[image: ]

[bookmark: _flglyvqdrjd8]
[bookmark: _valm2w6ttdhf]Understanding the Importance of Stakeholder Engagement in the Successful Launch of Tesco ConnectPlus
Module Code: LCLM5001
Luna Begum 
Student ID - 2437661












Executive Summary

The report focused on the cruciality of stakeholder engagement for the successful rollout of Tesco PLC's stakeholder engagement platform “ConnectPlus”. It identified the key internal and external stakeholders in the effort, and assessed their relevance, concerns and roles throughout the comprehensive implementation process. The report was based on a set of theories such as Freeman's Stakeholder Theory and Mendelow's Power–Interest Matrix, which were used to guide the engagement and communication strategies. The opportunities and challenges for stakeholder engagement were also discussed in the report. It demonstrated how good communication, listening sessions and collaborative problem-solving reduced the pushback between organisations, increased collaboration and decision making across the project, and enhanced buy-in from stakeholders. Other factors were also considered, including ethical concerns regarding data privacy, AI governance, and regulatory compliance, which are all important for maintaining trust and confidence among stakeholders. Further, the report explored the impact of sustainable engagement of stakeholders on customers, employees, suppliers, shareholders, regulators and communities in the immediate vicinity – in terms of the value delivered by the ongoing engagement of stakeholders for the organisation after the first project run. It has also proposed a few recommendations to strengthen those stakeholder relationships within the six-month time frame for implementation, helping to facilitate a seamless implementation of the project and consistent performance across the organisation.







Contents
1. Introduction to Tesco PLC	4
2. SMART Objectives	5
3. Identification of Key Stakeholders	6
Internal stakeholders	7
External stakeholders	7
4. Stakeholder Mapping and Analysis	8
Power Interest Matrix	8
5. Roles and Responsibilities of Key Stakeholders	10
6. Benefits and Challenges of Stakeholder Engagement	12
7. Communication Plan	13
8. RACI Matrix	15
9. Stakeholder Engagement Process and Conflict Management	16
10. Impact of Sustainable Stakeholder Engagement on Tesco's Business Performance	18
11. Recommendations	20
12. Conclusion	20
Reference List	21












[bookmark: _Toc234702555]1. Introduction to Tesco PLC
Tesco PLC is the largest food retailer in the United Kingdom and is among Europe's more robust retailers. It was established in 1919 by Jack Cohen, and over the years it evolved from a market stall to an international retail operation that owns supermarkets, convenience shops, online grocery platforms, banks and mobile telecommunications companies, as well as digital retail services. With more than 330,000 employees worldwide, it currently caters to millions of customers each week in the U.K., the Republic of Ireland and Central Europe (Tesco, 2024).
Digital transformation is now a big deal in Tesco’s long-term strategy. There has been a dramatic change in shopper behaviours following COVID-19 and today the shopper expects an integrated omnichannel experience, with little association between the offline and online aspects, and always tailored too just them. Tesco has responded with targeted investments in online grocery businesses, as well as more AI and customer insights, and is relying on data-informed decisions for daily operations. The Tesco Clubcard programme is also now one of the largest loyalty programmes in the UK. It not only collects valuable behavioural insights that inform and refine Tesco's personalisation-driven promotions but also contributes to informing business strategies (Tesco, 2024).
Despite these advancements, the growing levels of competition from Amazon Fresh, Aldi, Lidl, Sainsbury's and Ocado are continuing to challenge Tesco to deliver continuous innovation. Right now, shoppers are increasingly demanding more personalised store experiences, more mobile-first engagement and more real-time, online reward interactions. At the same time, the public grave concern about the privacy of data, ethical usage of AI, and cybersecurity, which has confirmed greater expectations for responsible digital development (Porter and Kramer, 2019).
Tesco is going to stay competitive with its customer engagement platform ConnectPlus — although a little more than usual, this is an advanced AI that promises, “personalised product suggestions, digital rewards, predictive shopping assistance and customer analytics”. ConnectPlus will offer individual offers, tailored around buying patterns, the frequency at which shoppers visit, location data, household makeup and seasonal trends unlike the current Clubcard system, using machine learning algorithms. Individuals will be receiving promotions depending on the movement they make through their exclusive mobile application, and Tesco will simultaneously capture much deeper customer insight to inform its product development, pricing and inventory planning.
For this reason, this report will investigate and analyse stakeholders which are associated with the ConnectPlus implementation, evaluate each stakeholder for their contribution to the performance of the project and finally propose viable lines of engagement which would help ConnectPlus in Tesco UK as well as other international locations can be delivered successfully.
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	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Increase customer adoption
	Launch ConnectPlus across UK stores and online platforms
	Achieve 65% customer registration
	Supported by existing Clubcard database and mobile app
	Strengthens customer loyalty and digital engagement
	Within six months of launch

