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1. Executive Summary 

The launch of ConnectPlus, a digitally enhanced customer loyalty and engagement platform, represents a major strategic initiative for a leading UK‑based international retail and e‑commerce organisation. ConnectPlus integrates AI‑driven personalised recommendations, mobile‑based rewards, and advanced customer insight features designed to strengthen customer retention, support data‑driven decision‑making, and enhance brand differentiation across diverse markets. As the Project Manager, the successful rollout of this platform depends on the effective identification, analysis, and engagement of key internal and external stakeholders whose cooperation is essential throughout the project lifecycle.

This report provides a comprehensive evaluation of the stakeholder landscape associated with the design, development, and international deployment of ConnectPlus. It identifies and categorises stakeholders using recognised frameworks such as the Stakeholder Salience Model and the Interest–Influence Matrix, highlighting their varying levels of power, legitimacy, urgency, and influence. The report also examines the roles, responsibilities, benefits, and challenges associated with each stakeholder group, demonstrating how their involvement shapes project outcomes.

A critical analysis is presented of the mechanisms and strategies required to engage stakeholders effectively across different cultural and market contexts. Frameworks such as the RACI Matrix, 4Cs Model, SWANS/OWANS typology, and structured communication planning are applied to illustrate how collaboration, trust, and commitment can be fostered throughout the project. Conflict‑management approaches are also evaluated to ensure alignment and minimise disruption during implementation.

The report further assesses the benefits, challenges, and ethical considerations associated with stakeholder engagement in a global digital product launch, drawing on academic literature and industry evidence. It concludes by evaluating the long‑term impact of sustainable stakeholder engagement on business performance and provides strategic recommendations to support the successful rollout of ConnectPlus.
2. Introduction 

John Lewis is one of the United Kingdom’s most established retail and e‑commerce organisations, recognised for its employee‑ownership model, strong customer service culture, and long‑standing reputation for quality. Operating across both physical and digital channels, the company has built a brand identity centred on trust, reliability, and customer‑centric values. However, the rapid evolution of digital retail, intensified competition from global e‑commerce platforms, and rising customer expectations have created a need for more advanced, data‑driven engagement strategies.

To remain competitive and strengthen customer loyalty, John Lewis is preparing to launch ConnectPlus, a digitally enhanced customer loyalty and engagement platform. ConnectPlus integrates AI‑driven product recommendations, mobile‑based rewards, and advanced customer insight features designed to improve customer retention, support data‑driven decision‑making, and enhance brand differentiation. The platform will be deployed across selected international markets within six months, requiring coordinated collaboration across multiple departments and external partners.

The introduction of ConnectPlus represents a significant organisational transformation. It requires alignment between internal teams such as IT, product development, marketing, customer service, HR, finance, and senior leadership. It also demands cooperation from external stakeholders including technology vendors, regulators, international retail partners, suppliers, and customers. Each stakeholder group brings unique expectations, interests, and potential challenges, making structured engagement essential for project success.

This report critically examines the stakeholder landscape associated with ConnectPlus, applying recognised frameworks such as the Stakeholder Salience Model, Interest–Influence Matrix, and relationship marketing theory. It evaluates engagement strategies, conflict‑management approaches, and ethical considerations, drawing on academic literature and real‑world industry evidence. The report concludes with recommendations to support sustainable stakeholder engagement and maximise the long‑term value of ConnectPlus for John Lewis.

3 SMART Objectives 
Specific: To design, test, and launch ConnectPlus across five international markets within six months.
 Measurable: To achieve a 20% increase in customer retention and a 15% increase in mobile app engagement within the first year.
. Achievable: To utilise John Lewis’s existing digital infrastructure, customer data capabilities,and cross‑functional expertise.
. Relevant: To support John Lewis’s strategic priorities of enhancing customer loyalty, improving digital competitiveness, and strengthening brand differentiation.
Time‑bound: To complete development, stakeholder training, and market rollout by the end of Q4.

 4 — Stakeholder Identification & Categorisation


The successful design, launch, and adoption of ConnectPlus depends on the effective identification and categorisation of stakeholders whose involvement is essential throughout the project lifecycle. Stakeholder identification is a foundational step in project management, enabling the Project Manager to understand who is affected by the project, who holds influence, and who must be engaged to ensure successful implementation. Freeman (1984) defines stakeholders as “any group or individual who can affect or is affected by the achievement of an organisation’s objectives,” highlighting the broad scope of individuals and groups relevant to ConnectPlus.

