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Executive summary

[bookmark: _Int_3ktfUzsZ]This report examines the importance of stakeholder engagement in supporting the successful implementation of ConnectPlus at JD Sports Fashion plc. ConnectPlus is a digitally enhanced customer loyalty and engagement platform that uses AI-driven personalised recommendations, mobile-based rewards and customer insights to improve customer retention, decision-making and competitive advantage. The project is planned for implementation across selected UK and international markets within six months.
[bookmark: _Int_ZMP28st5]The report shows and analyses key internal and external stakeholders involved in the project, including senior management, the Project Manager, IT and software development teams, employees, customers, technology partners, and regulatory authorities. Stakeholder management frameworks, including Mendelow’s Power–Interest Matrix and the Stakeholder Salience Model, are used to assess stakeholder influence, interest, and expectations.
[bookmark: _Int_4rtGHJK4][bookmark: _Int_kO7ncjLk]The report also evaluates stakeholder roles, responsibilities, benefits, and challenges and develops an engagement strategy using communication planning, the 4C’s model and a RACI matrix. Different communication and engagement approaches are recommended according to stakeholder needs, while conflict management strategies are considered to address competing interests and resistance to change.
[bookmark: _Int_UewcwYpZ][bookmark: _Int_TqXMTJEf][bookmark: _Int_cJMidwvq]Finally, the report evaluates the impact of sustainable stakeholder engagement on business performance. It concludes that continuous communication, consultation, collaboration and stakeholder feedback can strengthen trust, customer satisfaction, innovation and long-term business performance. Several recommendations are provided to support the effective implementation and ongoing development of ConnectPlus.
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Introduction

JD sports fashion plc is one of the United kingdom’s leading multinational sports fashion retailers, specialising in sportswear, footwear, and athletic accessories. Established in 1981 in Manchester, the company has expanded significantly and now runs across Europe, north America, Asia, and the middle east through an integrated network of physical stores and digital platforms. Its business strategy focuses on delivering premium costumer experiences to, strengthening partnerships with global brands such as Nike, Adidas and Puma, and investing in digital innovation to support a competitive advantage with the retail industry. (JD Sports Fashion plc,2026)
[bookmark: _Int_zX6xtMR3][bookmark: _Int_tW3ACYZF]To strengthen costumer relationships and to improve long term business performance, JD Sports intends to introduce ConnectPlus, a digitally enhanced costumer loyalty and engagement platform. According to project scenario, the platform will integrate artificial intelligence (AI)-driven personalised recommendations, mobile based rewards and data driven costumer insights to improve costumer retention, support strategic decision-making and differentiation from the competition. The platform is scheduled to be launched across selected local and international markets within six months, making effective project planning and stakeholder engagement essential for its successful implementation.
[bookmark: _Int_hKzlRJvJ][bookmark: _Int_q7DCesTp][bookmark: _Int_BjcKq655][bookmark: _Int_faaNITXg][bookmark: _Int_4fb69D9D]Stakeholder engagement is widely recognised as a fundamental part of successful project management because stakeholders can influence project outcomes through their interests, expectations, expertise and decision-making authority. Freeman (1984) argues that organisations achieve greater long-term success when they effectively manage relationships with the individuals and groups who can affect or are affected by organisational objectives. Within the ConnectPlus project, stakeholders such as senior management, employees, costumers, technology partners, and regulatory authorities will all play significant roles in ensuring that the platform is implemented successfully. Effective engagement can improve communication, encourage collaboration, reduce resistance to organisational challenge, and minimise project risks throughout the project lifecycle (Donaldson and Preston, 1995).
SMART Objectives


	Objectives 
	Specific 
	Measurable 
	Achievable 
	Relevant 
	Time-bound

	Increase costumer adaptation
	Launch ConnectPlus across selected UK and international markets with AI driven personalised rewards.
	Achieve 25% costumer registration within six months of launch.
	Allocate dedicated project teams, marketing resources, and IT support to ensure successful implementation
	Supports JD strategy of improving costumer loyalty and digital engagement.
	Platform fully launched within 6 months.