	Improve stakeholder engagement
	Develop structured engagement activities for all major stakeholders
	Achieve over 85% stakeholder satisfaction
	Dedicated project governance and communication resources available
	Supports successful project implementation
	Throughout the project lifecycle

	Improve employee readiness
	Train customer-facing and digital teams
	95% training completion rate
	Existing Tesco Learning Academy supports delivery
	Reduces implementation resistance
	Before system launch

	Ensure regulatory compliance
	Maintain GDPR and AI governance compliance
	Zero major compliance breaches
	Supported by Legal and Information Security departments
	Protects customer trust and company reputation
	Before and after implementation

	Enhance customer retention
	Increase repeat purchasing using personalised recommendations
	Improve Clubcard retention by 10%
	AI analytics enable targeted promotions
	Supports Tesco's long-term growth strategy
	Within 6 months after launch
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Stakeholders are “people or groups who affect or are affected by the organisation's objectives,” (Freeman, 1984). A stakeholder identification exercise done properly will enable project managers to allocate resources appropriately – and even anticipate risks and sources of resistance.
Importance of Stakeholders in Project Success
Stakeholder identification is only the beginning of stakeholder management. Stakeholders sometimes have an influence on organisational decision-making, as they contribute with financial facilities, operational skills, technical knowledge, regulations and even user feedback. It is for this reasons that their expectations can shape the process of project planning, how implementation is carried out and organisational success at the end of the project (Freeman, 1984). Senior management provides strategic direction in ConnectPlus and makes financial investments for the project to ensure adequate resources for the project team throughout implementation. Through normal day-to-day conversations, the employees impart their operational know how and occasionally assist customers on the new platform for take up. Whether the platform is successful as a viable business model is very much at the behest of the customers as their engagement depends largely on their willingness to adopt Tesco's AI-powered recommendations and responsibly hand over their personal details or data. Suppliers ensure that the technical underpinning and even the product availability remains reliable. In the interim, regulators will keep consumers' rights protected through the enforcement of UK GDPR compliance and data protection laws. Stakeholders are not only significant for the implementation of the project, but also regarding the public perception of the organisation, its innovation potential and competitive advantage. Failure to engage stakeholders effectively can lead to implementation delays, greater resistance to the change, low customer uptake and even damage the brand. (Bryson, 2018; Bourne, 2016).
When it comes to ConnectPlus, the stakeholders can be separated into internal and external.
[bookmark: _Toc234702558]Internal stakeholders
Senior leadership provides strategic direction as well as financial resources and monitors project. Their involvement is significant as the change required for digital transformation is extensive and with significant investment and real organisational change. Executive sponsorship helps to make project priorities seem legitimate across the departments and that helps coordination (PMI, 2021).
Project management team involved in planning, scheduling, budgeting, communications and risk management. They do not simply keep projects on track technically; they also ensure interdependence and alignment of business processes and ensure the project objectives are aligned with the organisational mission.
The Information Technology department design, develop, test and integrate ConnectPlus with Tesco's current systems including Clubcard, online shopping platforms, supply chain software. Due to the technological complexity, the IT professionals are one of the most influential stakeholder groups.
ConnectPlus provides insights that marketing teams use to create personalised marketing campaigns and customer communications and promotional strategies. The ability to report on customer data and make it actionable towards marketing efforts directly affects the project's success.
Managers and frontline workers are another key stakeholder group; primarily because they interact with consumers on a daily basis. They lay out the platform benefits, they fix ongoing customer questions and they push for adoption. Implementing without any opposition from the front-line staff, can dampen down implementation despite the technical aspects being very good.
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It is customers as the principal outside interest group, as they are the group for which ConnectPlus has been created to improve quality of shopping experience for. Customer acceptance will impact adoption, drive improvements in customer loyalty and commercial ROI.
Cloud infrastructure, AI software, cyber security services and mobile app support are the services offered by technology suppliers. In addition to helping to successfully implement the technical aspects, they also reduce the risk of development.
Product suppliers share inventory, promotion activity and product availability information to work together. With better supplier integration comes greater forecasting accuracy and customer satisfaction as well.
GDPR compliance, customer privacy and responsible data processing assessed by government regulator – Information Commissioner's Office (ICO). If they find they are not being adhered to, there can be major financial penalties, as well as loss of brand.
Investors and shareholders will be interested in ascertaining the sustainability of ConnectPlus' profit/loss footing whilst also being cohesive with Tesco's broader digital transformation plans.
For-profit organizations have every stakeholder group with a unique set of expectations that requires ongoing stakeholder engagement, according to the Freeman's Stakeholder Theory each brings different value. According to Freeman, Harrison and Zyglidopoulos (2018), the social studies schools with the most positive climate performed best. 
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Successful stakeholder management begins by identifying which individuals and/or groups will have the greatest influence on the success of the project. The Mendelow's Power-Interest Matrix is widely adopted as it enables the project manager to categorize the level of involvement he or she can give each stakeholder in the project based on the level of power the stakeholder holds and their level of interest in the project, rather than treating everyone as a 'one size fits all' approach (Mendelow, 1991). 
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High Power – High Interest (Manage Closely)
· Executive Board
· Chief Executive Officer
· Digital Transformation Director
· Project Manager
· IT Department
· Marketing Director
· Data Protection Officer

