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Stakeholder Engagement Report for the Launch of ConnectPlus: An AI-Driven Customer Loyalty and Engagement Platform
[bookmark: _Toc235215197]Executive Summary
ConnectPlus is an Artificial Intelligence (AI) based customer loyalty and engagement platform, developed by one of the leading international retail and e-commerce organisations in the United Kingdom, Tesco PLC. This report discusses the strategies adopted by the stakeholders in achieving success in the implementation of ConnectPlus. The platform combines AI-driven personalised product suggestions, rewards through mobile apps, live analytics of customer data, and data-driven marketing tools to boost customer retention, bolster business intelligence, and drive Tesco's competitive edge both domestically and globally (Tesco PLC, 2024).
The report outlines the stakeholders (both internal and external) who impact the project and their interests, power and responsibilities mapped across the project lifecycle. Stakeholder management frameworks such as Mendelow's Power-Interest Matrix, Stakeholder Salience Model, RACI Matrix, stakeholder engagement planning and the 4Cs stakeholder engagement are used to create practical actions for engagement, collaboration, consultation and communication, as well as for commitment to the long-term (Kotler et al., 2022).
The report also reviews opportunities and challenges in mobilising multiple stakeholders in different cultural, regulatory and technological landscapes. Ethical issues such as customer privacy, responsible AI governance, transparency, cybersecurity, and sustainable business practices are highlighted. Lastly, recommendations are made to improve stakeholder relationships, reduce project risks and maximise business performance through stakeholder engagement (European Commission, 2021).
[bookmark: _Toc235215198]1. Introduction
[bookmark: _Toc235215199]1.1 Company Overview
Tesco PLC is the UK's biggest retail and grocery company and one of Europe's biggest multinational retailers, with supermarkets, convenience stores and e-commerce platforms in various international markets. The organisation was founded in 1919 and connects with millions of customers every week via the shop and digital commerce platforms. In recent years, Tesco has made significant investments in digital transformation, artificial intelligence, customer analytics and omnichannel retailing to enhance customer experience and long-term competitiveness. The company's Clubcard programme is an example of how it is using data to manage its customers, while digital investments continue to drive strategic growth in ever more competitive global retail markets (Tesco PLC, 2024).
Tesco plans to roll out ConnectPlus, its AI-powered customer loyalty and engagement platform, in selected domestic and overseas markets within six months to further enhance customer engagement. Its platform technology integrates personalised shopping recommendations, predictive analytics, digital rewards, behavioural insights and mobile engagement technologies in a single customer ecosystem. These will help Tesco provide individualised customer service, make marketing more effective, boost re-purchasing and facilitate evidence-informed strategic choices (McKinsey & Company, 2023).
[bookmark: _Toc235215200]1.2 Importance of Stakeholder Engagement
ConnectPlus requires technology capability as well as effective stakeholder engagement during planning, development, implementation and post-launch evaluation. Stakeholders help to make a project a success by: Providing resources, providing operational support, ensuring regulatory compliance, Customer adoption and Organisational commitment. Freeman's Stakeholder Theory holds that organisations can achieve sustainable value by taking into account the needs of all stakeholders instead of just shareholders. Likewise, stakeholder engagement (SE) research of recent times highlights that collaborative SE boosts project performance, innovation, and organisational resilience (Aksoy et al., 2022). The stakeholder engagement examples in the supporting materials also demonstrate that effective dialogue, recognition, consultation and collaboration can improve relationships with customers, employees, suppliers and communities. 
This report therefore uses current stakeholder management theory and frameworks to identify the key stakeholders, define their roles and responsibilities, and design actionable engagement strategies that will help the international introduction of ConnectPlus and support sustainable organisational performance.
[bookmark: _Toc235215201]2. SMART Objectives
The following SMART objectives are used to guide the ConnectPlus project:
· Specific: Get the AI-powered ConnectPlus platform up and running in the UK and 5 targeted overseas markets in six months. 
· Measurable: Boost customer retention by 15%, enhance customer engagement by 20% and secure 60% of the customers within the first year of implementation. 
· Achievable: Deliver the project collaboratively and involve the right stakeholders, with existing Tesco digital infrastructure. 
· Suitable: Support Tesco's digital transformation and enhance customer loyalty, efficiency, and competitive advantage. 
· Time-bound: Development, testing, deployment and training of stakeholders before the date of global launch. 
[bookmark: _Toc235215202]3. Identification and Categorisation of Key Stakeholders
[bookmark: _Toc235215203]3.1 Stakeholder Identification
Stakeholders are individuals or organisations that can influence or are influenced by project activities and outcomes (Freeman, 1984). With AI, international operations, and customer data being part of ConnectPlus, its success relies on how well various internal and external stakeholders can work together, making it a massive digital transformation project. The stakeholder engagement guidance focuses on identifying stakeholder groups relevant to the organisation before creating communication and engagement strategies to address them. 
[bookmark: _Toc235215204]Internal Stakeholders
The principal internal stakeholders include:
· Board of Directors 
· Executive Management Team 
· Project Manager 
· Project Management Office (PMO) 
· Information Technology and Software Development Team 
· Artificial Intelligence and Data Analytics Team 
· Cybersecurity Team 
· Marketing Department 
· Customer Relationship Management (CRM) Team 
· Sales Department 
· Human Resource Department 
· Finance Department 
· Legal and Compliance Team 
· Customer Service Team 
· Store Managers 
· Employees across the UK and international operations 
The stakeholders will provide strategic direction, finance, technical knowledge, operational support and organisational change management throughout the project life cycle.
[bookmark: _Toc235215205]External Stakeholders
External stakeholders include:
· Existing and potential customers 
· Technology vendors 
· Cloud service providers 
· Payment service providers 
· Mobile application developers 
· International suppliers 
· Investors and shareholders 
· UK Information Commissioner's Office (ICO) 
· Government regulators 
· International regulatory authorities 
· Business partners 
· Digital marketing agencies 
· Local communities 
· Consumer advocacy organisations 
· Media organisations 
These stakeholders have an impact on customer uptake, legal compliance, technology integration, corporate image and commercial viability.
[bookmark: _Toc235215206]3.2 Stakeholder Mapping Using Mendelow's Power-Interest Matrix
One of the most popular stakeholder management tools is Mendelow's Power-Interest Matrix, which sorts stakeholders by their organisational power and interest in the project. This allows project managers to be efficient with their engagement resources and focus on communication activities (Mendelow, 1991).
Figure 1: Mendelow's Power–Interest Matrix
	Power
	High Interest
	Low Interest

