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[bookmark: _Toc234247195][bookmark: _Toc234339935]	Executive Summary
	This report evaluates stakeholder engagement in relation to the proposed launch of ConnectPlus, an AI-powered customer loyalty and engagement platform developed by Tesco. The platform aims to enhance customer experience through personalized recommendations, mobile-based rewards, and data-driven customer insights.
	The report identifies and categorizes key internal and external stakeholders using Mendelow’s Power-Interest Matrix and Mitchell et al.’s Salience Model. It examines the roles, responsibilities, benefits, and challenges associated with these stakeholders and analyses how effective engagement can contribute to project success.
	A range of stakeholder engagement frameworks, including the RACI Matrix and the 4C Model, are applied to evaluate communication, collaboration, consultation, and commitment throughout the project lifecycle. The report also considers potential stakeholder conflicts, cultural differences across international markets, and ethical issues relating to AI and customer data privacy.
	The findings indicate that sustainable stakeholder engagement plays a significant role in improving customer loyalty, organizational performance, innovation, and long-term competitiveness. The report concludes that Tesco can maximize the success of ConnectPlus by maintaining transparent communication, strengthening stakeholder relationships, and embedding ethical and customer-focused practices throughout implementation.













1. [bookmark: _Toc234247196][bookmark: _Toc234339936]Introduction
	Tesco is one of the largest retail and e-commerce organizations in the United Kingdom, serving millions of customers through its physical store network and digital platforms. Founded in 1919, the company has grown into a multinational retailer with a presence in groceries, clothing, financial services, and online shopping. Tesco has invested heavily in digital transformation initiatives in recent years to improve customer experience, enhance operational efficiency and maintain its competitive position in the rapidly changing retail sector. The growth of e-commerce and the increased use of artificial intelligence (AI) have dramatically changed customer expectations. Today’s consumer demands personalized experiences, mobile convenience and tailored promotions to match their preferences. 	Consequently, there is a growing use of data-driven technologies by retailers to enhance customer relationships and long-term loyalty (Chaffey and Ellis-Chadwick, 2019).In response to these market changes, Tesco is set to launch ConnectPlus, a new AI-powered platform for customer loyalty and engagement. 	The platform will combine personalized product recommendations, mobile-based rewards, and advanced customer analytics into one digital ecosystem. The purpose is to improve customer retention, empower decision making based on data and build a stronger competitive edge of Tesco in the domestic and international market. But the success of ConnectPlus will depend on more than just technological capability. 	Freeman (1984) claims that organizations should manage the relationships with stakeholders who can affect or be affected by organizational objectives. This underscores the need for stakeholder engagement across the project lifecycle. Employees, customers, suppliers, investors, regulators and technology partners all would have different expectations and level of influence that need to be managed carefully. 	The report will identify and classify the key stakeholders of the ConnectPlus project and evaluate their roles and responsibilities. It will also critically assess the strategies for stakeholder engagement and how sustainable stakeholder engagement can contribute to improved business performance and long term organizational success.






2. [bookmark: _Toc234247197][bookmark: _Toc234339937]SMART Objectives
	The ConnectPlus project has been developed around the SMART framework to ensure that objectives are clear, measurable, and aligned with Tesco’s strategic priorities.
· Specific: To successfully launch the ConnectPlus AI-powered customer loyalty and engagement platform across selected Tesco markets, integrating personalized recommendations, mobile rewards, and customer insight features. 
· Measurable: To increase customer engagement by 25%, improve customer retention by 15%, and achieve a 20% increase in loyalty programme participation within 12 months of launch. 
· Achievable: The objective is realistic due to Tesco’s established digital infrastructure, extensive customer database, and experience managing loyalty programmers such as Club card. 
· Relevant: The project directly supports Tesco’s digital transformation strategy and long-term customer relationship management objectives (Chaffey and Ellis-Chadwick, 2019). 
· Time-Bound: The platform will be developed, tested, and implemented within six months, followed by continuous monitoring and performance evaluation.

