. Stakeholder Theory therefore suggests that management should consider more than shareholder interests when making decisions. This theory is relevant to ConnectPlus because several stakeholder groups will influence the project. Customers must choose to participate, employees must understand and support it, technology specialists must develop it, suppliers may contribute offers, and regulators will monitor legal compliance.
One important strength of Stakeholder Theory is that it encourages management to look beyond short-term financial performance. Business value can also come from strong relationships, customer trust and employee commitment. For example, ASOS could use large amounts of customer information to create highly targeted promotions. This might increase sales. However, if customers feel uncomfortable about how their information is used, the same strategy could reduce trust.
The weakness of Freeman’s theory is that it does not clearly explain what managers should do when stakeholder interests directly conflict. Investors may want greater profitability, customers may want stronger privacy, and marketing teams may want more customer information. All are important stakeholders, but ASOS cannot always fully satisfy each group.
In my opinion, Freeman’s theory is therefore a strong foundation, but it should be combined with stakeholder prioritisation models. (1984) Stakeholder Theory explains that organisations should consider groups that affect or are affected by business decisions. However, the theory does not clearly show which stakeholders should have priority when interests conflict. Therefore, this report also uses Mendelow’s Power–Interest Matrix and Mitchell, Agle and Wood’s (1997) Stakeholder Salience Model.
The report will identify key stakeholders, examine their roles, communication needs and possible conflicts, and consider how stakeholder relationships can support ASOS’s long-term performance. In my opinion, ASOS should involve stakeholders before ConnectPlus is fully developed to identify concerns early and reduce future costs and reputational risks.






Internal Stakeholders
 Senior Management and the Board
Senior management and the Board are highly important internal stakeholders because they have significant power over the project. They would approve the ConnectPlus budget, determine its strategic direction and decide whether the project should move from testing to a full international launch.
Senior management will expect ConnectPlus to support ASOS’s wider business objectives and contribute to long-term customer value. However, senior managers may also experience pressure to achieve quick financial results. This could encourage them to launch ConnectPlus before enough testing has been completed. This may increase risks such as system errors, customer complaints and privacy problems.
In my opinion, ASOS should avoid rushing the platform simply to demonstrate quick results. A carefully tested launch may cost more initially but can protect customer relationships and reduce future problems.
Project Manager and Project Team
The project manager has a central role because they must coordinate different stakeholders and activities. Their responsibilities would include planning, budgeting, risk management, stakeholder communication, monitoring progress and solving problems. The project team may include employees from technology, marketing, customer experience, finance, operations, legal and data protection.
One challenge is that these teams may have different priorities. Marketing employees may focus on increasing customer participation. Technology specialists may focus on system reliability. Legal specialists may focus on compliance. These different views can create disagreements, but they can also improve project decisions if they are managed properly. In my opinion, regular cross-functional meetings should be used so that major decisions are considered from technical, customer, commercial and legal perspectives.
Technology and Data Teams
Technology and data teams are key stakeholders because ConnectPlus would depend heavily on AI, mobile technology, customer accounts and data analysis. Their responsibilities would include developing the platform, maintaining performance, protecting customer information and testing AI recommendations. Recent research shows that digital technologies and AI can create benefits for retailers by improving customer and employee experiences (Grewal et al., 2023). However, technology also introduces risks and responsibilities. The ICO explains that data protection considerations should be included across the AI lifecycle, particularly fairness and transparency (ICO, 2023). Technology teams should therefore consider more than whether an algorithm works correctly.
They should also ask whether recommendations are fair, whether the data is appropriate and whether customer information is secure. In my opinion, ASOS should include legal and data-protection teams during development instead of waiting until the platform is completed.
Marketing and Customer Experience Teams
Marketing employees will help explain ConnectPlus and encourage customers to participate. They may create promotional campaigns, personalised messages, mobile notifications and reward offers. Customer experience teams will respond to customer questions and complaints and collect feedback.
However, conflict may occur between marketing goals and privacy expectations. Marketing teams may want more customer information because detailed data can improve targeting. Data-protection specialists may prefer ASOS to use only necessary information. ASOS should therefore balance these interests. In my opinion, having access to data does not automatically mean that ASOS should use all of it. Customer information should have a clear purpose and provide a genuine benefit.
Employees
Employees are also important stakeholders because ConnectPlus may change working practices and responsibilities. Customer-facing employees may need to answer questions about how the platform works. Employees may also need training in new processes. Employee involvement can help identify practical problems. For example, customer service employees may understand common customer concerns better than senior managers because they communicate with customers directly.
In my opinion, employees should therefore be involved during pilot testing. They should not simply be informed shortly before the platform launches. Early involvement could improve both employee confidence and the quality of the final service.