	High Power
	Board of Directors, Executive Management, Project Sponsor, AI Development Team, Investors, Regulators
	Government agencies, External auditors

	Low Power
	Employees, Marketing Team, CRM Team, Customer Service Staff, Customers
	Local communities, Media, General public


High Power High Interest stakeholders have decision-making power and personal interest in the project's success. These stakeholders must be involved in strategic planning meetings, governance review and approval of project milestones.
External regulators and government agencies (High Power and Low Interest) should be satisfied with regular compliance reporting and risk management updates. Positive relationships with these groups minimise the risk of regulatory delays and legal issues (PMI, 2021).
Employees, customers, marketing specialists and customer service teams fall under the category of Low Power–High Interest. These stakeholders lack strategic authority, yet have a significant impact on achieving operational success and platform adoption. There is thus a need for ongoing communication, consultation and training (Crane et al., 2023).
Stakeholders in the Low Power–Low Interest quadrant must be regularly monitored to prevent any new issues from gaining more power during implementation. By conducting effective stakeholder mapping, Tesco can allocate resources appropriately and enhance collaboration among all stakeholders throughout the project lifecycle of ConnectPlus (Aksoy et al., 2022).
[bookmark: _Toc235215207]3.3 Stakeholder Analysis Using the Salience Model
Mendelow's Power–Interest Matrix also considers influence and interest, but the Stakeholder Salience Model developed by Mitchell et al., 1997) examines three attributes: power, legitimacy and urgency, and offers a more complete evaluation of stakeholders. Definitive stakeholders are those stakeholders who have all three attributes and need to be managed immediately. The framework works well for ConnectPlus due to the various expectations, authority and urgency of various groups of stakeholders in international markets.
[bookmark: _Toc235215208]Table 1: Stakeholder Salience Analysis
	Stakeholder
	Power
	Legitimacy
	Urgency
	Stakeholder Type