3. [bookmark: _Toc234247198][bookmark: _Toc234339938]Stakeholder Identification and Categorization
	Effective stakeholder identification is essential for the success of large digital transformation projects such as ConnectPlus. Stakeholders influence project outcomes through their decisions, actions, and expectations. Freeman (1984) argues that organizations should create value for all stakeholders, not just shareholders. Therefore, Tesco must identify and understand the interests of both internal and external stakeholders before implementing ConnectPlus. To manage this complexity, Tesco can use Mendelow’s Power-Interest Matrix and Mitchell et al.’s (1997) Salience Model to assess stakeholder importance and develop appropriate engagement strategies.
[bookmark: _Toc231677153][bookmark: _Toc234246900][bookmark: _Toc234247200][bookmark: _Toc234339369][bookmark: _Toc234339939]	Application of Mendelow’s Power-Interest Matrix
	Mendelow’s Matrix categorizes stakeholders according to their level of power and interest in a project (Mendelow, 1991). This enables project managers to prioritize engagement efforts and allocate resources more effectively.

[bookmark: _Toc231677154][bookmark: _Toc234246901][bookmark: _Toc234247201][bookmark: _Toc234339370][bookmark: _Toc234339940]	High Power, High Interest – Manage Closely
	Stakeholders within this category require the highest level of engagement because they possess significant influence over project decisions and are directly interested in project outcomes.
For the ConnectPlus project, this group includes:
· Senior Management 
· Board of Directors 
· Project Manager 
· IT and Digital Development Teams 
· Key Technology Partners 
	Senior management and the board have authority over strategic decisions, budgets, and organizational priorities. Their support is essential for securing resources and maintaining project momentum. Similarly, IT teams and technology partners are directly responsible for developing, testing, and deploying the platform. Without their active participation, the project would not be successfully implemented. Because of their influence and involvement, these stakeholders should be engaged through regular meetings, progress reports, and participation in key decision-making activities (PMI, 2021).
[bookmark: _Toc231677155][bookmark: _Toc234246902][bookmark: _Toc234247202][bookmark: _Toc234339941]	High Power, Low Interest – Keep Satisfied
	Stakeholders in this category possess substantial influence but may not be involved in day-to-day project activities.
Examples include:
· Shareholders 
· Investors 
· Regulatory Authorities 
· Legal and Compliance Departments 
	Although these stakeholders may not actively contribute to platform development, they can significantly affect project outcomes. For example, regulatory authorities can impose restrictions regarding customer data collection and AI usage. Given the importance of compliance within retail operations, Tesco must ensure that these stakeholders remain satisfied through regular updates and transparency regarding data governance practices (Dwivedi et al., 2021).
[bookmark: _Toc231677156][bookmark: _Toc234246903][bookmark: _Toc234247203][bookmark: _Toc234339942]	Low Power, High Interest – Keep Informed
	These stakeholders have limited decision-making authority but are highly interested in project outcomes.
This group includes:
· Customers 
· Marketing Teams 
· Sales Teams 
· Customer Service Employees 
· Store Managers 
	Customers are particularly important because they represent the primary users of ConnectPlus. Their acceptance of the platform will determine whether project objectives are achieved. Although customers have limited formal power, their purchasing decisions, feedback, and online reviews can significantly influence organizational performance.
	Marketing and customer service teams are also highly interested because ConnectPlus will directly affect customer interactions and service delivery. Consequently, these stakeholders should be engaged through regular communication and opportunities to provide feedback (Christopher, Payne and Ballantyne, 2013).
[bookmark: _Toc231677157][bookmark: _Toc234246904][bookmark: _Toc234247204][bookmark: _Toc234339943]	Low Power, Low Interest – Monitor
	The final category includes stakeholders who have limited influence and minimal direct interest in the project.
Examples include:
· General Public 
· Media Organizations
· Secondary Suppliers 
	Although these stakeholders require less active engagement, Tesco should continue monitoring their perceptions because public opinion can quickly influence organizational reputation in the digital age.