External Stakeholders
 Customers
Customers are one of the most important stakeholder groups because ConnectPlus is designed mainly for their use. ASOS serves customers internationally, meaning expectations may differ between different markets. ConnectPlus may provide several benefits to customers. Personalised recommendations could make products easier to find. Rewards may increase value, while personalised promotions may make the shopping experience more relevant.
Research by Blut et al. (2023) found that engagement initiatives can influence customer responses, although the results depend on the way engagement is designed and the platform being used. This means simply creating a loyalty platform does not guarantee strong customer engagement.
A major concern is customer privacy. The UK GDPR contains seven principles, including lawfulness, fairness and transparency, purpose limitation, data minimisation, accuracy, storage limitation, security and accountability (ICO, 2026). ConnectPlus will therefore need to balance personalisation with privacy. More information could help ASOS understand a customer better, but excessive collection may reduce trust.
In my opinion, ASOS should explain clearly what information is collected, why it is required and how customers can control their preferences. Rewards should not be used to pressure customers into sharing unnecessary personal information.
Shareholders and Investors
Shareholders and investors are interested in the financial performance of ASOS. They may support ConnectPlus because customer engagement and repeat purchasing could create long-term financial benefits. However, investors may also want the project to demonstrate financial returns quickly. This may conflict with spending on cybersecurity, training or privacy. Stakeholder Theory suggests that shareholder interests should be balanced with those of other important stakeholders (Freeman, 1984).
In my opinion, investment in security and privacy should not be treated simply as an additional cost. Protecting customers can also protect shareholder value by reducing the possibility of financial and reputational damage.


Suppliers and Brand Partners
ASOS works with external fashion brands and suppliers. These organisations could participate in ConnectPlus by providing exclusive offers, promotions or loyalty rewards. This could increase product visibility and sales. However, there may be fairness concerns.
For example, smaller brands may believe that larger partners receive greater visibility through AI recommendations. Customers may also feel misled if paid promotions are presented as personalised recommendations. Therefore, ASOS should clearly separate sponsored promotions from independent product recommendations. In my opinion, transparency will be important because customers should understand why products are being recommended.
Technology Providers
ConnectPlus may require external technology organisations for areas such as cloud services, payment systems, cybersecurity, AI tools and data analytics. These organisations can provide specialist knowledge and allow ASOS to develop the platform faster. However, outsourcing also creates dependency.
If a technology supplier experiences a security failure, customers may still hold ASOS responsible. Therefore, ASOS should clearly define responsibilities, security requirements, service standards and incident-management processes within supplier agreements.
Regulators
Regulators are particularly important because they have significant legal power. ConnectPlus would use customer information and AI, meaning data protection must be carefully managed. The ICO states that AI using personal data falls within data-protection legislation and that fairness, transparency and accountability are important principles (ICO, 2023). 
ASOS should therefore involve privacy and legal specialists at an early stage. In my opinion, regulatory requirements should not be treated as something to check only at the end of the project. Designing privacy into the platform from the beginning is more efficient and reduces the risk of expensive changes later.
Communities and Sustainability Stakeholders
Wider communities, environmental groups and sustainability organisations may also be affected by ASOS’s activities. A loyalty programme normally encourages customers to make more purchases. This could increase sales but may conflict with environmental sustainability. For this reason, ConnectPlus could include more responsible forms of customer engagement. For example, customers could potentially receive recognition for taking part in resale, repair or circular fashion activities where available.
In my opinion, customer loyalty should not be measured only by how much money a customer spends. A modern loyalty programme could also recognise responsible customer behaviour.
Stakeholder Mapping: Mendelow’s Power–Interest Matrix
Mendelow’s Power–Interest Matrix categorises stakeholders according to the level of power they have and their level of interest in a project (Mendelow, 1991).
A possible ConnectPlus stakeholder map is shown below.
	Stakeholder
	Power
	Interest
	Management Approach