	Board of Directors
	High
	High
	High
	Definitive

	Executive Management
	High
	High
	High
	Definitive

	Project Sponsor
	High
	High
	High
	Definitive

	Customers
	Medium
	High
	High
	Dependent

	Regulators
	High
	High
	High
	Definitive

	Investors
	High
	High
	Medium
	Dominant

	Employees
	Medium
	High
	Medium
	Dependent

	Technology Vendors
	Medium
	High
	High
	Dependent

	Suppliers
	Medium
	High
	Medium
	Dominant

	Local Communities
	Low
	High
	Low
	Discretionary



The definitive stakeholders possess decision-making authority, legitimate involvement and urgent expectations. This means Tesco will need to focus on ongoing communication and joint decision-making with higher-level management, project sponsors and regulators. If not engaged properly, it might result in delayed implementation, higher regulatory risks or less strategic alignment.
Dependent stakeholders include customers, employees, and technology partners, who have legitimate interests and immediate expectations, but not much power in decision-making. They are an ongoing requirement as their involvement is critical to their customer success, operational delivery, and technical integration (ISO, 2021).
The uploaded LG Electronics stakeholder case also shows how it helps organisations to systematically differentiate the stakeholder groups and adjust communication strategies based on stakeholder expectations and organisational priorities. The case identifies five categories of stakeholders: shareholders, customers, suppliers, government, NGOs and communities, which all need to be engaged differently (Hitt et al., 2023). 
[bookmark: _Toc235215209]4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders
[bookmark: _Toc235215210]4.1 Roles and Responsibilities
During the project lifecycle of ConnectPlus, each stakeholder brings expertise and resources to the table.
The Board of Directors offers strategic governance, project investment approval, and performance oversight. Executive management sets the direction of the company by defining operational goals and keeping the activity aligned to Tesco's long-term digital transformation programme.
The Project Manager oversees the coordination of planning, scheduling, budgeting, stakeholder communication, and risk management. ConnectPlus' delivery is dependent on cross-functional teamwork between the Project Management Office, software developers, AI experts and cybersecurity experts (PMI, 2021).
The Marketing Department creates promotional campaigns, customer engagement strategies and launch activities. The CRM Team gathers customer data and leverages AI to tailor offers and incentives to each customer. Customer Service Teams provide user support after implementation and collect customer feedback for continuous improvements.
Customers engage with the platform for adoption, behavioural feedback, and loyalty engagement. Technology vendors offer cloud infrastructure, AI solutions, and cybersecurity services, while regulators help ensure adherence to UK GDPR, consumer protection laws, and AI governance guidelines. Investors are financial resources that offer confidence and consider the effectiveness of the project against the organisational goals (Schwalbe, 2022).
[bookmark: _Toc235215211]4.2 Benefits and Challenges
Stakeholder involvement has many organisational benefits. Cross-functional collaboration fosters innovation, better decision-making and greater project acceptance in global markets. Early engagement with stakeholders also helps to build trust, mitigate any objections to change within an organisation, and increase customer satisfaction. Evidence of stakeholder engagement highlights that effective communication, consultation and co-operation build relationships and mutual value for employees, customers, suppliers and communities. 
But some problems can also occur. However, conflicting priorities may emerge between different international markets, such as the expectation of data privacy, cultural preferences, transparency of AI usage, and customer engagement strategies. Staff might have apprehensions about automation, and customers could have concerns about data privacy and AI-driven suggestions (Crane et al., 2023). There are also implementation complexities due to regulatory differences across countries.
The processes for engaging with stakeholders therefore need to be structured to promote transparency, co-operation and ongoing communication and to proactively manage stakeholder expectations during the ConnectPlus implementation programme for Tesco (OECD, 2024).