[bookmark: _Toc231677158][bookmark: _Toc234246905][bookmark: _Toc234247205][bookmark: _Toc234339944]	Application of Mitchell et al.’s Salience Model
	While Mendelow’s Matrix focuses on power and interest, Mitchell et al. (1997) argue that stakeholder importance should also be accessed through power, legitimacy, and urgency.
[bookmark: _Toc231677159][bookmark: _Toc234246906][bookmark: _Toc234247206][bookmark: _Toc234339945]	Definitive Stakeholders
	Definitive stakeholders possess all three attributes and therefore require immediate attention.
For ConnectPlus, these include:
· Senior Management 
· Project Manager 
· Key Customers 
	These groups have legitimate interests, significant influence, and urgent concerns regarding project outcomes. Their expectations must be addressed consistently throughout the project lifecycle.
[bookmark: _Toc231677160][bookmark: _Toc234246907][bookmark: _Toc234247207][bookmark: _Toc234339946]	Dominant Stakeholders
	Dominant stakeholders possess power and legitimacy but may not have urgent demands.
	Examples include:
· Shareholders 
· Board Members 
· Technology Partners 
	These stakeholders influence strategic direction and resource allocation but may not require daily involvement.
[bookmark: _Toc231677161][bookmark: _Toc234246908][bookmark: _Toc234247208][bookmark: _Toc234339947]	Dependent Stakeholders
	Dependent stakeholders possess legitimacy and urgency but have limited power.
	Examples include:
· Customers 
· Frontline Employees 
· Customer Service Teams 
	These groups often depend on organizational decision-makers to address their concerns. For example, customers may demand greater transparency regarding how AI algorithms use personal data.
[bookmark: _Toc231677162][bookmark: _Toc234246909][bookmark: _Toc234247209][bookmark: _Toc234339948]	Dormant Stakeholders
	Dormant stakeholders possess power but limited urgency and legitimacy.
	Examples may include certain institutional investors who only become actively involved if project performance declines significantly.
[bookmark: _Toc231677163][bookmark: _Toc234246910][bookmark: _Toc234247210][bookmark: _Toc234339949]	Critical Evaluation of Stakeholder Categorization
	Although stakeholder mapping frameworks provide valuable structure, they are not without limitations. One criticism is that stakeholder influence can change throughout the project lifecycle. For example, customers may initially appear as low-power stakeholders, but social media platforms can significantly amplify their influence during implementation. A single negative data privacy incident could quickly attract public attention and damage organizational reputation. Similarly, international expansion introduces additional complexity because stakeholder expectations vary across different cultural and regulatory environments (Hofstede, Hofstede and Minkov, 2010). Consequently, stakeholder analysis should not be viewed as a one-time activity but as an ongoing process requiring continuous review and adaptation.








4. [bookmark: _Toc234339950]SWOT Analysis

	Strengths
	Weaknesses

	• Leading supermarket chain in the UK with a significant share of the retail market.
	• A large proportion of revenue is generated from the UK market.

	• Strong brand image supported by a loyal customer base.
	• Profit margins are constrained by intense competition and price reductions.

	• Wide network of physical stores complemented by efficient online shopping and delivery services.
	• High expenses related to operations and workforce management.

	• Effective Clubcard loyalty scheme supported by advanced customer data analysis.
	• Reliance on suppliers and international supply chains for product availability.

	• Stable financial position with a broad portfolio of products and services.
	• Comparatively limited expansion in overseas markets.



	Opportunities
	Threats

	• Increasing demand for online retailing and home delivery creates opportunities for growth.
	• Intense rivalry from competitors such as Aldi, Lidl, Sainsbury’s, and Asda.

	• Rising consumer interest in healthier, organic, and environmentally sustainable products offers new market opportunities.
	• Inflation and shifts in consumer purchasing behaviour may negatively affect sales and profitability.






