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[bookmark: _Toc234697431]Executive Summary
The objective of this report is to investigate how Currys plc, the leading omnichannel retail company for technology products and services operating in the United Kingdom as Currys, can determine, classify and engage with the stakeholders that need to be involved in the design, development and implementation of ConnectPlus, an innovative Artificial Intelligence (AI) enabled customer loyalty and engagement platform, over the next six months in its six countries. By making use of Stakeholder Theory (Freeman, 1984), the Power/Interest Matrix of Mendelow (1991) and Salience Model of Mitchell, Agle and Wood (1997), this report will identify internal and external stakeholders (Board, IT/data team, marketing, HR & staff, customers, technology vendors, regulatory authorities, investors, local market players, NGOs, media and competition based on a 4Cs model of communication, collaboration, consultation, and commitment, using a RACI chart and a hierarchy of communications plan, and assesses the approaches for handling the conflicts associated with conflicting stakeholder interests, especially regarding data ethics and independence of the local market. Finally, the paper critically discusses the advantages and disadvantages, as well as the ethical implications, of the sustainable stakeholder engagement and states that such stakeholder engagement approach is vital not just to the launch itself but also to Currys’ competitive advantage in future.
[bookmark: _Toc234697432]1. Introduction
Currys plc is an international omnichannel retailing organization that deals with selling technology products and services via the Internet and in more than 700 outlets spread out in six different countries, employing more than 24,000 employees (Currys plc, 2025). Currys is the trading name in the United Kingdom and Ireland; it even runs its own virtual mobile network called iD Mobile. It prides itself on the vision of "enjoying amazing technology for everyone" and has created a diversified revenue stream with robust supply chain and brand presence (Currys plc, 2025).
After a spell of financial stability, Currys is back to profitable growth; profits have seen a sharp increase, along with free cash flows, which have improved substantially in its latest trading period; this means that the company now has the ability to invest in strategic projects for growth (Currys plc, 2025). The digital offerings have always been a key component of the company’s strategies: millions of repair plans for customers have been provided, Currys runs one of the biggest technology repair centers in Europe, and the company has spent large sums of money to provide installation, recycling, and credit services so as to forge closer relations with its clients beyond a single purchase. ConnectPlus, which is an artificial intelligence powered loyalty and engagement program, follows this line of thought, combining personalized suggestions, mobile rewards, and customer insights through data analysis. But an application with such a scope and technicality cannot be created by 

the single function alone. For the successful implementation of the platform, the collaboration of internal and external parties becomes essential. The internal parties include teams from various areas of expertise – technology, marketing, HR, and operations; the external parties include cloud and AI providers, regulators, shareholders, the local market parties, and, above all, the end users of the application who will provide their data and trust on which the platform would rely. My role as a project manager to ensuring systematic identification, analysis, and collaboration of such stakeholders throughout the life cycle of the project in a way that is sensitive to the context of each market served by Currys.
[bookmark: _Toc234697433]2. SMART Objectives
1. Specific: Stakeholder identification, mapping and engagement of all internal and external stakeholders associated with the development, implementation and international launch of ConnectPlus.
1. Measurable: Ensure that a minimum of 90% stakeholder participation is achieved for all engagement sessions (workshops, briefings, consultation) and customer adoption is 40% within three months from the launch date.
1. Achievable: Utilize an engaging strategy which is geared towards existing structures such as the Board ESG (Environmental, Social, and Governance) and Group Sustainability Leadership Team.
1. Relevant: Satisfy Currys strategic pillars of customer satisfaction, revenue generation and cost savings via a credible and widely adopted loyalty program.
1. Time-bound: Completion of stakeholder mapping and engagement plan within one month and full multi-market roll-out within the six-month period.
[bookmark: _Toc234697434]3. Identification and Categorization of Key Stakeholders
The first step towards effective stakeholder management consists of a meticulous process of stakeholder identification and classification. The seminal definition offered by Freeman (1984) of the stakeholder as "any group or individual who can affect or is affected by the achievement of an organisation's objectives" still serves as the guiding principle behind this approach, and it is intentionally broadened to take into account not only shareholders but all other groups that require engagement in order for ConnectPlus to succeed. Given the nature of the proposed project, the list of stakeholders is very diverse, spanning both internal and external entities.