[bookmark: _Toc235215212]5. Stakeholder Engagement Strategy
[bookmark: _Toc235215213]5.1 Stakeholder Engagement Process
Stakeholder engagement will be managed by a structured process throughout the project life cycle of ConnectPlus to ensure ongoing collaboration, transparency and stakeholder commitment. Effective engagement goes beyond communication and includes the involvement of stakeholders in planning, decision-making and implementation. The United Nations Practical Guide on Stakeholder Engagement points out that meaningful participation requires systematic stakeholder mapping, engagement planning, regular consultation and continuous evaluation to establish long-term partnerships (Aksoy et al., 2022). 
The engagement will go through six steps:
1. Stakeholder identification and classification. 
2. Stakeholder prioritisation based on Mendelow's Matrix and Salience Model. 
3. To develop a plan for stakeholder engagement. 
4. Communication and consultation activities. 
5. Ongoing assessment of stakeholder needs and project quality. 
6. Assessment and ongoing enhancement after the projects are in place. 
This systematic approach allows Tesco to adjust to the evolving expectations of its stakeholders and minimise risks during the 6-month-long implementation programme.
[bookmark: _Toc235215214]5.2 Application of the 4Cs Stakeholder Engagement Model
The 4Cs Model is a holistic approach to stakeholder relationships built on Communication, Consultation, Collaboration and Commitment (Aksoy et al., 2022).
[bookmark: _Toc235215215]Communication
Communication fosters transparency across the project by making sure that stakeholders have full, timely and consistent information. Project performance and governance will be reported monthly to Executive Management and weekly to staff via Microsoft Teams, internal newsletters, and departmental meetings. The ConnectPlus features and launch dates will be communicated to customers via Tesco's website, Clubcard app, email marketing and social media.
Good communication is essential to remove uncertainty, build trust within the organisation and gain confidence in the stakeholders during digital transformation (Bryson, 2021).
[bookmark: _Toc235215216]Consultation
Consultation allows for stakeholder involvement in decision-making before implementation. Platform functionality, customer expectations and operational requirements will be assessed through customer surveys, focus groups, employee workshops, supplier meetings and investor briefings regularly. Early consultation can help project teams spot potential issues before deployment and build stakeholder ownership of project outcomes.
Studies show that successful stakeholder engagement organisations are making efforts to invite stakeholder feedback instead of just communicating with them (Aksoy et al., 2022). Likewise, the stakeholder engagement examples in the module resources highlight the importance of dialogue and recognition as key aspects of effective stakeholder engagement. 
[bookmark: _Toc235215217]Collaboration
Stakeholder collaboration is a participatory approach. ConnectPlus will be developed by cross-functional teams of IT experts, AI builders, cybersecurity experts, marketing teams, and CRM experts. Technology vendors will work together for software integration, and regulatory authorities will be engaged on compliance issues before deployment (PMI, 2021).
The case study of LG Electronics has been used to highlight how different stakeholder groups can be approached to enhance decision-making and long-term sustainability for organisations by addressing stakeholder expectations in the right way and through the right channel. 
[bookmark: _Toc235215218]Commitment
Commitment is the highest level of stakeholder involvement, as stakeholders are now engaged supporters of organisational goals. Tesco will reinforce its long-term commitment by acknowledging employee contributions, celebrating project milestones, ensuring governance transparency and embracing ethical AI practices. Personalised loyalty rewards, special offers, and constant enhancements to the platform based on user feedback will keep customers engaged (Kotler et al., 2022).
[bookmark: _Toc235215219]5.3 Stakeholder Engagement Plan
	Stakeholder
	Engagement Method
	Frequency
	Responsible Person