5. [bookmark: _Toc234247211][bookmark: _Toc234339951]Roles, Responsibilities, Benefits and Challenges
	The successful implementation of ConnectPlus depends on the involvement of several internal and external stakeholders, each contributing specific expertise, resources, and perspectives. While their input is essential for delivering the project successfully, each group also faces challenges that must be managed to ensure the platform achieves its objectives.
[bookmark: _Toc231677165][bookmark: _Toc234246912][bookmark: _Toc234247212][bookmark: _Toc234339952]	Senior Management and Board of Directors
	Senior management and the Board of Directors play a strategic role in guiding the ConnectPlus project. They are responsible for setting the direction, approving budgets, allocating resources, and ensuring alignment with Tesco’s long-term strategy. They also oversee performance monitoring and strategic risk management. Their key advantage is decision-making authority and organizational influence, which is essential for securing support for large digital transformation projects. Without senior backing, such initiatives often struggle to obtain sufficient resources (Bryson, 2018). However, a key challenge is assessing the return on investment, particularly when outcomes are uncertain due to the innovative nature of the technology.
[bookmark: _Toc231677166][bookmark: _Toc234246913][bookmark: _Toc234247213][bookmark: _Toc234339953]	Project Manager
	The Project Manager is responsible for coordinating all project activities and ensuring alignment between stakeholders throughout the project lifecycle. This includes planning, scheduling, communication, risk management, and performance monitoring.Effective project management improves coordination across departments and enables quicker problem resolution (PMI, 2021). However, the Project Manager may face challenges such as conflicting stakeholder expectations, limited resources, and changing project requirements, all of which can impact delivery.
[bookmark: _Toc231677167][bookmark: _Toc234246914][bookmark: _Toc234247214][bookmark: _Toc234339954]	IT and Digital Development Teams
	The IT and Digital Development teams are responsible for designing, building, testing, and maintaining the ConnectPlus platform. Their work includes AI integration, cyber security, system performance, and data management. Their technical expertise is essential for ensuring the platform is secure, scalable, and reliable. However, they often face challenges such as tight deadlines, evolving requirements, and difficulties integrating new technologies with existing systems (Kerzner, 2017).


[bookmark: _Toc231677168][bookmark: _Toc234246915][bookmark: _Toc234247215][bookmark: _Toc234339955]	Marketing and Customer Service Teams
	Marketing teams support ConnectPlus by developing promotional campaigns and encouraging customer adoption. They also help position the platform within Tesco’s wider customer experience strategy. Customer service teams provide support to users, resolve issues, and collect feedback to improve the system. Together, these teams strengthen customer engagement and provide valuable insights into user experience (Christopher, Payne and Ballantyne, 2013). However, they may struggle with managing customer expectations, especially if technical issues occur or if concerns arise regarding data privacy.
[bookmark: _Toc231677169][bookmark: _Toc234246916][bookmark: _Toc234247216][bookmark: _Toc234339956]	Customers
	Customers are the most important external stakeholders, as they are the end users of ConnectPlus. Their engagement directly determines the success of the platform. Customers benefit from personalized recommendations, tailored offers, improved shopping experiences, and enhanced loyalty rewards. Personalization has been shown to improve satisfaction and retention (Chaffey and Ellis-Chadwick, 2019).However, customers may have concerns about how their data is collected and used. Issues related to AI transparency and privacy can affect trust if not addressed properly (Dwivedi et al., 2021).
[bookmark: _Toc231677170][bookmark: _Toc234246917][bookmark: _Toc234247217][bookmark: _Toc234339957]	Regulators and Technology Partners
	Regulators ensure Tesco complies with data protection and privacy laws, reducing legal and reputational risks. Technology partners support the project by providing expertise in AI, cloud services, and system development, helping Tesco access advanced capabilities without building everything internally. However, reliance on external partners can create dependency risks, while regulatory requirements may sometimes limit flexibility in system design and implementation.






6. [bookmark: _Toc234247218][bookmark: _Toc234339958]Stakeholder Engagement Strategy
[bookmark: _Toc231677172][bookmark: _Toc234247219][bookmark: _Toc234339959]	Stakeholder Engagement Approach
	For ConnectPlus to be successfully implemented, Tesco must engage stakeholders throughout the project. Building strong relationships through communication, collaboration, and trust improves project outcomes (Ashcroft, 2017). Since ConnectPlus will impact employees, customers, suppliers, technology partners, shareholders, and regulators, effective stakeholder involvement is essential.
	The project manager should develop a stakeholder engagement plan that identifies key stakeholders, assesses their influence and expectations, and defines suitable engagement strategies. This plan should be reviewed regularly to address changing needs. Stakeholders should be involved from planning through development, testing, deployment, and evaluation, as early engagement increases support for organizational change (PMI, 2021).
[bookmark: _Toc231677174][bookmark: _Toc234247221][bookmark: _Toc234339960]	Stakeholder Engagement Plan
	The Stakeholder Engagement Plan would focus on four key objectives:
· ensuring stakeholders understand the purpose and benefits of ConnectPlus;
· encouraging participation and feedback throughout the project;
· reducing resistance to change;
· building long-term commitment to project success.
	Different stakeholder groups require different engagement approaches.
	Senior management and the Board of Directors would be engaged through monthly project reviews, performance reports, and strategic planning meetings, as they approve key decisions, monitor progress, and provide funding. Employees would participate in workshops, training sessions, and internal communications to support successful platform adoption. 	Customers would be engaged through surveys, focus groups, beta testing, and digital feedback channels to gather valuable insights before launch. Technology partners and suppliers would join project meetings and technical reviews to ensure development aligns with project goals, while regulatory bodies would be consulted to ensure compliance with privacy and data protection laws. A structured Stakeholder Engagement Plan would help Tesco reduce project risks and improve stakeholder satisfaction.