	Improve costumer retention
	Use personalised offers and rewards to encourage repeat purchases.
	Increase costumer retention by 15% during the first 6 months.
	Use existing costumer data and AI technology to personalise recommendations.
	Helps increase costumer loyalty and long-term profitability.
	Achieve target within 6 months of launch.

	Strengthen stakeholder engagement 
	Engage all key internal and external stakeholders through planning.
	Ensure 80% of key stakeholders in scheduled project meetings and engagement activities.
	Assign clear stakeholder responsibilities and communication channels.
	Effective stakeholder engagement is essential for successful project delivery.
	Before platform launch.

	Enhance employee capability
	Train costumer service sales and marketing employees to use ConnectPlus effectively 
	Train 95% of relevant employees before launch.
	Deliver workshops, online training, and user guides.
	Ensures employee can support costumers and maximise platform adoption.
	Complete training one month before launch.

	Improve costumer satisfaction
	Deliver a seamless digital loyalty experience through ConnectPlus
	Increase costumer satisfaction by 20% measured using costumer surveys and Net Promoter Score (NPS).
	Monitor costumer feedback and continuously improve platform performance. 
	Supports JD costumer experience strategy.
	Within 6 months of implementation.




Stakeholder Identification and Analysis.

[bookmark: _Int_Bj5cuGMR][bookmark: _Int_qRD0vi8i][bookmark: _Int_MVmGNCFY]Stakeholders are individuals, groups or organisations that can influence or are influenced by the outcome of a project. Freeman (1984) defines stakeholders as any individual or group that can affect, or is affected by, the achievement of an organisation’s objectives. In the context of ConnectPlus project at JD sports Fashion plc, stakeholders play a critical role in ensuring the successful planning, development, implementation, and long-term adoption of the AI powered costumer loyalty platform. Their interests and expectations and the level of influence vary throughout project lifecycle, making stakeholder identification and analysis an essential element of effective project management (Olander, 2007).
[bookmark: _Int_Tz51QWEx][bookmark: _Int_0ZZBmy8L][bookmark: _Int_gxCwqwkd]Identifying stakeholders at an early stage enables project managers to understand stakeholder expectations, assess potential risks, prioritise communication and allocate resources effectively. It also supports informed decision making, encourages collaboration and reduces the likelihood of resistance to organisational change. Failure to identify key stakeholders may result in project delays, increased costs, communication breakdowns, and reduced costumer acceptance of the ConnectPlus platform.
[bookmark: _Int_Cmnc82PZ]To ensure a structured analysis, this report will identify both internal and external before applying Mendelow’s Power-Interest Matrix (Mendelow, 1991) and the Stakeholder Salience Model (Mitchell, Agle and Wood, 1997). 
These frameworks provide a systematic approach for evaluating stakeholder influence, interests, power, and legitimacy, enabling the project manager to develop engagement strategies that support the successful implementation of ConnectPlus. 



Internal and External Stakeholders
[bookmark: _Int_xNqBABq4]The successful implementation of ConnectPlus platform depends on effective collaboration between a range of internal and external stakeholders. Internal stakeholders are directly involved in planning, decision making, and project execution. While external stakeholders are influence or are affected by the project's outcome. Understanding their interests and expectations enables the project manager to develop proper engagement strategies, minimise risks and improve project success (Bryson, 2004).

Internal and External Stakeholders of the ConnectPlus Project

	Stakeholder
	Type
	Role in the Project
	Interest in the Project 

	Board of directors
	Internal
	Approves project strategy, budget, and major decisions.
	High

	Project Manager
	Internal 
	Plans, coordinates, and oversees the implementation of ConnectPlus 
	High

	IT and Software Development Team
	Internal
	Designs, develops, tests, and supports the platform.
	High

	Marketing Department
	Internal
	Promotes ConnectPlus and develops costumer engagement campaigns. 
	High

	Costumer Service Team
	Internal
	Supports costumers using the platform and manage enquiries.
	High

	Store Managers and Employees 
	Internal
	Encourage costumers to register and use ConnectPlus in stores.
	Medium-High