[bookmark: _Toc234697435]3.1 Two complementary frameworks
Two models have been applied in conjunction in this case study. Firstly, a simple internal/external split is used to segregate those who are inside the organizational boundary of Currys and fall under the direct influence of management versus those who are outside the organizational boundary and need to be persuaded and negotiated with. Secondly, the power-interest matrix model of Mendelow (1991) has been used to classify the priority of each stakeholder in terms of their power and interest in affecting the project. Based on these criteria, there are four different approaches to deal with them, which include manage closely (high power, high interest), keep satisfied (high power, low interest), keep informed (low power, high interest) and monitor (low power, low interest). In cases where a combination of validity, power and interest is involved in a more dynamic manner, Mitchell et al. (1997) offer a salience approach whereby a stakeholder that is generally inactive but turns “definitive” due to some reasons can be effectively recognized.
[bookmark: _Toc234697436]3.2 Internal stakeholders
Internally, the Board of Directors and CEO bear ultimate responsibility for strategic risk and capital allocation and have to endorse the business case of ConnectPlus, which includes an assessment of primary risks such as data security and digital transformation (Currys plc, 2025). The IT and Digital & Data department plays an integral part in developing the AI recommendation engine and its integration into the company’s existing point-of-sales, CRM, and inventory systems, and thus is endowed with both high technical power and high interest in successful implementation of the innovation. The Marketing and CRM function determines how the loyalty offering is marketed and communicated to customers, and HR & Learning & Development is in charge of preparing 24,000 colleagues for implementing the new program, whose level of engagement with the innovation is rigorously measured by the Viva-Glint survey conducted by Currys, for a change in the customer-oriented procedures. The store personnel are an important but overlooked internal stakeholder group, whose authority over the project is nominal but whose interest in it is quite significant because they are the people who will have to explain ConnectPlus to customers.
[bookmark: _Toc234697437]3.3 External stakeholders
On the external front, the customer community constitutes the most significant stakeholder community because the entire value delivery process hinges upon the willingness of customers to provide their data and get personalized recommendations from the platform; the interest level of customers is very high despite low levels of power. The technology/Cloud/AI vendors constitute both high-interest and high-power stakeholders since the terms of the service-level agreement (SLA) with these stakeholders determine the level of reliability of the platform. Regulators like the UK Information Commissioner’s Office and similar data privacy agencies in Ireland have high power over 

[bookmark: _Hlk235221169]whether AI-powered personalization and international transfer of data are legal, though their interest is only going to come into play once any issue of compliance occurs, thus underscoring the relevance of the salience model as well as the power/interest model. The shareholders and investors have a stake in the return on investment for ConnectPlus because of the focus of Currys on its EBIT margin and its generation of free cash flow (Currys plc, 2025). The local market partners, especially the franchises of Currys in the Nordics, will have to juggle between global brand integrity and local market understanding. Lastly, NGOs and community groups that are associated with Currys' commitment to digital inclusion and circular economy, in addition to media and competing firms, are lower power but highly reputed stakeholders.
	Stakeholder
	Type
	Power/Interest Quadrant
	Primary Concern in ConnectPlus Launch

	Board of Directors / CEO
	Internal
	High power, high interest — Manage Closely
	Strategic ROI, brand risk, alignment with Currys' omnichannel and shareholder-value strategy.

	IT / Digital & Data Team
	Internal
	High power, high interest — Manage Closely
	Platform architecture, AI recommendation engine, integration with existing POS/CRM systems.