[bookmark: _Toc231677175][bookmark: _Toc234247222]	Communication Plan
	Communication is essential for stakeholder engagement, as poor communication is a major cause of project failure (PMI, 2021). Tesco should create a communication plan outlining what information will be shared, how often, and through which channels.
	Senior management should receive updates on project progress, budget, risks, and outcomes through monthly reports and presentations. Employees should be informed through team meetings, newsletters, training sessions, and internal communication channels. Customers can be updated via email, mobile notifications, social media, and Tesco’s website, while technology partners should participate in technical review and coordination meetings.
	Effective communication improves transparency, builds stakeholder confidence, and encourages commitment to project goals (Christopher, Payne, & Ballantyne, 2013). However, stakeholders should also have opportunities to provide feedback and influence decisions.
[bookmark: _Toc231677176][bookmark: _Toc234247223]	Application of the RACI Matrix
	The RACI Matrix is a useful project management tool that clarifies stakeholder responsibilities and reduces confusion regarding decision-making authority.
The model identifies who is:
· Responsible for completing tasks;
· Accountable for final decisions;
· Consulted before decisions are made;
· Informed about project progress.
	For the ConnectPlus project, the project manager would coordinate activities and oversee delivery. The IT department would manage platform development and testing, while the marketing team would handle customer communication and promotion. Customers and regulatory bodies would be consulted on user experience and compliance, and the Board of Directors would provide strategic oversight and receive project updates.
	The main advantage of the RACI Matrix is that it clarifies roles and improves accountability, helping projects run more efficiently with fewer misunderstandings (Kerzner, 2017). However, it should be supported by continuous communication and stakeholder engagement.

[bookmark: _Toc231677178][bookmark: _Toc234247225][bookmark: _Toc234339961]	Applying the 4C Model
	The 4C Model provides a practical framework for stakeholder engagement throughout the project lifecycle.
[bookmark: _Toc231677179][bookmark: _Toc234247226][bookmark: _Toc234339962]	Communication
	Communication ensures that stakeholders receive relevant information regarding project objectives, timelines, risks, and expected outcomes. Regular communication reduces uncertainty and promotes transparency.
[bookmark: _Toc231677180][bookmark: _Toc234247227][bookmark: _Toc234339963]	Consultation
	Consultation involves actively seeking stakeholder opinions and feedback. Tesco can achieve this through surveys, workshops, focus groups, and pilot testing activities. Consultation enables stakeholders to influence project decisions and helps identify potential problems before implementation.
[bookmark: _Toc231677181][bookmark: _Toc234247228][bookmark: _Toc234339964]	Collaboration
	Collaboration occurs when stakeholders work together to achieve shared objectives. In the ConnectPlus project, collaboration between IT teams, marketing departments, technology partners, and customer service teams is essential for successful delivery. Collaboration encourages knowledge sharing and improves problem-solving.
[bookmark: _Toc231677182][bookmark: _Toc234247229][bookmark: _Toc234339965]	Commitment
	Commitment represents the highest level of stakeholder engagement. At this stage, stakeholders actively support project objectives and contribute to project success. Commitment can be strengthened through regular involvement, transparent communication, and recognition of stakeholder contributions. According to Ashcroft (2017), stakeholder commitment is more likely when organizations create mutual value and demonstrate respect for stakeholder interests.




