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[bookmark: _Toc411806842]1. Introduction
Tesco PLC is a large global retailer headquartered in the UK, operating through both physical and digital retail channels. Alongside its traditional shop network, the organisation has built strong digital capabilities, and customer data and loyalty programs are playing an increasing role in its competitive strategy. The Clubcard ecosystem at Tesco provides the organisation with a wealth of chances to understand customer behaviour and to give more relevant offers and experiences. In its recent strategy report, it highlights the significance of digital capability and personalised shopping experiences in enhancing customer value and competitive advantage (Tesco PLC, 2025).
It is assumed for this study that Tesco is developing Connect Plus, a new digitally upgraded customer loyalty and engagement platform to be implemented in chosen local and international markets within six months. Connect Plus will include AI-driven tailored suggestions, mobile-based rewards and data-driven consumer insights. The proposed platform is expected to help Tesco increase customer retention, data-driven decision-making, and differentiation in a competitive retail and e-commerce environment. Recent research shows that AI-enabled marketing can increase consumer engagement by using intelligent digital technology and customer data to provide more customised retail experiences (Behera et al., 2024).
But successful execution depends on more than technological ability. Stakeholder theory highlights the necessity for organisations to account for the groups that can influence or be influenced by organisational objectives and decisions (Freeman, 1984). Thus, Connect Plus needs to be effectively engaged with stakeholders such as top management, employees, customers, technology partners, suppliers and regulatory agencies. Relationship management is particularly crucial where stakeholders have various expectations, interests and levels of power (Ashcroft, 2017).
This paper identifies and classifies Connect Plus stakeholders and critically assesses appropriate strategies for their interaction. It employs stakeholder theory and engagement frameworks to explore stakeholder roles and interactions, potential conflicts and ethical implications. Special consideration is given to data privacy, responsible AI, cultural diversity and sustainable stakeholder relationships to determine how effective participation may contribute to the successful implementation of Connect Plus and Tesco’s long-term business performance.
[bookmark: _Toc661784593]2. SMART Goals
Clear objectives are important in guiding project operations and in evaluating performance. The SMART strategy makes it possible to design a project effectively by making sure that objectives are clear, measurable, achievable, relevant and time-bound (Doran, 1981). The following goals have been defined for the planning Connect Plus project:





	SMART Objective
	Target

	Platform Development
	Design and test Connect Plus and get it ready for rollout to chosen Tesco markets within six months, satisfying specified technical, security and operational requirements.

	Stakeholder Consultation
	Achieve at least 80% participation from identified high-priority internal stakeholders in scheduled consultations, workshops and project reviews before launch.

	Customer take-up
	Achieve a 15% acceptance rate of eligible targeted clients within six months of deployment.

	Engagement with Customers
	Increase engagement by 10% within six months of launch with tailored digital rewards and suggestions.

	Data & Compliance
	Complete 100% of mandatory privacy, cybersecurity and AI governance tests before Connect Plus launch in each targeted market.



These objectives serve as measurable criteria to monitor project progress and stakeholder contributions during the development and deployment of Connect Plus.
[bookmark: _Toc1800984839]3. Identification of Key Stakeholders and Analysis
The identification of stakeholders is an important element of the Connect Plus project since its successful implementation depends on the cooperation of groups with diverse interests, responsibilities and levels of influence. Freeman (1984) defines stakeholders as those groups or individuals who can affect or are affected by the achievement of an organisation’s objectives. From a relational approach, successful management consequently requires organisations to comprehend both individual stakeholder interests and the interactions that emerge between stakeholders and the organisation (Ashcroft, 2017).
The international introduction of Connect Plus would create a difficult stakeholder environment for Tesco. The platform would impact corporate areas including strategy, technology, marketing and operations. It would also affect customers, technology partners and regulators. Therefore, stakeholder identification should be a constant process throughout the project lifecycle as the influence and expectations of the stakeholders may change as Connect Plus moves from development to implementation.
[bookmark: _Toc1870194826]3.1 Internal and External Stakeholders
First, the main stakeholders are split into internal and external groups.
	Stakeholder
	Category
	Main Interest in Connect Plus
	Influence

	Board and Senior Management
	Internal 
	Investment return and reputation; strategic performance
	High

	Project Manager
	Internal
	Successful delivery on scope, budget and six-month time frame
	High

	IT and Product Development
	Internal
	Functionality, Integration and Technical Performance of the System
	High

	Marketing and E-commerce
	Internal
	Data quality, customisation, adoption and branding distinction
	High

	Customer Service
	Internal
	Customer experience and effective platform issue resolution
	High

	Legal/Data Protection and Cybersecurity
	Internal
	GDPR, privacy, security and compliance
	High