	Board of Directors
	Governance meetings
	Monthly
	Project Manager

	Executive Team
	Progress reports
	Weekly
	Project Manager

	Employees
	Workshops and training
	Fortnightly
	HR Manager

	Customers
	Surveys and mobile app feedback
	Monthly
	Marketing Manager

	Suppliers
	Review meetings
	Monthly
	Procurement Manager

	Regulators
	Compliance reports
	Quarterly
	Legal Manager

	Investors
	Performance presentations
	Quarterly
	Finance Director



This engagement plan will engender accountability, secure satisfaction among stakeholders, and keep all stakeholder groups informed and engaged throughout the ConnectPlus project lifecycle (European Commission, 2021).
[bookmark: _Toc235215220]5.4 Communication Plan
Communication is essential to successful stakeholder engagement to keep stakeholders informed, involved, and aligned with project goals during implementation. Tesco will adopt a structured communication approach for the ConnectPlus project, which will identify communication channels, frequency, content and responsible persons for each stakeholder group. The communication strategy will be a mixture of formal and informal communication to ensure consistency and to meet the varied information needs of internal and external users (Crane et al., 2023).
[bookmark: _Toc235215221]Table 2: Communication Plan
	Stakeholder
	Information Required
	Communication Method
	Frequency

	Board of Directors
	Strategic progress, budget, risks
	Executive reports and board meetings
	Monthly

	Executive Management
	Project performance, milestones
	Dashboards and meetings
	Weekly

	Project Team
	Tasks, deadlines, technical updates
	Microsoft Teams, daily stand-up meetings
	Daily

	Employees
	Training, implementation schedule
	Workshops, emails, and the intranet
	Fortnightly

	Customers
	Platform benefits, launch updates
	Mobile application, website, social media
	Monthly

	Suppliers
	Integration requirements, delivery schedules
	Online meetings and emails
	Monthly

	Regulators
	Compliance documentation
	Formal reports and audits
	Quarterly

	Investors
	Financial progress and project outcomes
	Investor briefings
	Quarterly



It helps to ensure transparency and fosters the trust and understanding of stakeholders, which can be crucial for the timely delivery of the project.
[bookmark: _Toc235215222]5.5 RACI Matrix
A RACI Matrix helps to define who is Responsible, Accountable, Consulted and Informed for each key project activity. Clear accountability amongst cross-functional teams enhances coordination and minimises duplication (Schwalbe, 2022).
[bookmark: _Toc235215223]Table 3: Simplified RACI Matrix
	Project Activity
	Project Manager
	IT Team
	Marketing
	Legal Team
	Executive Board