	Costumers 
	External
	Use the platform and provide feedback on its functionality and value.
	High

	Technology Partners  
	External
	Supply AI technology, cloud services, and technical support.
	High

	Payment service providers
	External
	Ensure secure and reliable payment integration within the platform.
	Medium

	Suppliers and Brand partners
	External
	Support promotional campaigns and exclusive rewards.
	Medium

	Investors and Shareholders 
	External
	Expect improved financial performance and return on investment.
	High

	Regulatory Authorities 
	External
	Ensure compliance with data protection and consumer regulations.
	High



Power-Interest Matrix for ConnectPlus
[bookmark: _Int_YkclVgLo][bookmark: _Int_VYSEMH00]MENDELOW’S POWER – INTEREST Matrix can be used to classify stakeholders according to their level of power and interest in the ConnectPlus project. This helps JD Sports determine the right level of engagement for each stakeholder group.

	Quadrant
	Stakeholders
	Engagement approach

	Manage closely – High power / High interest 
	Board of directors; Project manager; IT and software development team; Technology partners 
	Maintain regular meetings, progress reporting, joint decision making and early escalation of risks.

	Keep satisfied – High power/Lower interest 
	Investors and shareholders; Regulatory Authorities; Payment Service providers
	Provide relevant updates, compliance information, and assurance without necessary involvement in day-to-day project decisions. 

	Keep informed – Lower power / High interest 
	Customers; Marketing department; Customer service teams; Store managers and employees; Suppliers and brand partners
	Provide regular information, collect feedback, and involve them in right consultation, testing, and promotional activities

	Monitor – Lower power/Lower interest 
	Stakeholders with limited direct involvement in ConnectPlus, including some wider external groups.
	Provide general information when necessary and check whether their level of power or interest changes during the project.




Analysis 
[bookmark: _Int_Olnd159M][bookmark: _Int_cOBrMzrd][bookmark: _Int_nN5E0G1p]The successful implementation of ConnectPlus depends on recognising that not all stakeholders have the same level of influence and interests. Internal stakeholders, such as The Board of Directors, Project Manager and IT team, have significant decision-making authority and are responsible for the project's delivery. In contrast, external stakeholders including costumers, technology partners and regulation authorities, influence the projects long term success through the platform adoption, technical collaboration, and compliance with the legal requirements. This demonstrates that stakeholder management should not adopt a one size fits all approach, instead engagement strategies should be tailored according to each stakeholder level of power, interests, and expectations.

Stakeholder Salience Model 
Mitchell, Agle and Wood’s (1997) Stakeholder Salience Model assesses stakeholders according to three attributes: power, legitimacy, and urgency. Applying these attributes to ConnectPlus helps JD Sports show which stakeholders require greater management attention (Mitchell, Agle and Wood, 1997).



	Stakeholder
	Power
	Legitimacy
	Urgency
	Classification

	Board of Directors
	High
	High
	High
	Definitive

	Project Manager
	High
	High
	High
	Definitive

	IT and Software Development team
	High
	High
	High
	Definitive

	Technology Partners
	High
	High
	High
	Definitive

	Regulatory authorities 
	High
	High
	High
	Definitive

	Customers
	Low
	High
	High
	Dependent 

	Store Employees 
	Low
	High
	High
	Dependent

	Investors and Shareholders 
	High
	High
	Low
	Dominant




Roles, Responsibilities, Benefits and Challenges of Key Stakeholders

	Stakeholders
	Roles & Responsibilities 
	Benefits 
	Challenges 

	Board of Directors 
	[bookmark: _Int_kiNb593m]Approve project objectives, budget, and strategic decisions.
	Increased competitiveness, costumer loyalty, and profitability. 
	Balancing project costs, risks, and return investment.

	Project Manager
	Plans, coordinates, monitors progress and manages communication between stakeholders.
	[bookmark: _Int_85C0uKE1]Successful project delivery and achievement or organisational objectives.
	Managing conflicting stakeholder expectations, budget, and schedule pressures.