	Senior management/Board     
	High
	High
	Manage closely

	Project sponsor
	High
	High
	Manage closely

	Technology/Data leaders
	High
	High
	Manage closely

	Regulators
	High
	Medium/High
	Keep satisfied and consult

	Major investors
	High
	Medium/High
	Keep satisfied

	Customers
	Medium collectively  
	High
	Keep informed and consult

	Employees
	Medium
	High
	Keep informed and involve

	Suppliers/brand partners
	Medium
	Medium/High
	Consult

	Wider community
	Lower
	Lower/Medium
	Monitor



The main strength of this framework is its simplicity. It allows the project manager to understand that different stakeholders need different communication. Senior management may need detailed reports about cost and risk, while customers need clear explanations of benefits and privacy.
However, the model also has limitations. Stakeholder power can change. For example, an individual customer may have little power, but a large number of customers complaining publicly can have considerable influence. A regulator may initially have moderate interest but become highly interested if a data problem occurs. Therefore, in my opinion, the Power–Interest Matrix should be reviewed throughout the project rather than completed only once.
Stakeholder Salience Model
Mitchell, Agle and Wood (1997) developed the Stakeholder Salience Model. The model examines stakeholders using three factors: power, legitimacy and urgency.
Power is the stakeholder’s ability to influence the organisation.
Legitimacy concerns whether the stakeholder has a recognised or appropriate claim.
Urgency concerns how quickly the organisation needs to respond.
This model is particularly useful for ConnectPlus because stakeholder importance may change during the project. For example, regulators already have power and legitimacy. If a customer data breach occurs, their concerns also become extremely urgent. Customers have strong legitimacy because their information is used by the platform. If customers believe the platform has used data unfairly, their concerns can quickly become urgent.
The Salience Model therefore provides more detail than the Power–Interest Matrix. However, it also has limitations. Managers have to decide what they believe is legitimate or urgent. These decisions may be subjective. In my opinion, ASOS should use both frameworks. Mendelow’s model provides a simple overall picture, while the Salience Model can help managers respond to changing stakeholder problems.