[bookmark: _Toc231677183][bookmark: _Toc234247230][bookmark: _Toc234339966]	Managing Stakeholder Conflict
	Because various stakeholders frequently have conflicting priorities and expectations, conflict is an inevitable aspect of project management. IT teams and marketing departments could have a disagreement over the ConnectPlus initiative. IT teams may be worried about installation schedules and technical complexity, while marketing teams can ask for more features to increase customer engagement. Project teams and regulatory organizations may also clash over data collecting and AI-driven personalization. Regulators might give privacy and compliance needs top priority, while Tesco might aim to maximize customer insights. Tesco should take a cooperative strategy centered on dialogue, consultation, and problem-solving in order to handle these disputes. Meetings with stakeholders should offer chances for open discussion and compromise. Decisions should be supported by facts, project goals, and organizational priorities when conflicts continue. Stakeholders who feel informed and involved are often less inclined to oppose project decisions, which makes the Communication Plan and Stakeholder Engagement Plan crucial in preventing conflicts.
[bookmark: _Toc231677184][bookmark: _Toc234247231][bookmark: _Toc234339967]	Evaluation
[bookmark: _Toc231677185][bookmark: _Toc234247232][bookmark: _Toc234339968]	A thorough framework for managing stakeholder relationships within the ConnectPlus project is provided by the combination of a Stakeholder Engagement Plan, Communication Plan, RACI Matrix, and 4C Model. These strategies boost stakeholder commitment, enhance communication, define roles, and promote involvement. Even though it takes time and money to implement these engagement activities, the advantages exceed the drawbacks. Long-term stakeholder relationships are strengthened, decision-making is improved, resistance to change is decreased, and project success is increased when stakeholders are effectively engaged.	Stakeholder involvement should therefore be seen as an ongoing strategic process that promotes long-term organizational performance as well as the successful execution of projects.







7. [bookmark: _Toc234247233][bookmark: _Toc234339969]Sustainable Stakeholder Engagement Impact
	Sustainable stakeholder engagement supports long-term organizational success by building relationships based on trust, transparency, collaboration, and shared value. In Tesco’s ConnectPlus project, effective engagement can improve customer loyalty, innovation, risk management, reputation, and competitive advantage. Freeman (1984) argues that organizations create long-term value by balancing the interests of all stakeholders, not just shareholders. This is particularly important in retail, where customers, employees, suppliers, regulators, and technology partners all influence business performance. By maintaining strong relationships with these groups, Tesco can ensure ConnectPlus continues to deliver benefits beyond its initial implementation.
[bookmark: _Toc231677187][bookmark: _Toc234247234]	Customer Loyalty and Retention
	A key benefit of sustainable stakeholder engagement is stronger customer loyalty. As the main users of ConnectPlus, customers play a vital role in the platform’s success. Organizations that engage customers and personalize experiences achieve higher satisfaction and retention (Christopher, Payne, & Ballantyne, 2013). Through AI-driven recommendations, personalized rewards, and tailored promotions, Tesco aims to improve the customer experience. Building trust through surveys, feedback, pilot testing, and continuous communication helps Tesco understand customer needs and improve the platform over time. This approach increases loyalty, repeat purchases, and long-term profitability while encouraging customers to recommend the brand and join loyalty programmers (Chaffey & Ellis-Chadwick, 2019).
[bookmark: _Toc231677188][bookmark: _Toc234247235]	Employee Engagement and Organizational Performance
	Employees are essential stakeholders in the success of digital transformation initiatives. 	Sustainable engagement ensures that employees feel informed, valued, and involved in organizational change processes. Schein (2010) argues that employees are more likely to support change when they understand its purpose and believe their input is valued by leadership. In the context of ConnectPlus, involving employees through training sessions, workshops, and consultation improves understanding and reduces resistance to change. Employee engagement also enhances productivity, service quality, and innovation. Frontline staff and customer service teams often have direct insight into customer needs and operational issues. By incorporating their feedback, Tesco can improve platform functionality and customer experience. However, poor communication or insufficient engagement can lead to low morale, reduced motivation, and higher staff turnover.

[bookmark: _Toc231677189][bookmark: _Toc234247236][bookmark: _Toc234339970]	Innovation and Competitive Advantage
	Sustainable stakeholder engagement also plays a key role in driving innovation. Different stakeholder groups contribute unique perspectives, knowledge, and expertise that can improve decision-making and product development. Technology partners may introduce advanced AI solutions, while customers provide feedback on usability and satisfaction. Employees can identify practical improvements based on daily operational experience. Ashcroft (2017) highlights that collaborative stakeholder relationships encourage co-creation of value and innovation. For Tesco, this approach ensures that ConnectPlus remains adaptable and competitive in a rapidly evolving retail environment. As digital technologies continue to develop, organizations that maintain strong stakeholder relationships are better positioned to respond to market trends and changing consumer expectations.