	Marketing & CRM Team
	Internal
	High power, high interest — Manage Closely
	Campaign design, segmentation, brand messaging consistency across markets.

	Store & Frontline Colleagues
	Internal
	Low power, high interest — Keep Informed
	Ease of use, training burden, customer-facing credibility of rewards mechanics.

	HR & L&D
	Internal
	Low power, low interest — Monitor
	Workforce training, change-readiness, resourcing of roll-out teams.

	Customers (existing & prospective)
	External
	Low power (individually), high interest — Keep Informed
	Data privacy, perceived value of rewards, ease of onboarding.

	Technology Suppliers & Cloud/AI Partners
	External
	High power, high interest — Manage Closely
	SLAs, API reliability, data-sharing terms, co-innovation opportunities.

	Regulators international data authorities)
	External
	High power, low interest — Keep Satisfied
	Lawful basis for AI personalisation, cross-border data transfer compliance.

	Shareholders & Investors
	External
	High power, high interest — Manage Closely
	Return on investment, effect on EBIT margin and free cash flow.

	International Franchise/Local Retail Partners (e.g. Nordics)
	External
	Medium power, high interest — Manage Closely
	Local market fit, brand consistency vs local autonomy, revenue-sharing.

	NGOs / Community & Sustainability Groups
	External
	Low power, medium interest — Keep Informed
	Digital inclusion, e-waste/circularity claims linked to loyalty rewards.

	Media & Press
	External
	Medium power, medium interest — Keep Informed
	Reputational narrative, data-ethics scrutiny of AI features.

	Competitors (e.g. AO.com, John Lewis, Media Markt
	External
	Low power, medium interest — Monitor
	Competitive response, benchmarking of loyalty proposition.


Table 1: Stakeholder mapping for the ConnectPlus launch, categorised by type and power/interest 
[bookmark: _Toc234697438]4. Roles, Responsibilities, Benefits and Challenges
All stakeholders have their strengths and weaknesses with regards to the ConnectPlus strategy. The Board and executive committee supply the strategy with high-level direction, funding and risk management; its strength comes from creating value for shareholders by better retention and cross-selling, while the weakness is that the strategy should find its place among all other company sustainability initiatives and investments in return on investments, especially in light of Currys’ recent restructuring of its ESG governance structures (Investing.com, 2025). The IT and Digital & Data department takes care of the technical implementation of recommendation engine, data pipes and mobile rewards platform; its strength is the ability to build scalable platform, while the weakness is building AI-based personalization into the legacy systems within tight 6-month timeframe.
Marketing and CRM specialists develop the customer proposition and the communication strategy, being experts in customer segmentation, but encountering the problem of tailoring a uniform global platform to distinct cultural expectations about loyalty and data exchange among, for instance, UK and Nordic customers. Frontline employees are vital for customer adoption since they create trust at the moment of purchase, but the task is complicated by the need to complete additional training in spite of service quality constraints; Currys, however, manages this task through training programs, including GM Academy (Currys plc, 2025).

[bookmark: _Toc234697439]From an external perspective, the technology vendors have brought specialist expertise in artificial intelligence and cloud capabilities that Currys lacks and would struggle to build on its own, but this comes with a dependency risk if the required service levels and standards are not carefully defined. The regulators offer the legal safeguarding of customer and company interests in relation to the use of the personal data; in this case, by approaching it in a proactive manner, the compliance effort becomes a point of competitive strength. The customers are both the beneficiaries of improved relevance of offerings and services and the most exposed to privacy risks, therefore they need to be actively engaged. The shareholders benefit from projected revenue and profit improvement, but they will watch the development of the project very carefully, given the current focus of Currys on generating cash flow and delivering returns to shareholders (Currys plc, 2025).
5. Engaging Stakeholders and Managing Conflict
[bookmark: _Toc234697440]While identifying stakeholders is just the beginning, the tougher challenge is in engaging them in such a manner that helps establish collaboration, trust, and commitment despite the fact that the markets have diverse cultures and regulations. In this regard, this report follows a systematic approach toward stakeholder engagement based on 4Cs, which are communication, consultation, collaboration, and commitment.
5.1 Communication
[bookmark: _Toc234697441]The first phase involves creating an aligned vision about what ConnectPlus is meant to achieve, the schedule of its implementation and its anticipated impact. In the case of high power-high interest stakeholders, including the board members, the IT function leaders and the major suppliers, it involves scheduled briefings and regular updates from steering groups, while for low power-high interest stakeholders, including the staff and customers, it involves clear communication through existing channels that have been identified as being trusted sources. These include the existing communication methods of Currys for engaging its employees, including the ‘On the Pulse’ survey method, where the business is regularly analyzing tens of thousands of colleague comments (Currys plc, 2025).