	IT & Software Development Team
	Design, develop, test, and maintain ConnectPlus platform.
	Professional development and successful implementation of innovative technology.
	Technical issues, cybersecurity risks, and tight deadlines.

	Customers 
	Use the platform, provide feedback, and take part in loyalty programmes.
	Personalised rewards, improved shopping experience, and greater convenience.
	Privacy concerns, data security and adapting modern technologies.

	Regulatory Authorities (ICO)
	Ensure compliance with the UK data protection legislation and consumer regulations.
	Improved consumer protection and legal compliance.
	Monitoring compliance as technology and legislation evolve.



Critical Analysis
[bookmark: _Int_vGIZIMsJ]Although stakeholders contribute to the success of ConnectPlus, their priorities and expectations may not always be aligned. These differences require clear roles, effective communication and continuous stakeholder watching throughout the project lifecycle (Ackerman and Eden, 2011).


Stakeholder Engagement Strategy
[bookmark: _Int_ECbHhBvz][bookmark: _Int_F3NcQytJ]Stakeholder engagement is a systematic process of communication and collaborating with individuals or groups who can influence or are influenced by a project's outcome. Effective stakeholder engagement enables the organisation to understand stakeholders' expectations, manage conflicts and build long-term relationships that contribute to project success (Greenwood, 2007). According to Project Management institute (PMI,2021), successful projects rely on continuous stakeholder engagement throughout the project lifecycle rather than one-off interactions.  This approach promotes transparency, trust, and shared decision-making, helping the organisations respond effectively to changing stakeholders needs (Clarkson, 1995).
[bookmark: _Int_xmV9iutD]In the ConnectPlus projects at JD sports fashion plc, stakeholder engagement is essential because the project involves a diverse range of internal and external stakeholders, including senior management, project teams, employees, customers, technology partner, and regulatory authorities. Each stakeholder owns various levels of influence, interest, and expectations, requiring tailored engagement strategies to maintain support and minimise resistance. Consequently, an effective stakeholder engagement strategy enables JD sports to improve collaboration, reduce project risks and maximise the successful implementation and long-term adoption of the ConnectPlus platform. 

Stakeholder Communication Strategy.
[bookmark: _Int_8D3OTU7t][bookmark: _Int_0XK9nEpo]Effective communication is an important part of stakeholder engagement because it ensures that stakeholders receive relevant and prompt information throughout the project lifecycle. For the ConnectPlus project, JD Sports should use a structured but flexible communication strategy that considers the various levels of power, interest, and information requirements of each stakeholder. Communication should not be limited to providing project updates; it should also create opportunities for stakeholders to provide feedback, raise concerns, and influence decisions where appropriate. This is particularly important for ConnectPlus because JD sports are developing its omnichannel capabilities and increasing its use of customer insights, loyalty, and technology. 

	Stakeholders
	Communication method
	Frequency 
	Main purpose 

	Board of Directors.
	Formal meetings and progress reports.
	Monthly.
	Review progress, budget risks, and strategic decisions.

	Project manager and IT team.
	Team meetings, Microsoft Teams and project dashboard,
	Daily/Weekly
	Coordinate activities, show problems and monitor milestones.

	Marketing and customer service teams.
	Team meetings, email and workshops.
	Weekly
	Coordinate customer communication, promotions and training.

	Customers
	App notifications, emails, surveys, and social media.
	At key stages and after launch.
	Explain ConnectPlus encourage adoption and collect feedback 

	Technology partners. 
	Technical meetings, workshops, and reports.
	Bi-weekly.
	Discuss integration, testing, security, and technical problems.

	Regulatory authorities.
	Formal reports and compliance documentation. 
	At required stages
	Demonstrate compliance with relevant regulations

	Store managers and Employees.
	Briefings, online training, and internal communications.
	Weekly during implementation.
	Explain changes, provide training, and collect employee feedback.