Given the scale of this digital transformation project, stakeholders span multiple internal departments, external partners, regulatory bodies, and customer groups. To categorise these stakeholders effectively, this section applies two recognised frameworks: the Interest–Influence Matrix and the Stakeholder Salience Model (Mitchell et al., 1997). These frameworks help prioritise engagement efforts by assessing stakeholders’ power, legitimacy, urgency, interest, and influence.

---

Internal Stakeholders

Senior Leadership (Executive Board, Directors)

Senior leadership holds the highest level of influence due to their authority over strategic decisions, budget approval, and governance. Their interest is also high because ConnectPlus aligns with organisational priorities such as digital transformation, customer loyalty, and international expansion. They are responsible for ensuring the project aligns with long‑term business objectives and risk management strategies.

IT & Systems Integration Teams

The IT department plays a critical role in integrating ConnectPlus with existing systems, ensuring cybersecurity, and maintaining platform stability. Their influence is high due to their technical expertise and control over system architecture. Their interest is also high because the platform’s success depends on seamless technological integration.

Product Development & UX Teams

Product development teams design the platform’s features, user interface, and customer experience. They hold high interest and influence because they shape the functionality and usability of ConnectPlus. Their decisions directly impact customer adoption and satisfaction.

Data Analytics & AI Teams

Data analysts and AI specialists develop algorithms for personalised recommendations and customer insights. Their influence is high because ConnectPlus relies heavily on data‑driven decision‑making. Their interest is also high due to the opportunity to innovate and improve customer engagement through advanced analytics.

Marketing & Communications

Marketing teams develop promotional campaigns, customer onboarding strategies, and communication materials. Their interest is high because ConnectPlus directly affects customer engagement and brand positioning. Their influence is moderate but significant in shaping customer perception.

Customer Service & Retail Operations

Customer service teams support customers during onboarding and troubleshooting. Their interest is high because they interact directly with users and handle feedback. Their influence is moderate, but their role is essential for customer satisfaction and retention.

HR & Training

HR teams coordinate staff training and change management initiatives. Their influence is moderate, and their interest is linked to ensuring staff readiness for the new platform.

Finance

Finance teams manage budgets, ROI analysis, and cost control. Their influence is high due to financial oversight, but their interest may be lower compared to other departments.

---

External Stakeholders

Customers

Customers are central to ConnectPlus’s success. Their interest is high because the platform directly affects their shopping experience, rewards, and data privacy. Their influence is low individually but significant collectively through feedback and adoption rates.

Technology Vendors

External vendors supply software, AI tools, and technical support. Their influence is high due to their role in system functionality. Their interest is also high because ConnectPlus represents a long‑term partnership opportunity.

Regulators (GDPR, Consumer Protection Bodies)

Regulators ensure compliance with data protection laws, AI ethics, and consumer rights. Their influence is high due to legal authority, and their interest is high because ConnectPlus processes sensitive customer data.

International Retail Partners

These partners support local rollout, cultural adaptation, and customer onboarding in international markets. Their influence varies by region but is essential for global deployment.

Suppliers & Brand Partners

Suppliers contribute to reward programmes and promotional partnerships. Their influence is moderate, and their interest is linked to increased customer engagement.

Media & Industry Associations

Media outlets influence public perception, while industry associations provide benchmarking and best‑practice guidance. Their influence is moderate but can impact brand reputation.


	Category:
	Stakeholders

	High influence /high interest 
	Senior leadership,IT,Product development, data analytics, vendors, Regulator

	High influence /low interest 
	Finance,HR

	Low influence /high interest 
	Customers,costumer services 

	Low influence/ low interest 
	Media , suppliers 



This matrix helps prioritise engagement efforts by identifying stakeholders who require close management (high influence/high interest) versus those who require monitoring (low influence/low interest).

---

Stakeholder Salience Model (Mitchell et al., 1997)
The Salience Model categorises stakeholders based on power, legitimacy, and urgency:
• Definitive Stakeholders (high power, legitimacy, urgency):
Senior Leadership, Regulators, Technology Vendors
• Dominant Stakeholders (power + legitimacy):
IT, Product Development, Data Analytics
• Dependent Stakeholders (legitimacy + urgency):
Customers, Retail Operations
• Discretionary Stakeholders (legitimacy only):
Media, Industry Associations


This model highlights which stakeholders must be prioritised due to their ability to influence project outcomes.