These stakeholders have significant influence on the funds to be invested in a project, decisions to be made about the project and its strategic direction, and the ultimate decisions that are made. They'll need a clear line of communication for example, weekly meetups, updating progress dashboards and some of the more advanced review sessions to ensure that everyone is on the same page. As Bourne (2016) states, constant communication with strong influential stakeholders usually contributes to better results for projects, by gaining stakeholders' support to expedite decisions and ease the process of resource allocation.

High Power - Low Interest (Keep Satisfied)
· Shareholders
· Financial Institutions
· Government Regulators
· Information Commissioner's Office (ICO)
· Major Technology Vendors

Although these groups may not appear in day-to-day project activity, they nevertheless influence project due process, funding policies and legal compliance. They might leave you with late funding, regulatory investigations or contract disputes if they are not adequately met (PMI, 2021).

Low Power - High Interest (Keep Informed)
· Customers
· Store Managers

The project affects the following groups directly: Store Employees, Customer Service Teams and Product Suppliers and a few others. So, they need frequent updates and frequent consultation opportunities and proper training as well. Often in practice their operational know how is what gets them past implementation issues that senior management may not see. (Kotter, 2012).

Low Power – High Interest (Keep Informed).
· Local Communities.
· Media Organisations,
· Consumer Interest Groups,
· Environmental Organisations.
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ConnectPlus implementation procedures involve a different blend of skills and capabilities, resources and power from each of the stakeholders involved. But all of that has something to do with this: when everybody understands their respective roles, accountability increases and you'll see less replicas of work done, you'll see less little communication failures.
The strategic direction is provided by the Executive Board, while its budgets, project performance and alignment to Tesco's longer term digital transformation strategy are ensured by the Executive Board. Their persistent sponsorship is a powerful organisational message and enables project managers to cope with issues requiring executive action (Too and Weaver, 2014).
The Project Manager coordinates most of the project activities, scheduling, communication with the stakeholders, risk management and also project performance monitoring. In addition to the normal managerial responsibilities, the project manager acts as a quasi "liaison bridge" between the technical specialists and the managers of the business as well as the environmental stakeholders. A good leader will know how to navigate these different stakeholder interest areas while maintaining project objectives (PMI, 2021).
Meanwhile, the IT Department builds the mobile application and then integrates artificial intelligence algorithms with Tesco’s current digital infrastructure, while making sure the cybersecurity requirements are met. Because ConnectPlus handles a large volume of customer data, IT professionals work very closely with the cybersecurity team to reduce security threats, as much as possible.
The Marketing Department transforms the knowledge of the customer into personalised communication with the customer, segmenting, and digital interaction campaigns. Their actions have a high impact on the speed with which customers adopt ConnectPlus as high levels of perceived value are essential to making personalized suggestions relevant to the customer (Payne and Frow, 2017).
The Data Protection Officer makes sure the UK GDPR, and the Data Protection Act 2018 are fully followed. This means privacy impact assessments are conducted, AI governance is assessed, and consent processes are clearly and not behind-the-scenes implemented. Ethical governance is more crucial than ever with growing attention on personal data usage (Floridi et al., 2018).
Store Managers assume responsibility for the rollout at physical sites; they manage staff coaching and stimulate customer participation. Although they may have low power within the organisation, employees are one of the most influential stakeholders. Employees' confidence often influences customers' acceptance, especially when they are trying out new technologies (Kotter, 2012).
In practice, customers determine if ConnectPlus is commercially successful or not, based on platform adoption rates, continued use, and buying habits. Nowadays, the concept of stakeholder theory has evolved into involving customers as active value producers rather than passive receivers of products/services (Freeman et al., 2018).