5.2 Consultation and collaboration
Second stage and third stage extend one-way communication to consultation and collaboration. Using the stakeholder engagement model by Friedman and Miles (2006), which includes stakeholder involvement range from manipulation to stakeholder control, this particular project is aimed at achieving stakeholder control with respect to the key stakeholders. Market leaders in Nordic countries are consulted prior to the development of cultural adaptation of the rewards scheme rather than being presented with already developed design since it has been found that retail cross-cultural projects are much more likely to succeed if local knowledge is built into their designs as opposite to being seen as a simple implementation challenge. In similar manner, representation from the group of frontline workers and the customer advisory panel takes part in testing the usability of the app as well as the reward system prior to deployment to identify and deal with challenges to complexity or privacy. Cross-functional workshops are also conducted at each of the project gates to evaluate if there have been changes in terms of the power, legitimacy and urgency of any particular stakeholder.
[bookmark: _Toc234697442]5.3 Commitment and governance: the RACI matrix
Stage four, commitment, is defined using accountability mechanisms. RACI matrix (Responsible, Accountable, Consulted, Informed) ensures that there is no ambiguity regarding decision-making powers in different markets and functional areas. It ensures that those who need to be consulted are consulted and an accountable owner is assigned for all significant decisions, like approval of data-privacy and go-live decision.
	Activity
	Project Manager
	IT/Digital
	Marketing
	Local Market Leads

	Define platform requirements
	A
	R
	C
	C

	Data privacy
	A
	R
	I
	C

	AI recommendation engine build
	C
	R/A
	I
	I

	Local market messaging adaptation
	A
	I
	R
	R

	Colleague training roll-out
	A
	C
	C
	R

	Go-live decision
	R/A
	C
	C
	C


Table 2: Illustrative RACI matrix for key ConnectPlus activities.
[bookmark: _Toc234697443]5.4 Managing conflict between stakeholders
Conflict is bound to arise because of the diversity of stakeholders involved in the project, and there are going to be three main conflicts that will arise regularly. The first conflict arises from balancing commercial personalization needs against data privacy requirements of the customers; the strategy used here is the privacy-by-design approach and working together with the data protection regulatory agencies in a transparent way. The second conflict is between the consistency of global branding that is preferred by the central marketing and local market autonomy of Nordic franchise partners; the solution to this problem is the consultation and design process and the governance framework that allows global standards like data security to remain at the central level, but other aspects to the local level. The third conflict is between the pace of technical delivery preferred by the IT department 