Critical Analysis
A single communication approach would not be suitable for all ConnectPlus stakeholders because their responsibilities, influence and information requirements differ. For example, the Board requires concise strategic information to make decisions, while the IT team needs more frequent and detailed communication to resolve technical issues. Employees require practical information and training because their understanding of the system can directly affect customer adoption. Customers, however, need simple accessible communication that explains the benefits of the ConnectPlus while providing confidence about use of their personal data.
Therefore, JD Sports should treat communication as a two-way process rather than simply distributing information. Feedback from employees and customers can show problems that my not be visible to senior management or the project team. Research into stakeholder engagement also highlights the importance of understanding different stakeholder needs and supporting communication throughout implementation.


Stakeholder Engagement Techniques – 4C Model
[bookmark: _Int_k1mcEqUG][bookmark: _Int_xQAFacCQ][bookmark: _Int_13Vt9En6]The 4C’s model provides a practical approach for engaging stakeholders throughout communication, consultation, collaboration, and commitment. These four elements can be applied at various stages of the ConnectPlus project to ensure that stakeholders are not simply informed about decisions but are given proper opportunities to contribute. The Association for Project Management also emphasises the importance of early and regular consultation because the stakeholder expectations can change throughout a project lifecycle.

Application of the 4C’s Model to ConnectPlus

	4C’s
	Application to ConnectPlus 
	Key Stakeholders 
	Expected outcome

	Communication
	Provide regular and clear information about project progress, changes, risks and launch dates through meetings, reports, and digital channels.
	Board, Employees, IT team, and customers.
	Improved awareness and transparency.

	Consultation 
	[bookmark: _Int_BVJdA83S]Collect stakeholder opinions throughout surveys workshops, interviews and customer feedback before major decisions are made.
	Customers, employees, managers, regulators.
	Better understanding of stakeholder needs.

	Collaboration
	Involve relevant stakeholders in workshops, testing, problem solving, and development decisions.
	IT team, marketing, customers, technology partners.
	Shared knowledge and improved solutions.

	Commitment
	Establish clear responsibilities, project ownership, and measurable goals to support stakeholder support throughout implementation.
	Board, project manager, employees, and partners.
	Greater accountability and long-term support.



Critical Analysis
[bookmark: _Int_gQ6Xzhkh]The four elements should not be treated as separate activities but as connected stages of stakeholder engagement. Communication provides stakeholders with information, while consultation allows JD Sports to understand their concerns and expectations. Collaboration goes further by giving selected stakeholders an active role in developing and testing solutions. Finally, commitment is important because successful implementation requires stakeholders to continue supporting ConnectPlus after its first launch.
[bookmark: _Int_810R5e72][bookmark: _Int_tDWX5VFJ]However, the level of involvement should differ between stakeholder groups. For example, customers may be consulted through surveys and testing groups, while the IT team should be involved more closely in technical decisions. Giving every stakeholder the same level of involvement could create unnecessary delays and increase project costs. Therefore, the Project Manager should use the stakeholder power–interest analysis completed earlier to figure out who should be communicated with, consulted, collaborated with or given greater responsibility.
[bookmark: _Int_pVI4vEq6]This approach also recognises that stakeholder relationships are dynamic. Research highlights that stakeholder relationships can change throughout a project, meaning engagement should be reviewed rather than treated as a one-off activity (Turkulainen, Aaltonen and Lohikoski, 2015).

RACI Matrix Method 
[bookmark: _Int_X3Hpfurb][bookmark: _Int_SMEORWKF]A RACI matrix is a project management tool used to clarify the responsibilities of different stakeholders for specific activities. RACI stands for Responsible, Accountable, Consulted, and Informed. Applying the model to ConnectPlus can help JD Sports reduce uncertainty about who is expected to complete tasks, who has final decision-making authority and which stakeholders need to be consulted or kept informed (Smith and Erwin, 2005).