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But stakeholder engagement only brings meaningful organisational gains when it is done right, not just better communication. It can build trust, alleviate confusion and provide the opportunity for co solving in involved programmes and initiatives.
One big benefit is improved decision making. Stakeholders add different kinds of expertise, experiences and insights for Smart planning. Customers’ perspectives on their buying habits, employee observations on problems, suppliers discuss their technical knowledge, and regulators articulate their compliance requirements. This intelligence as a group raises the standard of a project and reduces the number of costly implementation mistakes (Bryson, 2018).
One key positive is a decrease in resistance to organisational change. Digital transformation often throws up all sorts of questions concerning new technologies and how this affects one's role and new working methods. Early involvement of stakeholders creates a sense of ownership and commitment, and helps to reduce employee anxiety (Kotter, 2012).
Somehow, stakeholder involvement raises innovation, too! Tesco can be in a position to provide their customers with digital solutions that focus on what the customer wants rather than just delivering on the innovation of technology itself, while they market teams are working with the IT specialists, customers and suppliers. ConnectPlus' responsiveness to consumers' changing tastes and preferences is enabled by the real-time feedback from customers.
Secondly, good engagement helps to solidify an organization's reputation. Openness, integrity and proper management and care of information are being considered by people in their assessment of companies. Furthermore, open dialogue with stakeholders can give public confidence, and at the same time help to strengthen Tesco corporate image (Freeman et al., 2018).
Despite those advances, there are a handful of issues with stakeholder engagement.
The first challenge is about conflicting stakeholder priorities. The priorities for shareholders are performance and ROI, for customers there's an interest in better privacy protection, for employees there's an interest in workload manageability, and for regulators it's about legal compliance. Balance is a “continual negotiation and some compromise” (Bourne, 2016).
Secondly, communication complexity climbs quite a lot inside multinational organisations. Tesco operates in various countries with different language, cross-cultural organizational context and regulatory environment. Without effective communication you can find yourself with misunderstandings and repetitive streams of work or even disgruntled stakeholders (PMI, 2021).
Data privacy and cybersecurity are other major obstacles. Artificial Intelligence and Customer behaviour data, connecting plus requires such information, but heavily. Even though consumers take advantage of personalized recommendations, they are gaining insight into the way companies collect, analyse and retain individual data. With technological enhancements, the loss of customer trust may occur if transparency is not maintained (Floridi et al., 2018).
Organisation pushback still needs to be done by project managers. Employees may be concerned about automation, additional responsibilities or replacement of new and unknown tools. (Kotter, 2012).
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It is crucial to have a structured communication plan in place which ensures that all the stakeholders are getting the right information, at the right time, via the right communication channel(s). The PMI (2021) highlights that communication failures are among the top causes of project delays and stakeholder resulting dissatisfaction. 
Communication is important for the ConnectPlus project to promote transparency and collaboration throughout planning, development, testing and implementation and must be enabled to promote on-going feedback.
	Stakeholder
	Communication Method
	Frequency
	Purpose
	Owner

	Executive Board
	Executive meeting and dashboard reports
	Monthly
	Strategic progress and approvals
	Project Manager

	Project Team
	Daily stand-up meetings
	Daily
	Task coordination and issue resolution
	Project Manager

	IT Department
	Technical workshops and Microsoft Teams
	Weekly
	System development and testing
	Technical Lead

	Marketing Team
	Progress meetings and shared reports
	Weekly
	Campaign planning and launch activities
	Marketing Manager

	Store Managers
	Video conferences and newsletters
	Fortnightly
	Operational readiness and training
	Operations Manager

	Employees
	Training sessions, intranet and emails
	Weekly before launch
	User readiness and awareness
	HR Manager

	Customers
	Mobile notifications, email campaigns and website
	Before and after launch
	Promote ConnectPlus adoption
	Marketing Department

	Suppliers
	Online meetings and procurement portal
	Monthly
	System integration and logistics
	Procurement Manager

	Shareholders
	Quarterly business reports
	Quarterly
	Project performance and investment updates
	Executive Board