 5 — Roles, Responsibilities, Benefits and Challenges 

The successful implementation of ConnectPlus depends on clearly defined roles, responsibilities, benefits, and challenges across all internal and external stakeholders. Understanding these elements enables the Project Manager to anticipate risks, leverage stakeholder strengths, and ensure alignment throughout the project lifecycle. Effective stakeholder role clarity is essential for collaboration, accountability, and performance, particularly in a complex digital transformation project involving multiple markets.

---

Internal Stakeholders

Senior Leadership

Senior leadership provides strategic direction, approves budgets, and ensures alignment with organisational goals. Their responsibilities include overseeing governance, risk management, and long‑term planning.
Benefits: They bring authority, resources, and strategic clarity, enabling the project to progress efficiently.
Challenges: Competing priorities, risk aversion, and resistance to organisational change may slow decision‑making or limit innovation.

IT & Systems Integration

The IT department is responsible for integrating ConnectPlus with existing systems, ensuring cybersecurity, and maintaining platform stability. They manage infrastructure readiness and technical troubleshooting.
Benefits: Technical expertise and control over system architecture ensure a secure and reliable platform.
Challenges: Legacy systems, tight deadlines, and cross‑department dependencies can create bottlenecks.

Product Development & UX

Product developers design platform features, user interfaces, and customer experience flows. They ensure the platform is intuitive, accessible, and aligned with customer needs.
Benefits: Innovation, customer‑centric design, and improved usability support higher adoption rates.
Challenges: Scope creep, resource limitations, and balancing diverse market requirements may affect timelines.

Data Analytics & AI

This team develops algorithms for personalised recommendations and customer insights. They ensure data accuracy, model performance, and GDPR compliance.
Benefits: Advanced analytics improve decision‑making and create competitive advantage.
Challenges: Algorithmic bias, data quality issues, and regulatory constraints require careful management.

Marketing & Communications

Marketing teams create promotional campaigns, customer onboarding strategies, and communication materials. They shape customer perception and drive platform engagement.
Benefits: Increased customer engagement and brand visibility support platform adoption.
Challenges: Cultural adaptation in international markets and managing customer expectations can be complex.

Customer Service & Retail Operations

Customer service teams support onboarding, troubleshooting, and customer feedback. Retail operations ensure staff readiness and in‑store integration.
Benefits: Direct customer insight improves satisfaction and retention.
Challenges: Training needs, increased workload, and inconsistent customer behaviour across markets.

HR & Training

HR manages staff training, capability development, and change management. They ensure employees are prepared for new processes and technologies.
Benefits: Improved staff readiness and organisational alignment.
Challenges: Digital literacy gaps and resistance to new systems may slow adoption.

Finance

Finance oversees budgeting, ROI analysis, and cost control. They ensure financial sustainability and risk mitigation.
Benefits: Financial discipline supports long‑term project viability.
Challenges: Balancing investment with cost constraints may limit resources.

---

External Stakeholders

Customers

Customers benefit from personalised rewards, improved experiences, and enhanced engagement.
Challenges: Privacy concerns, digital literacy differences, and adoption barriers may affect uptake.

Technology Vendors

Vendors supply software, AI tools, and technical support.
Benefits: Access to advanced technology and long‑term partnerships.
Challenges: Integration complexity, dependency risks, and contractual limitations.

Regulators

Regulators ensure compliance with GDPR, AI ethics, and consumer protection laws.
Benefits: Improved consumer trust and legal protection.
Challenges: Navigating evolving digital regulations across markets.

International Retail Partners

Partners support local rollout, cultural adaptation, and customer onboarding.
Benefits: Local expertise and operational support.
Challenges: Market differences, regulatory variations, and operational readiness.

Suppliers & Brand Partners

Suppliers contribute to reward programmes and promotional partnerships.
Benefits: Enhanced customer engagement and cross‑promotion opportunities.
Challenges: Coordination, alignment with platform goals, and contractual constraints.
6 — Stakeholder Engagement Strategy 
Effective stakeholder engagement is essential for the successful design, launch, and adoption of ConnectPlus across diverse local and international markets. As Project Manager, my responsibility is to ensure that all stakeholders remain informed, aligned, and committed throughout the project lifecycle. This section critically explains the engagement processes, mechanisms, and strategies required to foster collaboration, trust, and commitment, drawing on recognised frameworks such as the Interest–Influence Matrix, Stakeholder Typology, SWANS/OWANS, RACI Matrix, Communication Plan, and the 4Cs Model. These frameworks provide structure and clarity, enabling the project to progress smoothly while managing conflicts and cultural differences effectively.