[bookmark: _Toc231677190][bookmark: _Toc234247237][bookmark: _Toc234339971]	Risk Management and Regulatory Compliance
	Another major benefit of stakeholder engagement is improved risk management. Large digital systems like ConnectPlus involve technological, operational, legal, and reputational risks, particularly around AI, data privacy, cyber security, and ethical data use. Engaging regulators, legal advisors, and compliance teams early helps Tesco comply with frameworks such as the UK GDPR and address risks before they escalate (PMI, 2021). Transparent communication with customers about data usage also builds trust and reduces privacy concerns.

[bookmark: _Toc231677191][bookmark: _Toc234247238][bookmark: _Toc234339972]	Corporate Reputation and Stakeholder Trust
	Corporate reputation depends on how well an organization manages its stakeholders. 	Companies that demonstrate transparency, ethical behavior, and accountability build greater trust with customers, employees, investors, and regulators. Donaldson and Preston (1995) argue that organizations have ethical responsibilities beyond profit generation. For ConnectPlus, responsible stakeholder engagement can strengthen Tesco’s reputation as a customer-focused and ethical retailer. A strong reputation improves brand loyalty, attracts new customers, and increases investor confidence, while poor engagement can damage trust and reduce competitiveness.


[bookmark: _Toc231677192][bookmark: _Toc234247239]	Critical Evaluation
	Although sustainable stakeholder engagement offers clear benefits, it also presents challenges. Maintaining strong relationships requires significant time, resources, and consistent communication. Stakeholders may also have conflicting interests, making it difficult to satisfy all expectations simultaneously. Additionally, the outcomes of stakeholder engagement can be difficult to measure directly. Improvements in trust, loyalty, and collaboration may not always be immediately visible in financial performance indicators, even though they contribute to long-term success. Despite these challenges, the long-term advantages generally outweigh the costs. Organizations that invest in sustainable stakeholder engagement tend to be more resilient, innovative, and adaptable to change (Freeman et al., 2010).















8. [bookmark: _Toc234247240][bookmark: _Toc234339973]Recommendations and Conclusion

[bookmark: _Toc231677194][bookmark: _Toc234247241][bookmark: _Toc234339974]Recommendations
	Based on the findings of this report, several recommendations can be made to support the successful implementation of ConnectPlus. First, Tesco should establish a formal stakeholder engagement strategy from the outset of the project. This strategy should clearly define stakeholder responsibilities, communication channels, and engagement activities to ensure consistent involvement throughout the project lifecycle. Second, Tesco should strengthen customer engagement by creating regular opportunities for feedback through surveys, focus groups, and pilot testing programmers. This will help ensure that the platform continues to meet customer expectations and improve user satisfaction. Third, the organization should invest in employee training and change management initiatives. Employees play a critical role in supporting customer adoption and operational success. Therefore, ensuring that staff understand the platform and its benefits will help reduce resistance to change. Fourth, Tesco should prioritize transparency regarding customer data usage and AI decision-making processes. Given increasing concerns surrounding privacy and ethical AI, clear communication and compliance with UK GDPR requirements are essential for maintaining stakeholder trust. Finally, Tesco should continuously review stakeholder relationships after implementation to identify emerging risks, changing expectations, and opportunities for improvement.
[bookmark: _Toc231677195][bookmark: _Toc234247242][bookmark: _Toc234339975]	Conclusion
	This report has examined stakeholder engagement in relation to Tesco’s proposed ConnectPlus customer loyalty and engagement platform. Through the application of stakeholder theory and engagement frameworks, including Mendelow’s Power-Interest Matrix, Mitchell et al.’s Salience Model, the RACI Matrix, and the 4C Model, the report identified the key stakeholders involved in the project and evaluated strategies for their effective engagement. The findings demonstrate that successful implementation depends not only on technological capability but also on Tesco’s ability to build trust, encourage collaboration, and manage stakeholder expectations effectively. Sustainable stakeholder engagement contributes to improved customer loyalty, organizational performance, innovation, and long-term competitiveness. Ultimately, by adopting a proactive and relationship-focused approach to stakeholder management, Tesco can maximize the value of ConnectPlus and strengthen its position within the increasingly competitive global retail and e-commerce sector.
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