	Information Commissioner's Office (ICO)
	Compliance documentation and formal reports
	When required
	Regulatory compliance
	Data Protection Officer







The communication plan not only keeps stakeholders informed throughout the entirety of the project's life cycle, but it also helps lessen uncertainty and makes participation happen more easily. High-level stakeholders receive strategic reports keeping governance on track, while operational stakeholders are offered more concrete suggestions for implementation that they can turn into day-to-day actions. 
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The RACI Matrix provides a breakdown of responsibilities with stakeholders and identifies those stakeholders who need a high-level view of events yet will not have any part in the decision making or responsibility for completing the work (Responsible, Accountable, Consult, Informed, PMI, 2021). The confusion around accountability during complex digital transformation projects is lessened by having roles defined.

RACI Matrix
	Project Activity
	Executive Board
	Project Manager
	IT Team
	Marketing
	Store Managers
	Employees
	Data Protection Officer

	Project Approval
	A
	C
	I
	I
	I
	I
	I

	Requirements Gathering
	I
	A
	R
	C
	C
	C
	C

	System Development
	I
	A
	R
	C
	I
	I
	C

	AI Testing
	I
	A
	R
	I
	I
	I
	C

	GDPR Compliance
	I
	C
	C
	I
	I
	I
	A/R

	Employee Training
	I
	C
	C
	I
	A
	R
	I

	Customer Marketing Campaign
	I
	C
	I
	A/R
	I
	I
	C

	Platform Launch
	A
	R
	R
	R
	C
	C
	C

	Post-launch Evaluation
	C
	A
	R
	R
	C
	C
	C




[bookmark: _Toc234702566]9. Stakeholder Engagement Process and Conflict Management

Unlike handing out information, dealing with stakeholders effectively is more than that. The stakeholder thought in the modern context emphasizes on continuous interaction and consistent check-ins and effective relationship development throughout the project lifecycle (Freeman et al., 2018). Therefore, the 4Cs stakeholder engagement framework should be used by Tesco. It has as components Communication, Consultation, Collaboration and Commitment.

Communication

Communication truly is the foundation of stakeholder engagement – it develops clarity and confidence. As the ConnectPlus project rolls out, Tesco should provide regular updates on the state of the project, some important stages of implementation, as well as risks that may occur and what organisational benefits are expected. Communication should be done through many different mediums within Tesla, such as sectors like Microsoft Teams, executive dashboards, email newsletters, webinars and customer mobile notification.
Open communication also minimises rumours and the entire uncertainty even if they are impatient. Kotter (2012) argues employees become more supportive of organisational change when management communicates in a consistent and truthful way about project aims and the expected results.

Consultation

Consultation brings stakeholders into the project’s decision making instead of merely getting updates and is more “in the loop” for most stakeholders. Tesco should involve store personnel, Marketing experts, suppliers alongside the customers via workshops, pilot testing and conducting customer surveys during the development of ConnectPlus.
One of the components that must be done especially well is customer consultation – the services that will be used digitally must match those behaviours of the customer while omitting organisational assumptions. Meanwhile, frontline staff are more likely to encounter operational issues that escape the notice of higher management, since they interact with customers on a daily basis.

Collaboration

Collaboration means that stakeholders need to get involved, actively, in designing and putting project solutions into practice. ConnectPlus shouldn't separate departments, it should encourage cross functional work including IT departments, marketing, legal, customer service, finance & retail all together.
Regular stakeholder input, incremental improvement and learning throughout, and the opportunity for agile project management techniques support this approach to working (Highsmith, 2019). Such collaborations naturally tend to spur innovation, while potentially reducing deployment risks, all at once.

Commitment

Last phase involves long term commitment of the stakeholders and not just a short-term cooperation. There must be continuous learning opportunities for the employees, continuous improvement in services for the customers and continuous cooperative relationship with suppliers. Being able to hold onto that longer horizon is helping ConnectPlus to continue to make organisational value beyond the initial outpost period.