---

6.1 Principles of Effective Stakeholder Engagement

Before applying specific frameworks, it is important to establish the core principles guiding stakeholder engagement:

• Transparency: Stakeholders must receive honest, timely information about project progress, risks, and decisions.
• Inclusiveness: All relevant stakeholders should be involved in discussions that affect their roles or interests.
• Responsiveness: Feedback must be acknowledged and acted upon where appropriate.
• Cultural Sensitivity: Engagement approaches must adapt to cultural norms in international markets.
• Ethical Practice: Data privacy, fairness, and responsible AI use must underpin all engagement activities.


These principles ensure that engagement is not only strategic but also ethical and sustainable.

---

6.2 Applying the 4Cs Model

The 4Cs Model—Communication, Consultation, Collaboration, and Commitment—provides a structured approach to stakeholder engagement.

Communication

Clear communication is essential for keeping stakeholders informed and aligned. For ConnectPlus, communication will include:

• Weekly project updates for internal teams
• Monthly progress reports for senior leadership
• Intranet posts and dashboards for staff
• Customer notifications during rollout
• Vendor coordination meetings
• Regulatory compliance updates


Communication must be tailored to each stakeholder group. For example, senior leadership requires strategic summaries, while IT teams need technical details. International partners may require translated materials or culturally adapted messaging.

Consultation

Consultation ensures stakeholders feel heard and valued. Methods include:

• Customer surveys and focus groups
• Staff feedback sessions
• Vendor workshops
• Regulatory consultations
• Market‑specific advisory groups


Consultation is particularly important for international markets, where cultural expectations and customer behaviour differ. For example, reward preferences may vary significantly between the UK, Middle East, and Asia.

Collaboration

Collaboration fosters shared ownership and reduces resistance. Collaborative activities include:

• Cross‑functional project sprints
• Co‑creation workshops with product development and marketing
• Joint testing sessions with IT and customer service
• Vendor integration workshops
• International partner coordination meetings


Collaboration ensures that ConnectPlus reflects the needs of all stakeholders and reduces the risk of misalignment.

Commitment

Commitment ensures long‑term engagement and accountability. This includes:

• Formal agreements with vendors
• Training programmes for staff
• Readiness assessments for international markets
• Compliance audits
• Performance monitoring


Commitment mechanisms ensure stakeholders remain engaged beyond initial development and into long‑term adoption.

---

6.3 RACI Matrix for Role Clarity

The RACI Matrix clarifies roles and responsibilities, reducing confusion and conflict. For ConnectPlus:

Task	Responsible	Accountable	Consulted	Informed	
Platform Development	Product Dev	Senior Leadership	IT, Data	Marketing	
Systems Integration	IT	CIO	Vendors	Operations	
AI Development	Data Analytics	Head of Data	Compliance	Leadership	
Marketing Campaigns	Marketing	CMO	Customer Service	Customers	
Staff Training	HR	HR Director	Operations	All Staff	
Regulatory Compliance	Compliance	Legal Director	Regulators	Leadership	


This matrix ensures that every stakeholder understands their role, reducing delays and improving coordination.

---

6.4 SWANS and OWANS Typology

The SWANS/OWANS typology helps prioritise engagement based on stakeholder authority, need, and support.

SWANS (Stakeholders With Authority, Need, and Support)

These stakeholders have high influence and must be closely managed:

• Senior Leadership
• IT Department
• Technology Vendors
• Regulators


They require frequent communication, involvement in decision‑making, and proactive conflict management.

OWANS (Stakeholders Without Authority, Need, and Support)

These stakeholders have lower influence but high interest:

• Customers
• Retail Operations
• Customer Service Teams


They require supportive engagement, clear communication, and training to ensure smooth adoption.

---

6.5 Stakeholder Typology and Engagement Approach

Using stakeholder typology (power, legitimacy, urgency), engagement strategies can be tailored:

• Definitive stakeholders (e.g., regulators, senior leadership) require high‑priority engagement.
• Dominant stakeholders (e.g., IT, product development) require regular involvement.
• Dependent stakeholders (e.g., customers) require advocacy and representation.
• Discretionary stakeholders (e.g., media) require monitoring.


This ensures resources are allocated effectively.