	Project Planning
	A
	C
	C
	I
	I

	AI Platform Development
	C
	R
	I
	I
	I

	Data Protection Compliance
	C
	C
	I
	R
	I

	Customer Marketing Campaign
	C
	I
	R
	I
	I

	User Testing
	A
	R
	C
	I
	I

	Final Platform Launch
	R
	C
	C
	C
	A



R = Responsible, A = Accountable, C = Consulted, I = Informed
The matrix helps to define roles and reduce confusion among all stakeholders, aiding in efficient project delivery.
[bookmark: _Toc235215224]5.6 Conflict Management
Different priorities, cultural differences, resource distribution and different expectations often cause conflicts among stakeholders in large-scale international projects. For ConnectPlus, issues can emerge between marketing departments looking for broad consumer information and legal teams that want to ensure adherence to regulations. Likewise, IT departments can focus on the technical aspects of the product while customer service teams can prioritise user experience and ease of operation.
These conflicts will be handled collaboratively, through open communication, negotiation and evidence-based decision-making processes. Regular meetings with stakeholders will be held to help identify disagreements that are starting to become a big project risk. Cross-functional training sessions will help departments become aware of each other's goals and find practical solutions together (Bryson, 2021).
For important differences, the Project Manager, Project Sponsor and Executive Steering Committee will be involved in escalation procedures. Decisions will be made against organisational goals, customer value, lawfulness, project priorities, not departmental preferences. This partnership-building approach helps build trust among stakeholders and keeps the project moving (PMI, 2021).
[bookmark: _Toc235215225]5.7 Stakeholder Typology and SWAN–OWAN Analysis
Stakeholder typology helps the project manager to choose engagement strategies based on the nature of stakeholders. Empowerment of stakeholders to make joint decisions is particularly important for stakeholders who are supportive, while for those who are resistant, extra consultation, reassurance and change management should be done (Bryson, 2021).
The SWAN–OWAN approach also helps with stakeholder analysis, highlighting organisational strengths, weaknesses, and Needs. By doing this, Tesco can gain a holistic view of its stakeholders' expectations, craft strategies to connect with them, and encourage ongoing partnerships. The combination of stakeholder typology with SWAN–OWAN thus enhances project governance, diminishes resistance to organisational change and increases stakeholder commitment during the implementation programme for ConnectPlus (OECD, 2024).
[bookmark: _Toc235215226]6. Evaluation of Sustainable Stakeholder Engagement on Business Performance
[bookmark: _Toc235215227]6.1 Sustainable Stakeholder Engagement and Organisational Success
Sustainable stakeholder engagement is the ongoing evolution of mutually beneficial relationships that provide long-term value for organisations and their stakeholders. Organisations do not consult stakeholders at project time, but involve them in strategic decision making, innovation and organisational governance. Stakeholder theory states that an organisation's ability to satisfy the interests of all stakeholders is linked to the success of the organisation, its competitive advantage, and its ability to withstand the turbulence of the business environment (Freeman, 1984). Relationship marketing, similarly, focuses on the fact that keeping customers in the long-term is a way to reinforce their loyalty, trust and value creation within the organisation (Christopher et al., 2013).
Tesco's sustainable engagement during the ConnectPlus project will improve relationships with customers, employees, suppliers, regulators and investors as well as promote the successful adoption in their domestic and international markets.
[bookmark: _Toc235215228]6.2 Impact on Customer Loyalty and Brand Reputation
Customers are the most powerful stakeholder group because ConnectPlus is created with customer engagement in mind, using AI-driven suggestions, tailored rewards and digital experiences. Through effective engagement, Tesco can gain insight into customer preferences and interests, tailor marketing strategies to better meet their needs, and continuously enhance platform functionality based on customer feedback (Kotler et al., 2022).
Consultation via customer surveys, mobile application reviews, and loyalty programme analytics boosts customer satisfaction and builds trust in Tesco's digital services. Ethical data control of customer information and clear AI decision-making also bolster organisational trust. Studies show that companies with strong stakeholder relationships have better customer retention, a better brand image and greater long-term profitability (Aksoy et al., 2022). The stakeholder engagement materials also highlight the importance of continuous dialogue and value creation to build relationships. 
Moreover, happy customers often provide positive online reviews and word-of-mouth marketing, helping to expand the market in international operations.
[bookmark: _Toc235215229]6.3 Operational Performance and Innovation
Good internal stakeholder engagement is a very powerful driver of organisational efficiency, as it helps bridge the divisions between technology, marketing, finance, operations and customer service. Staff who engage in project planning are more likely to respect organisational change and successfully implement new technologies (PMI, 2021). Continuous training, knowledge sharing and collaborative problem solving also boost employee confidence and lessen digital transformation resistance.
Tesco collaborates closely with technology vendors, software developers and cloud service providers to gain both expert knowledge and speed in innovation and system reliability. Collaborative planning by suppliers can also help minimise the risk and delay associated with implementations.