as well as the absorptive capacity of its frontline staff and customers for change; this is handled by implementing a gradual, market-by-market launch approach, rather than simultaneous introduction throughout the entire world, with each new market learning from the experience in the previous one. Behind all of these three elements there is also a formal procedure for escalating any conflict arising within it, from the working groups to the project steering group to the Board's risk management structure, in line with stakeholder conflict management best practice (Bryson, 2004). 
[bookmark: _Toc234697444]6. Evaluating the Impact of Sustainable Stakeholder Engagement on Business Performance
Effective and well-thought-out stakeholder engagement provides a range of concrete benefits for Currys in light of ConnectPlus. According to Donaldson and Preston’s (1995) instrumental stakeholder theory, organisations which have effective stakeholder relations perform better than those which do not due to lowered transaction costs, increased cooperation and thus decreased resistance to changes, as well as better decision-making due to having greater knowledge base. Regarding ConnectPlus, early consultation with colleagues from the front line and market leads would result in less implementation challenges and reworking, while transparency of interaction with customers on using their data should help achieve higher levels of opt-ins and retention rates compared to imposing platform on customers without any explanations – thereby helping Currys in achieving its strategic goals of increased customer satisfaction and sales growth (Currys plc, 2025). Having in mind Currys’ own experience with the achievement of high level of engagement with its colleagues and being among the top five per cent of best companies worldwide in terms of colleagues’ engagement, it is clear that engagement with stakeholders could be beneficial for Currys in the context of ConnectPlus (Currys plc, 2025).
However, there are actual limitations with respect to the above advantage. Engagement is a resource intensive activity: engaging with various markets, colleagues, and the regulator takes time within the six-month launching period, and there is the very real risk of "consultation fatigue" when stakeholders will be asked for their input but do not see it being used. There is also the risk of engagement becoming more symbolic, as what Arnstein’s (1969) famous ladder of citizen participation describes as "minimum effort": engaging with the local market in terms of design choices that have been made centrally beforehand. In addition, not all stakeholder interests are mutually consistent: the expectations of shareholders with respect to immediate margin gains could clash with the time needed for building relationships in the process of ethical engagement with customers.
It is also important to consider ethical issues in relation to ConnectPlus’ dependence on customer information as well as personalization through artificial intelligence. Stakeholder theory from a normative viewpoint (Donaldson & Preston, 1995) states that people like customers and colleagues have a claim to be treated fairly as they cannot be reduced to just their instrumental value for the company; thus, Currys has ethical obligation to avoid the risk of AI recommendations exploiting vulnerable clients, obtaining informed consent for data usage, rather than hidden within terms and conditions, and ensuring that the personalization algorithms do not result in discrimination, such as giving inferior offers to certain customer groups. The move by Currys to incorporate ESG into its corporate governance system instead of maintaining a separate Board committee for this function (Investing.com, 2025) means that it is even more critical to include ethical review in the governance of the ConnectPlus project team, as responsibility for data ethics can no longer be left in the hands of one committee. Managed correctly, however, ethical principles represent business opportunities: as Currys itself highlights in its sustainability reports on digital inclusion and circular economy (Currys plc, 2025), an approach that engages clients and employees as partners and not simply as passive recipients of the new platform will lead to the creation of trust, loyalty and reputation that ConnectPlus seeks to achieve.
[bookmark: _Toc234697445]7. Recommendations and Conclusion
· Form a cross-departmental ConnectPlus steering committee led by the Project Manager and reporting to the Board, with IT, marketing, HR, local market leads, and customer advisory roles included formally in the governance structure.
· Implement a phased, market-by-market rollout plan, starting with a pilot market, in order to learn from any lessons in engagement prior to international rollout.
· Focus on privacy-by-design principles and an ethical check point at each project gate, rather than waiting until the end for data protection considerations.
· Support the project scale-up by using the RACI matrix and communications plan laid out in this report.
· Evaluate success based on engagement metrics, such as colleague engagement and customer opt-ins/satisfaction.
In summary, however, the ability to achieve the success of ConnectPlus is just as dependent upon the level of stakeholder engagement as it is on the level of technical skill involved with the creation of the platform. Using stakeholder theory and techniques such as stakeholder mapping, power/interest matrix, salience model, 4Cs, and RACI, the development team will be able to ensure that they understand whom their stakeholders are at each step of the process, that the appropriate methods of engagement have been chosen for different cultural and regulatory environments, and that the inherent conflicts within the commercial, technical, and ethical aspects of the project have been managed.
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