---

6.6 Communication Plan

A structured communication plan ensures consistency:

Internal Communication

• Weekly team meetings
• Monthly leadership briefings
• Intranet updates
• Training materials
• Change‑management workshops


External Communication

• Customer onboarding campaigns
• Vendor coordination meetings
• Press releases
• Regulatory compliance updates
• Market‑specific launch communications


Communication must be adapted to cultural norms. For example, some markets prefer formal communication, while others respond better to informal, relationship‑based approaches.

---

6.7 Conflict Management Strategies

Conflict is inevitable in large digital projects. Effective strategies include:

Interest‑Based Negotiation

Focuses on shared goals rather than individual positions.
Example: IT and marketing may disagree on timelines, but both share the goal of a successful launch.

Mediation

A neutral facilitator helps resolve disputes between departments or partners.

Clear Governance

Defined roles, escalation pathways, and decision‑making processes reduce ambiguity.

Cultural Sensitivity

Understanding cultural differences prevents miscommunication in international markets.

Escalation Procedures

Formal escalation ensures conflicts are resolved quickly and do not delay the project.

---

6.8 International Stakeholder Engagement

Launching ConnectPlus across multiple markets requires tailored engagement:

Cultural Adaptation

Reward preferences, communication styles, and customer expectations vary by region.

Regulatory Compliance

Different markets have different data protection laws and consumer rights.

Operational Readiness

Staff training, infrastructure, and customer service must be adapted for each market.

Behavioural Differences

Customer behaviour varies globally; engagement strategies must reflect this.

Continuous Feedback Loops

Regular feedback ensures the platform evolves with market needs.
SECTION 7 — Impact of Sustainable Stakeholder Engagement on Business Performance 

Sustainable stakeholder engagement is a critical driver of long‑term business performance, particularly for a large retail and e‑commerce organisation launching a digital platform such as ConnectPlus. Sustainable engagement goes beyond short‑term communication; it involves building enduring relationships based on trust, transparency, collaboration, and shared value. When stakeholders feel valued and involved, they are more likely to support the project, contribute positively, and remain committed throughout the lifecycle. This section evaluates how sustainable stakeholder engagement enhances organisational performance across operational, strategic, financial, and ethical dimensions.

---

7.1 Strengthening Customer Loyalty and Retention

Customers are central to ConnectPlus, and sustainable engagement directly influences their loyalty and retention. By involving customers through surveys, feedback loops, pilot testing, and personalised communication, the organisation demonstrates responsiveness and customer‑centricity. This builds trust and encourages adoption of the platform.

Sustainable engagement also ensures that customer concerns—such as data privacy, usability, and reward relevance—are addressed proactively. When customers feel heard, they are more likely to use the platform consistently, recommend it to others, and engage with personalised offers. This leads to higher retention rates, increased lifetime value, and stronger brand loyalty, all of which contribute to long‑term business performance.

---

7.2 Enhancing Cross‑Functional Collaboration

Internal collaboration is essential for the success of ConnectPlus. Sustainable engagement fosters stronger relationships between departments such as IT, marketing, product development, customer service, HR, and finance. When these teams communicate regularly, share insights, and collaborate on problem‑solving, the organisation benefits from improved efficiency and reduced duplication of effort.

Cross‑functional collaboration also enhances innovation. For example, data analytics teams can work closely with marketing to refine personalised recommendations, while customer service teams provide real‑time feedback on customer behaviour. This integrated approach ensures that ConnectPlus evolves continuously and remains competitive in a rapidly changing digital landscape.

---

7.3 Supporting Ethical and Responsible Innovation

Sustainable engagement with regulators, compliance teams, and ethical bodies ensures that ConnectPlus adheres to legal and ethical standards. This is particularly important given the platform’s reliance on AI‑driven recommendations and customer data.

Engaging regulators early helps the organisation anticipate changes in GDPR, AI ethics, and consumer protection laws. This reduces the risk of non‑compliance, fines, or reputational damage. Ethical engagement also builds customer trust, as users feel confident that their data is handled responsibly. In the long term, ethical innovation strengthens brand reputation and supports sustainable growth.

---

7.4 Improving Staff Readiness and Organisational Culture

Employees play a crucial role in the successful rollout of ConnectPlus. Sustainable engagement ensures that staff are trained, supported, and empowered to deliver excellent customer experiences. HR and training teams must engage employees through workshops, digital literacy programmes, and change‑management initiatives.

When employees feel involved and valued, they are more likely to embrace new technologies, provide better customer support, and contribute to continuous improvement. Sustainable engagement also fosters a culture of openness, collaboration, and innovation, which enhances organisational performance and resilience.