Roles, Responsibilities, Benefits and Challenges
Each stakeholder group has different responsibilities, benefits and concerns. Senior management provides strategic direction and resources. The benefit may be stronger customer loyalty and improved performance, but management also carries the financial risk of the project. The project manager coordinates planning, communication and risk. Their main challenge is balancing competing expectations.
Technology teams build and protect the platform. They may develop valuable digital capabilities but also carry major responsibility for security and AI performance. Marketing teams can improve customer engagement but must avoid excessive targeting or unclear promotions. Employees may gain new digital skills but could also experience additional workload. Customers may receive personalised recommendations and rewards but face privacy and cybersecurity risks.
Suppliers and brand partners may gain greater product visibility but could worry about fairness. External technology providers benefit commercially but must meet ASOS’s technical and security expectations. Regulators protect customer rights but may create additional compliance requirements.
This analysis demonstrates that project benefits usually come with additional responsibilities. In my opinion, ASOS should avoid viewing any stakeholder simply as positive or negative. Managers need to understand both the value and risks created by each relationship.
Stakeholder Engagement Strategy
Stakeholder engagement should involve more than one-way communication. Simply sending information to stakeholders does not mean that they are meaningfully involved. Effective engagement should provide opportunities for important stakeholders to express concerns and influence suitable decisions.
For ConnectPlus, customers could participate in surveys, focus groups and usability testing. Employees could take part in workshops. Technology providers could contribute technical expertise, while legal and privacy specialists could review planned features. This approach is consistent with modern digital transformation because organisations increasingly create value through interconnected relationships (Plekhanov, Franke and Netland, 2023). 
However, consultation also creates difficulties. Different stakeholders may provide contradictory feedback, and ASOS cannot accept every suggestion. In my opinion, this does not mean consultation is ineffective. ASOS should explain how feedback has influenced major decisions and, where possible, why some suggestions have not been followed. This makes stakeholder engagement more meaningful.
Stakeholder Typology and SWANS/OWANS
Different stakeholders may respond differently to ConnectPlus. Some stakeholders will be supportive. For example, senior managers who believe the platform will increase loyalty may actively promote it. Other stakeholders may remain neutral because they do not yet understand the project.
ASOS could provide clear information and demonstrations to improve their understanding. Some stakeholders may be resistant. Employees may worry about additional workload, while customers may worry about privacy. It would be a mistake to assume that resistance is always negative. A customer complaining about unclear privacy information may identify a genuine weakness. An employee who says that a new process is difficult may identify an operational problem.
A SWANS/OWANS approach can help identify supportive stakeholders and those who may oppose or challenge the project. However, these categories should not be treated as permanent because stakeholder attitudes may change over time. In my opinion, stakeholder opposition can be useful. Criticism can help ASOS identify problems before they become more serious.
Communication Plan
Different stakeholders require different communication methods.
	Stakeholder
	Information Required
	Method
	Frequency

	Senior management
	Progress, cost, risk, KPIs
	Reports and meetings
	Monthly

	Project team
	Activities, changes and deadlines
	Meetings/dashboard
	Weekly

	Technology teams
	Technical issues, testing, security
	Technical meetings
	Weekly

	Employees
	Training and responsibilities
	Workshops/internal communication
	Fortnightly

	Customers
	Benefits, rewards and privacy
	App, email, website and surveys
	Regularly

	Regulators
	Privacy and compliance information
	Formal consultation
	As required

	Brand partners
	Offers and responsibilities
	Meetings/partner communication
	Monthly

	Investors
	Financial and strategic progress
	Corporate reporting
	Appropriate periods




Communication should use clear language. Customers should not need specialist knowledge to understand what ConnectPlus does with their information. International communication also requires localisation.
A message that is suitable for UK customers may not be equally effective in another country. Cultural, economic and social differences can affect how customers respond to engagement activities.
Therefore, ASOS should use local market knowledge when developing communication. In my opinion, simply translating English content into another language is not enough. Communication should also consider cultural expectations and local customer behaviour.



















RACI Matrix
The RACI model can clarify responsibilities within ConnectPlus.
RACI means:
Responsible – completes the task.
Accountable – has final ownership.
Consulted – provides advice.
Informed – receives information.

	Activity
	Project Manager
	Senior Management
	IT/Data
	Marketing
	Legal/DPO
	Customers

	Project planning
	R
	A
	C
	C
	C
	I

	Platform development
	C
	I
	R/A
	C
	C
	I

	Privacy assessment
	C
	I
	C
	I
	R/A
	C

	Customer research
	C
	I
	I
	R/A
	C
	C

	Marketing campaign
	C
	I
	C
	R/A
	C
	I

	Employee preparation
	R
	I
	C
	C
	C
	I

	Launch
	R
	A
	R
	R
	C
	I

	Post-launch review
	R
	A
	C
	R
	C
	C


RACI can reduce confusion because stakeholders understand who is responsible for activities. However, the model can become too rigid. For example, customers may normally be consulted, but their involvement should be greater during user testing. In my opinion, RACI should support relationships rather than replace communication and professional judgement.
Applying the 4Cs of Stakeholder Engagement