Conflict Management

Stakeholders' different goals, focus areas and expectations suggest that there will be conflict, which can manifest itself in day-to-day decisions. Shareholders, for example, may call for quicker monetary returns, customers for technical reinforcement of privacy protections. They may want more training while at the same time senior management is interested in trying out project cost cutting.
The Project Manager should use the Thomas-Kilmann Conflict Management Model, to handle the different conflict situations in a suitable way (Thomas and Kilmann, 1974).
A collaborating approach should be adopted in the regulatory compliance dialogue since the same end game is at play for Tesco and regulators - safeguarding of customer information. Collaboration is likely to lead to mutually agreeable solutions.
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Sustainable stakeholder engagement reaches past hitting the immediate project aims, and it carries on building long term economic social, and organisational value. Tesco's ConnectPlus is not only focused on the near-term returns, but on maintaining positive relationships with all stakeholders throughout the project and beyond. According to Freeman et al. 2018 sustaining the ability of organisations to obtain competitive advantages is premised on their capacity to continually balance the needs of stakeholders, as opposed to simply prioritising the interests of shareholders. The greatest impact is felt by customers, not internal teams. Honesty and transparency are of considerable importance in the context of AI and ethical data governance and privacy protection, among others relevant issues, if you want to engage sustainably. Trust and confidence in the ConnectPlus platform grow as a result, even if consumers are somewhat hesitant. If consumers feel customer data is being used responsibly, they are more likely to opt-in to a customised loyalty offer – leading to improved customer retention and lifetime value for Tesco. Staff also reap huge benefits from sustainable Stakeholder engagement – it feels more stable – and they can do better. Continued advice, education and participation in day-to-day decisions translates to sovereign employees through the minefield of digital transformation – and less resistance to change in the organisation. The employees who truly understand the strategic intent behind ConnectPlus are more likely to evangelise its use effectively; and as a result, its customers' experience improves as does the organisation's performance. As cited in Kahn 1990, increased employee engagement is associated with increased productivity, increased employee commitment and reduced turnover figures. Technology suppliers and business partners stand to benefit from sustained, collaborative partnerships which result in improved, more accurate forecasting, inventory control and streamlined daily operations. Wherever such partnerships remain viable, they are likely to be innovation-enabling and enable digital supplier investments in integration with greater levels of confidence, not to mention reducing waste throughout the supply chain. Such togetherness also supports Tesco's efforts associated with green sustainable business, as logistics planning enhances, and there are fewer transportation or losses from having extra stocks that they cannot move around. It improves shareholders' value, as sustainable stakeholder management helps to reduce organisational risk, which helps to preserve the longer-term profitability for the business. While these things can increase the costs of the project in the short-term, the employee training, cybersecurity and stakeholder communication may have to be included, implementation failures, regulatory penalties, and reputational risks will all be avoided. Tesco operates responsibly with care and attention to ethical choices, as well as complying with the UK GDPR and other relevant laws, and it does make a difference. These steps lower legal risks while at the same time reinforcing the company’s credibility, and public reputation. When governance is transparent it's also good for broader environmental, social and governance (ESG) goals that today investors, customers and regulators seek more and more. Clients receive services that are personalized and felt to be trustworthy, and staff members have regular opportunities for further development. Suppliers also remain invested in the partnership over the long run and shareholders can enjoy financial stability. At the same time the regulators noticed enhanced compliance results. (Porter and Kramer, 2019).
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The present analysis suggests the following recommendations:
Tesco should establish a permanent stakeholder engagement office; this office should oversee the stakeholder engagements throughout the full ConnectPlus lifecycle.
Quarterly stakeholder satisfaction surveys should be introduced to identify any potential issues as early as possible to avoid them becoming meaningful project risks to manage latter on.
As AI continues to advance, there needs to be ongoing training for employees to ensure they feel confident with digital tools, not just resists changes within the organisation, so they have the context they need alongside tools.
Tesco needs to be open and transparent about AI governance and their reporting on data privacy, ensuring the ethical handling of customer information, and adhering to the standards of the United Kingdom General Data Protection Regulation (UK GDPR).
Maintaining a team approach between these cross-functional teams of IT, Marketing, Legal, retail is important post-implementation as well to ensure that the platform is continually upgraded and momentum is not lost.
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In addition to technological quality, ConnectPlus is successful because stakeholders are actively engaged through all stages of the project, even in light of sometimes demanding timelines. As has been highlighted in this report, stakeholders' influence, interest and expectations are different and this formulates the necessity of adapting engagement strategies to the target groups and timing.
Mendelow's Power-Interest Matrix combined with stakeholder theory, the 4Cs engagement framework and communication planning, and the RACI Matrix to aid the Tesco's company in enhancing collaboration, minimizing “no’s from within and increasing stakeholders' buy-in. Furthermore, where sustainable involvement exists, perceptions of customer trust increase, as employees are more productive, innovation is easier to achieve, and regulatory compliance is more stable and with a lower risk of issues.
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