---

7.5 Strengthening Vendor and Partner Relationships

Technology vendors and international retail partners are essential external stakeholders. Sustainable engagement ensures that these partners remain committed, aligned, and responsive throughout the project lifecycle.

Long‑term vendor relationships lead to better technical support, faster issue resolution, and improved system reliability. Engaging international partners ensures that ConnectPlus is adapted to local cultural, regulatory, and operational contexts. This increases adoption rates and reduces the risk of market‑specific failures.

Strong partnerships also create opportunities for co‑innovation, shared investment, and strategic expansion, all of which enhance business performance.

---

7.6 Enhancing Brand Reputation and Market Position

Sustainable engagement contributes significantly to brand reputation. Transparent communication with customers, regulators, media, and industry associations builds trust and credibility. When stakeholders perceive the organisation as responsible, ethical, and customer‑centric, brand reputation improves.

A strong reputation enhances market position, attracts new customers, and differentiates the organisation from competitors. In the context of ConnectPlus, positive stakeholder engagement signals that the organisation is committed to digital innovation, customer experience, and long‑term value creation.

---

7.7 Supporting Strategic Growth and Competitive Advantage

Sustainable stakeholder engagement supports strategic growth by ensuring that ConnectPlus remains relevant, competitive, and adaptable. Continuous feedback from customers, partners, and internal teams enables the organisation to refine features, improve usability, and respond to market trends.

Engagement also supports data‑driven decision‑making. Insights from analytics, customer behaviour, and market feedback help the organisation identify new opportunities, optimise marketing strategies, and enhance product development. This leads to sustained competitive advantage and long‑term profitability.

---

7.8 Creating a Culture of Continuous Improvement

Sustainable engagement fosters a culture where stakeholders feel comfortable sharing feedback, raising concerns, and suggesting improvements. This culture of continuous improvement ensures that ConnectPlus evolves with changing customer expectations, technological advancements, and market dynamics.

Regular reviews, performance monitoring, and stakeholder consultations help identify gaps and opportunities. This proactive approach enhances agility, innovation, and long‑term organisational performance.
SECTION 8 — Recommendations and Conclusion 

8.1 Recommendations

To ensure the successful design, launch, and long‑term adoption of ConnectPlus across local and international markets, the following recommendations are proposed:

1. Strengthen Cross‑Functional Collaboration
John Lewis should continue developing cross‑departmental working groups involving IT, product development, marketing, customer service, HR, and data analytics. Regular joint workshops and shared project dashboards will enhance transparency, reduce duplication, and improve decision‑making.

2. Enhance Customer Transparency and Trust
Clear communication regarding data usage, AI‑driven recommendations, and privacy protections is essential. Providing customers with accessible privacy controls and transparent explanations of how their data supports personalised rewards will strengthen trust and adoption.

3. Invest in Staff Training and Change Management
Comprehensive training programmes should be implemented to ensure staff readiness across all markets. Digital literacy workshops, onboarding guides, and scenario‑based training will help employees confidently support customers during rollout.

4. Strengthen Vendor and Regulatory Relationships
Long‑term partnerships with technology vendors and proactive engagement with regulators will ensure compliance, reduce risk, and support continuous innovation. Regular compliance audits and vendor performance reviews should be integrated into project governance.

5. Localise International Rollout Strategies
Cultural, behavioural, and regulatory differences across markets require tailored engagement strategies. Local market teams should be empowered to adapt communication, reward structures, and onboarding processes to ensure relevance and adoption.

---

8.2 Conclusion

Sustainable stakeholder engagement is fundamental to the successful launch and long‑term performance of ConnectPlus. By applying structured frameworks such as the Stakeholder Salience Model, Interest–Influence Matrix, RACI Matrix, SWANS/OWANS typology, and the 4Cs Model, John Lewis can ensure that stakeholders remain informed, aligned, and committed throughout the project lifecycle. Effective engagement fosters trust, collaboration, ethical innovation, and operational readiness, all of which contribute to improved customer loyalty, stronger cross‑functional performance, and enhanced brand reputation.

As the retail and e‑commerce landscape continues to evolve, ConnectPlus represents a strategic opportunity for John Lewis to strengthen its digital capabilities and competitive advantage. Through sustained stakeholder engagement, continuous improvement, and culturally sensitive international rollout, the organisation can maximise the long‑term value of ConnectPlus and support its broader digital transformation goals.
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