	Project Activity
	Board
	Project manager
	IT team 
	Marketing & customer service.
	Customers
	Technology partners 
	Regulators

	Project planning 
	A
	R
	C
	C
	I
	C
	I

	Platform development
	I
	A
	R
	C
	C
	R
	I

	Data protection& compliance
	I
	A
	R
	C
	I
	C
	C

	Platform testing
	I
	A
	R
	C
	C
	R
	C

	Marketing & launch
	A
	R
	C
	R
	I

	C
	I

	Employee training 
	I
	A
	C
	R
	I
	C
	I

	Post – launch evaluation
	A
	R
	C
	R
	C
	C
	I


KEY: R=responsible A=accountable C=consulted I=informed
Critical Analysis
[bookmark: _Int_S8QVI325][bookmark: _Int_vV83dcZZ][bookmark: _Int_IaWfxQc8]The RACI matrix provides a clear structure for distributing responsibility and can reduce duplication, confusion, and gaps in decision-making. For ConnectPlus, this is particularly important because the project involves technical, commercial, customer and regulatory activities that require different forms of ability. For example, the IT team and technology partners handle technical development, while the Project Manager stays accountable for ensuring that activities are coordinated and delivered against project requirements. Similarly, customer feedback should be considered during testing because customers are ultimately affected by the platform.
However, RACI has limitations because it presents responsibilities in a static format. Stakeholder roles may change as the project moves from development to implementation and post-launch evaluation. Therefore, the Project Manager should review and update the matrix at key project milestones rather than treating it as a fixed document. Used alongside the Power–Interest Matrix and 4C’s model, RACI can provide clearer accountability while still allowing JD Sports to adapt its stakeholder engagement approach (Eskerod, Huemann and Ringhofer, 2015).

Managing Stakeholder Conflict and Resistance
Stakeholder conflict can occur when different stakeholders have competing interests, expectations, or priorities. In the ConnectPlus project, the Board of Directors may prioritise financial performance and a prompt launch, while the IT team may require added time and resources to ensure that the platform is secure and reliable. Customers may also have concerns about the collection and use of personal data, while employees may resist changes if they feel that they have not received sufficient training or involvement (Eskerod and Vaagaasar, 2014).
[bookmark: _Int_LSqMQxpi][bookmark: _Int_2lVqOzpu]The Project Manager should show potential conflicts at an early stage through regular meetings, feedback sessions, and stakeholder reviews. Where disagreements occur, open communication and consultation should be used to understand the reasons behind different stakeholder positions. Negotiation and compromise can then be used to develop solutions that protect the main project goals while recognising legitimate stakeholder concerns. For example, if the IT team shows a significant security problem shortly before launch, delaying a particular feature may be more proper than launching an unreliable system simply to meet the original deadline.
[bookmark: _Int_vVrFNyvQ][bookmark: _Int_77HxhrF9]However, conflict should not always be viewed negatively. Constructive disagreement can show risks, challenge assumptions, and lead to better decisions. Therefore, JD Sports should create an environment where stakeholders can raise concerns without fear of being ignored. Continuous communication, consultation, and clear accountability through the RACI matrix can help turn potential conflict into constructive problem-solving.

Impact of Sustainable Stakeholder Engagement on Business Performance
Benefits to Business Performance
[bookmark: _Int_Nx2C9qxU]Sustainable stakeholder engagement involves supporting positive and mutually beneficial relationships with stakeholders throughout the project and beyond its first implementation. For JD Sports, sustained engagement is particularly important for ConnectPlus because the platform is intended to create an ongoing relationship between the organisation and its customers rather than simply deliver a one-off technology project. Effective engagement can improve trust, customer satisfaction, innovation, and organisational decision-making, which can contribute to stronger long-term business performance (Freeman, Wicks and Parmer, 2004).
[bookmark: _Int_nHACtTil]One important benefit is customer loyalty and retention. By involving customers through surveys, testing groups and feedback mechanisms, JD Sports can better understand customer expectations and use this information to improve ConnectPlus. Personalised recommendations and rewards may encourage customers to interact more often with the platform and remain loyal to the organisation. However, customer engagement will only create long-term value if customers believe that their personal information is being handled responsibly (Berman et al.,1999) .
Sustainable engagement can also support better decision-making. Employees, technology partners, and customers own different forms of knowledge and experience. Involving these stakeholders can help JD Sports show technical problems, customer needs, and operational challenges earlier. This can reduce the risk of making decisions based only on senior management assumptions and may lead to a more effective platform.
Another potential benefit is innovation. Collaboration between the IT team, technology partners, marketing staff, and customers can generate latest ideas for improving the platform. Continuous stakeholder feedback can therefore help ConnectPlus develop after its first launch rather than becoming outdated as customer expectations and technology change.
[bookmark: _Int_eZ9Qp1PV]Finally, effective stakeholder engagement can strengthen trust and corporate reputation. Transparent communication about how customer data is collected and used can help reduce concerns surrounding AI and personalisation. This is particularly important because a loss of customer trust could damage both adoption of ConnectPlus and JD Sports’ wider reputation.