The 4Cs can be understood as communication, consultation, collaboration and commitment.
Communication
ASOS should provide clear, accurate and timely information. Customers need understandable information about rewards and privacy. Employees need to know how their work will change. Management needs information about risks, costs and performance. Poor communication can create distrust.
For example, if ASOS tells customers that ConnectPlus uses AI but does not explain how customer data supports recommendations, customers may become concerned about hidden tracking.
Consultation
Consultation means asking stakeholders for their views before important decisions are finalised. ASOS could use surveys, focus groups, workshops and pilot testing. The main advantage is that consultation can identify problems early.
However, consultation requires time and resources. Stakeholders may also expect all suggestions to be accepted. In my opinion, ASOS should explain how feedback has influenced decisions, so stakeholders know their contribution has been considered.
Collaboration
Collaboration means stakeholders working together rather than separately. Technology, marketing, customer experience and privacy teams should work together throughout development.
For example, a recommendation feature might work technically but raise privacy issues. Working together could solve the problem before launch.
Commitment
Senior management must provide sufficient time, resources and leadership. Without commitment, stakeholder engagement may become only a formal exercise.
In my opinion, commitment is especially important because communication, consultation and collaboration cannot continue effectively without leadership support.


Stakeholder Conflict Management

Conflict is likely because stakeholder groups have different interests. One major conflict is between personalisation and privacy. Marketing teams may want more customer data to create better recommendations. Technology teams may also benefit from more data to train and improve AI systems. Customers and privacy specialists may prefer limited collection. The ICO explains that the data-minimisation principle requires personal data to be adequate, relevant and limited to what is necessary (ICO, 2026). 
Therefore, ASOS should not collect information simply because it may become useful later. Another conflict concerns cost and cybersecurity. Investors and managers may prefer to reduce project costs. Technology specialists may argue for greater investment in security and testing.
In my opinion, reducing essential cybersecurity spending to save money would be a poor long-term decision. A serious data incident could create far higher costs and reputational damage. A third conflict concerns global standardisation and local adaptation. Senior management may want one standard ConnectPlus system because it is easier to manage. Local teams may prefer different rewards and communication methods because customer expectations vary.
A suitable compromise would be one core technology platform with flexibility for local communication, promotions and rewards. Conflict should therefore not always be considered harmful. Constructive disagreement can improve decisions if different stakeholders are listened to respectfully.




AI, Customer Data and Ethical Issues
AI creates both opportunities and ethical risks for ConnectPlus.AI could analyse previous customer behaviour and recommend products that are more relevant. This could make shopping faster and improve customer engagement. However, AI systems may also create bias.
If an algorithm is trained on incomplete or unbalanced information, recommendations may work better for some customer groups than others. The ICO specifically highlights fairness as an important data-protection consideration throughout the AI lifecycle (ICO, 2023). Transparency is also important. Customers should understand when their data is being used to personalise their experience. There is also an ethical difference between helpful personalisation and manipulation.
For example, recommending products that match a customer's preferences may be useful. However, using detailed behavioural information to repeatedly encourage unnecessary purchases could be seen as excessive commercial influence.
In my opinion, ASOS should ask two questions when developing AI features:
Is the activity legally acceptable?
 And is it fair to customers?
Meeting the minimum legal requirement may not always be enough to maintain customer trust.