	Finance
	Internal
	Return on investment and budget management
	High

	Country/Regional Managers
	Internal
	Local market suitability and successful Implementation
	High

	Customers
	External
	Easy, private, valuable incentives that matter
	High

	Technology/Cloud Partners
	External
	Integration, contractual results and service performance
	High

	Suppliers/Commercial Partners
	External
	Engagement in promotional and incentive opportunities
	High

	Regulators/Data Protection Authorities
	External
	Legal compliance, consumer protection, and ethical data use
	High

	Investors/Shareholders
	External
	Financial performance, risk management and long-term expansion
	High



This classification suggests that the relevance of a stakeholder should not be defined only by the fact of it being internal or external. For example, customers have little formal influence over Tesco’s internal project decisions, but their willingness to adopt Connect Plus will ultimately determine if the platform delivers economic value. While regulators may not be in data and AI-driven personalisation can be used.
[bookmark: _Toc803925132]3.2 Power/Interest Matrix:
A Power/Interest Matrix offers a realistic way of prioritising stakeholders according to their power to affect the project and their level of interest. This restricts the Project Manager from using the same stakeholder engagement approach for all stakeholders.
	
	Low Interest
	High Interest

	High Power
	Keep happy: Investors/shareholders, selected commercial partners
	Close management: Board/Senior Management, Project Manager, IT/Product Team, Legal/Data Protection, regulators, Country Managers

	Low Power
	Monitor: broadened community and periphery stakeholder groups
	Keep Informed: Customers, Customer Service staff & larger operational staff



Those stakeholders classified as ‘Manage Closely’ require regular and meaningful engagement since their decisions can directly impact the delivery of the project. Strategic permission and resources are controlled by senior management. Technical feasibility is determined by the IT and product teams. Legal, cybersecurity and regulatory interests become especially essential as Connect Plus handles customer information and applies AI-driven personalisation.
The matrix, however, should not be read as static. Stakeholder relationships may evolve during the six-month project. An important example is customers. Customers have little formal organisational power individually, but together they can develop enormous influence through adopting behaviour, complaints, social media, reviews and switching to competitors.
According to Christopher, Payne and Ballantyne (2013), relationship marketing is about organisations creating value through relationships rather than just transactions. Thus, Tesco should regard customers as active players in developing Connect Plus, not just as passive recipients of the final platform.
[bookmark: _Toc1356418351]3.3 The Stakeholder Salience Model
The Power/Interest Matrix is complemented by the Stakeholder Salience Model established by Mitchell, Agle and Wood (1997), which evaluates stakeholders on three attributes: power, legitimacy and urgency. The most managerial attention is paid to the stakeholders with all three traits.
	Stakeholder
	Power
	Legitimacy
	Urgency
	Proposed Salience

	Board/Senior Management
	High
	High
	High
	Definitive

	Customers
	Medium/High
	High
	High
	High

	Legal/Data Protection & Regulators
	High
	High
	High
	High

	IT/Product & AI Teams
	High
	High
	High
	Definitive

	Country/Regional Managers
	High
	High
	High
	Definitive

	Technology Partners
	High
	High
	Medium
	Dominant

	Employees/Customer Service
	Medium
	High
	Medium
	Moderate/High

	Suppliers/Commercial
	Medium
	High
	Medium
	Moderate

	Investors/Shareholders
	High
	High
	Medium
	Dominant



The Salience Model is more comprehensive than the Power/Interest Matrix in that it acknowledges that formal power is not the only factor that determines stakeholder priority. For example, customers have legitimate expectations in terms of privacy, transparency and fair treatment. Data-protection regulators combine legitimacy with significant regulatory power and perhaps urgent claims. Mitchell, Agle and Wood (1997) further stress that stakeholder salience is dynamic as the features of salience can alter over time.
This is especially true with Connect Plus. A technology provider having a cybersecurity incident could quickly become an urgent high-priority stakeholder from a relatively stable stakeholder. Likewise, customer concerns around incorrect AI suggestions or usage of personal information may boost the urgency and power of customer groups. Therefore, the Power/Interest Matrix in conjunction with the Salience Model offers a more holistic assessment than each framework individually. 

The first is a basic administrative technique with power. However, both theories need managerial judgement and could oversimplify complicated stakeholder connections. Tesco, therefore, should be revisiting its stakeholder map on an ongoing basis throughout the Connect Plus lifecycle, rather than seeing its initial classification as a fixed position.
[bookmark: _Toc1689112650]4. Roles, Responsibilities, Benefits and Challenges of Major Stakeholders
The successful implementation of Connect Plus requires the stakeholders to contribute varied resources, expertise and competencies throughout the project life cycle. Stakeholder interactions are particularly crucial since organisational value is generated through the engagement and collaboration of various partners, not through unilateral actions by management (Ashcroft, 2017). Defining stakeholder duties clearly can thereby minimise uncertainty, promote responsibility and support effective collaboration:
	Key Stakeholder
	Main Roles and Responsibilities
	Benefits to Connect Plus
	Potential Challenges

	Board and Senior Management
	Approve strategy and funding and significant choices of projects.
	Strategic direction, resources and organisational authority.
	The pressure to provide quickly and to deliver financial returns may conflict with technological or ethical standards.