The LG Electronics stakeholder case illustrates how organisations that develop communication strategies with their suppliers, governments, investors and communities can boost their decision-making process and strengthen their corporate sustainability and long-term competitiveness (McKinsey & Company, 2023). 
[bookmark: _Toc235215230]6.4 Risk Management and Ethical Governance
Stakeholder engagement is vital to project risk management, too. Routine communication with regulators will help prevent issues arising from the implementation of UK GDPR, consumer protection laws and international data governance requirements. Likewise, anticipatory investment dialogue boosts trust in the project's governance and financial management.
Ethical concerns are especially significant, as ConnectPlus handles significant volumes of customer data with AI algorithms. Tesco will therefore have to ensure transparency in data collection, algorithmic decision-making and cybersecurity practices. Good governance of AI helps to reduce risks to reputation and boost stakeholder trust (OECD, 2024).
The United Nations Practical Guide on Stakeholder Engagement emphasises that appropriate stakeholder involvement can foster transparency, accountability and participatory decision-making, which in turn supports sustainable organisational performance. 
Overall, sustainable stakeholder engagement generates competitive advantage through innovation, organisational resilience, implementation risk reduction and responsible business. Stakeholder engagement should therefore be considered as a strategy rather than a project management task and be used as a means to maximise the commercial success of ConnectPlus whilst providing long-term and sustainable value to all stakeholder groups (UNITAR, 2020).
[bookmark: _Toc235215231]7. Recommendations
[bookmark: _Toc235215232]7.1 Strategic Recommendations
Several strategic options are recommended to optimise the implementation of the ConnectPlus platform in the domestic and international business of Tesco, based on the results of stakeholder analysis and evaluation.
Strengthen Stakeholder Governance
Tesco needs to create an executive management, project management, information technology, marketing, customer service, legal, cybersecurity, and international business units, Stakeholder Steering Committee. The committee should have regular meetings during the project's life to discuss progress, address new issues and discuss project direction, ensuring that project goals align with organisational goals and stakeholder expectations (Bryson, 2021).
Develop Continuous Stakeholder Engagement
The process of stakeholder involvement should not stop after the platform is launched. Tesco needs to establish a continuous feedback mechanism by utilising customer satisfaction surveys, employee engagement programmes, supplier review meetings, and investor communication. Through ongoing engagement, the organisation can adapt to shifting expectations of stakeholders and to continuously improve ConnectPlus (Aksoy et al., 2022).
Invest in Employee Training
Employee capability is essential for a successful digital transformation. Tesco should have extensive training programs that include AI applications, digital customer engagement, cybersecurity awareness, and data privacy compliance. Qualified staff will create better customer service, boost organisational change resistance and performance of operations (World Economic Forum, 2024).
Enhance Ethical AI Governance
As AI and customer analytics are integral to ConnectPlus, Tesco should set clear governance policies for the responsible use of these technologies. It's essential to monitor AI algorithms for bias, transparency, and fairness in customer recommendations. Moreover, adherence to the UK General Data Protection Regulation (UK GDPR) and global data protection regulations should be a priority strategy to build customer trust (World Economic Forum, 2024).
Strengthen International Collaboration
Sensitivity to cultural differences, regulatory requirements and local customer preferences is required for the international rollout. Tesco should thus tailor stakeholder engagement strategies for each market while applying a uniform corporate governance approach. Building partnerships with local suppliers, regulators and community members will enhance market acceptance and minimise implementation risks (European Commission, 2021).
[bookmark: _Toc235215233]8. Conclusion
ConnectPlus's success relies on cultivating the right stakeholders throughout the project lifecycle. This report identified the key internal and external stakeholders affecting the project and undertook the use of recognised stakeholder management frameworks, including Mendelow's Power–Interest Matrix, the Stakeholder Salience Model, communication planning and the RACI Matrix to create a comprehensive stakeholder engagement strategy.
The analysis showed that successful stakeholder engagement goes beyond communication and is an approach that fosters consultation, collaboration and long-term engagement. The roles played by employees, customers, technology partners, suppliers, regulators, and investors are vital to the project delivery, organisational change, and platform adoption. Meanwhile, issues such as competing stakeholder interests, international regulatory variations, cybersecurity threats, ethical challenges with AI, and cultural differences demand careful handling via organised participation processes.
Sustainable stakeholder engagement offers substantial organisational benefits: higher customer satisfaction, better innovation, operational efficiency, the organisation's resilience, and lower implementation risk. Ethical governance, clear communication and ongoing engagement with stakeholders further reinforce the reputation of the organisation and enable the responsible digital transformation.
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