Challenges of Sustainable Stakeholder Engagement
Although sustainable stakeholder engagement can provide significant benefits, supporting effective relationships with stakeholders can also create challenges for JD Sports. One major challenge is the time and resources needed to support continuous engagement. Meetings, workshops, surveys, training, and consultation require employees and managers to dedicate time away from their normal responsibilities. For a large international project such as ConnectPlus, these costs may increase because stakeholders across different markets may have different requirements and working practices.
Another challenge is conflicting stakeholder interests. Senior management may focus on financial returns and completing the project within the planned six-month time limit, while customers may place greater importance on privacy, usability, and personalised benefits. Similarly, the IT team may require other time to resolve technical or security issues, while management may be under pressure to launch the platform on schedule. These differences can make it difficult to achieve outcomes that satisfy all stakeholder groups.
[bookmark: _Int_dLzw1Vcs][bookmark: _Int_PbvfOZF8]A further challenge for ConnectPlus is data privacy and ethical responsibility. The platform uses AI-driven recommendations and customer data, meaning stakeholders may have concerns about how personal information is collected, stored, and used. If these concerns are not addressed transparently, customers may lose trust and become less willing to use the platform. This could reduce customer adoption and undermine some of the expected benefits of ConnectPlus.

Critical Evaluation
Overall, sustainable stakeholder engagement can create substantial long-term value, but it requires careful management. Increasing engagement does not necessarily produce better outcomes if it creates excessive costs, delays, or stakeholder fatigue. JD Sports should therefore focus on the quality and relevance of engagement rather than simply increasing the amount of communication. A balanced approach, supported by regular stakeholder reviews and measurable performance indicators, would allow the organisation to support meaningful relationships while ensuring that engagement contributes directly to the goals of ConnectPlus.

Recommendations 
[bookmark: _Int_5WuU1gBH][bookmark: _Int_jIZK4RW3]Based on the analysis in this report, JD Sports should adopt a continuous approach to stakeholder engagement throughout the development, launch and post-launch stages of ConnectPlus. First, the project manager should conduct regular stakeholder reviews to identify changes in stakeholder expectations, influence, and concerns. Second, JD Sports should strengthen transparency around the collection and use of customer data by providing clear information about AI personalisation and data protection. This can help build customer trust and encourage adoption. Third, regular employee training should be kept after launch so that employees are still confident in supporting customers and using new platform features. Finally, JD Sports should measure stakeholder engagement indicators, including customer adoption, satisfaction, employee participation, and feedback, to evaluate whether engagement activities are achieving their intended outcomes.
Conclusion
This report has shown that effective stakeholder engagement is essential to the successful implementation of the ConnectPlus platform at JD Sports Fashion plc. The analysis found a diverse range of internal and external stakeholders whose various levels of power, interest, responsibilities, and expectations require tailored engagement approaches. The application of stakeholder analysis, the 4C’s model, communication planning and the RACI matrix show how structured engagement can improve collaboration, accountability, and decision-making.
[bookmark: _Int_95BcJSKZ]However, stakeholder engagement also presents challenges, including competing interests, resource pressures, stakeholder fatigue, and concerns about customer data. Sustainable engagement therefore requires continuous communication, consultation, and adaptation rather than a one-off approach. Overall, JD Sports is more likely to achieve successful implementation and long-term business value from ConnectPlus when stakeholder relationships are actively managed throughout the project lifecycle. Effective engagement can help build trust, improve customer experience, and support the platform’s long-term contribution to organisational performance.
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