Critical Evaluation of the Stakeholder Strategy
The proposed strategy has several strengths. First, it combines several theories. Freeman’s (1984) Stakeholder Theory explains why stakeholders matter. Mendelow’s model helps prioritise stakeholders. Mitchell, Agle and Wood’s (1997) model considers power, legitimacy and urgency. RACI explains responsibilities, while the 4Cs support practical engagement.
However, using many frameworks can also make stakeholder management complicated. Managers may spend too much time producing matrices and reports rather than speaking with stakeholders.
Therefore, stakeholder models should guide decision-making rather than becoming administrative exercises. Second, digital communication makes international engagement easier. Apps, surveys, online meetings and dashboards allow ASOS to communicate with people in different locations.
However, online feedback does not necessarily represent all stakeholders. Customers who answer surveys may have different opinions from customers who do not respond. Therefore, ASOS should use several engagement methods. Third, AI personalisation creates a difficult balance.
Greater use of customer data may improve personalisation but also increases privacy and security risks. ASOS therefore cannot simply maximise data collection. Fourth, stakeholder engagement cannot remove every disagreement. Customers may want better rewards and lower prices. Employees may want more resources. Suppliers may want better commercial terms. Investors may want higher returns. It may be impossible to satisfy all of these expectations fully.
In my opinion, successful stakeholder management should not mean making every stakeholder happy. It should mean making decisions that are fair, transparent, evidence-based and sustainable.
Sustainable Stakeholder Engagement and Business Performance
Customer Loyalty and Retention
Strong stakeholder engagement can improve customer loyalty and retention. Blut et al. (2023) found that engagement initiatives can positively influence customer responses, although their effectiveness can differ across platforms. ConnectPlus could support loyalty through rewards, personalised recommendations and relevant communication. However, discounts alone cannot create long-term loyalty. If ASOS provides poor customer service or delivery, customers may still leave. Therefore, ConnectPlus should focus on building long-term customer relationships rather than only increasing sales.
Trust and Reputation
Responsible engagement can improve customer trust and ASOS's reputation. Customers may feel more confident when ASOS clearly explains how their personal data is collected and used. Transparency is also an important UK GDPR principle. However, data breaches, misleading communication or unfair AI decisions could quickly damage trust. In my opinion, customer trust is an important business asset because it can influence reputation, loyalty and future sales.
Employee Engagement and Decision-Making
Employees should understand ConnectPlus and receive suitable training. They can provide useful feedback about customer problems and operational challenges. However, consultation should be genuine. Ignoring employee feedback may reduce trust. Customers, employees, technology partners and regulators also provide different knowledge that can improve business decisions. This supports Freeman's (1984) Stakeholder Theory, which highlights the importance of relationships with different stakeholder groups.
Financial Performance and Sustainability
ConnectPlus could improve financial performance through customer retention, repeat purchases and personalised recommendations. However, ASOS must consider development, cybersecurity, training and compliance costs. Performance should therefore be measured using financial and non-financial KPIs, including sales, retention, customer satisfaction, complaints and privacy incidents.
In my opinion, higher sales alone should not define success. ConnectPlus should also support sustainability. For example, ASOS could reward customers for participating in circular fashion activities. This could balance commercial growth with responsible and sustainable stakeholder engagement.


Recommendations and Conclusion
Based on the analysis, several recommendations are proposed for the successful international launch of ASOS ConnectPlus. First, ASOS should involve important stakeholders, including customers, employees, technology specialists, privacy teams and local-market representatives, from the beginning of the project. This can help identify concerns early and reduce possible resistance. Stakeholder mapping should also be reviewed regularly because stakeholder power, interest and urgency may change during different stages of the project.
ASOS should follow privacy and ethical AI principles when developing ConnectPlus. Only necessary customer information should be collected, and AI recommendations should be regularly checked for possible bias and unfair outcomes. ConnectPlus should also be piloted before launching across all six markets. This would allow ASOS to identify technical problems and collect customer and employee feedback. Employees should receive regular training, while local teams should help adapt communication, rewards and promotional activities to different markets. ASOS should also monitor both financial and non-financial measures, including sales, customer satisfaction, employee engagement, complaints, system performance and privacy incidents.
Overall, the report shows that effective stakeholder engagement is important for the success of ConnectPlus. Freeman’s Stakeholder Theory highlights the importance of considering different stakeholder interests, while Mendelow’s Power–Interest Matrix and the Stakeholder Salience Model can help ASOS prioritise stakeholders. However, these theories have limitations because stakeholder needs and influence can change over time.
In my opinion, ConnectPlus should be treated as both a digital project and a stakeholder relationship project. Advanced technology alone cannot guarantee success if customers do not trust the platform or employees do not support it. Therefore, continuous two-way communication, responsible use of customer data and regular stakeholder feedback are essential. By balancing technological innovation, commercial objectives and stakeholder expectations, ASOS can improve business performance, build long-term trust and create sustainable value across its international markets.
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