	Project Manager
	Align stakeholders, scope, timeline, communication, resources and hazards.
	Integration of activities and alignment of stakeholders’ expectations.
	Conflicting priorities, communications complexity and six-month delivery constraints.

	IT, Product and AI/Data Teams
	Design, implement and test the platform. Handle data and AI personalisation.
	Technical skills, innovation and better insight into the customers.
	Integration issues, data quality, algorithm bias and cybersecurity hazards.

	Marketing and E-commerce
	Create customer communications, campaigns and adoption plans.
	Market, client interaction, and increased platform use.
	Commercial customisation goals may be at odds with privacy standards.

	Legal, Data Protection and Cybersecurity
	Privacy, security, ethical data handling and regulatory compliance.
	Lower legal, ethical, security and reputational risk.
	Compliance regulations could add cost or cause delays in implementation.

	Country/Regional Managers
	Adapt implementation to local customers, regulations and market conditions.
	Cultural and market information to assist localisation.
	There could be clashes between Tesco’s worldwide standardising goals and goals and local agendas.

	Customers
	Get involved in research, testing and feedback and ultimately embrace Connect Plus
	Customer Insights, platform validity and revenue potential.
	Concerns about privacy, low levels of trust, digital isolation or reluctance to AI customisation.

	Technology Partners
	Provide infrastructure, software integration and specialist technology capabilities.
	Specialist knowledge, scalability and speedy development.
	Supplier reliance, system breakdowns, security issues and contractual disputes.

	Regulators
	Ensure compliance with data protection, consumer and applicable digital regulations.
	More legitimacy, less regulatory ambiguity if you meet the requirements well.
	Variations in rules across markets could restrict platform capabilities or data use.



These stakeholders depend on one another. The Project Manager therefore must manage relationships rather than looking at each stakeholder in isolation. Freeman (1984) argues that the core of strategic management is to identify the interests of the stakeholders that affect or are affected by the organisation’s operations. This means that commercial interests cannot simply trump consumer, employee or regulatory interests for Connect Plus.
The customer plays a particularly essential role, as their feedback contributes to improving the usability, customisation and perceived value of Connect Plus. Similarly, relationship marketing focuses on the importance of value creation and the preservation of the value of stakeholders through long-term relationships rather than on individual transactions exclusively (Christopher, Payne and Ballantyne, 2013). But doing it better requires a lot of consumer data, which might create a bit of friction between privacy and financial value.
Another key tension is between global standards and local adaptation. Senior management may want a consistent platform to control costs and safeguard the Tesco brand. Country managers may demand alterations reflecting local customer behaviour, regulation and cultural expectations. Effective stakeholder participation must thus allow local expertise to inform implementation without leading to excessive fragmentation.
Stakeholder participation can thus create creativity, competence, legitimacy, trust and enhanced decision-making, but it can also create competing expectations, delays and additional costs. The Project Manager must balance these interests, not try to please all stakeholders equally. The prioritisation should represent the stakeholder influence, legitimacy, urgency and the shifting risks faced by Connect Plus across its lifecycle (Mitchell, Agle and Wood, 1997).
[bookmark: _Toc1664033884]5. Stakeholder Engagement and Conflict Resolution.
Effective stakeholder involvement goes beyond simply informing stakeholders about the project. It consists of establishing connections in which stakeholders can contribute knowledge, voice concerns and influence choices according to their legitimate interests.  According to Ashcroft (2017), relationships should be understood and activity managed, as the quality of interactions between organisations and stakeholders may affect organisational outcomes. 


A recent study also describes stakeholder involvement as a dynamic and collaborative process and not a one-off administrative effort (Aaltonen, 2024). This is particularly critical for Connect Plus, since Tesco must align technology, commercial, regulatory and customer interests across several international regions within a six-month deployment period.
[bookmark: _Toc265294295]5.1 Process of Stakeholder Engagement
As Project Manager, the engagement with stakeholders would be an ongoing process of identification, analysis, prioritisation, planning, engagement, monitoring and review. Initial stakeholder mapping would understand that stakeholder power and urgency might vary throughout project execution (Mitchell, Agle and Wood, 1997).
Therefore, engagement intensity should reflect stakeholder influence and project impact.
Key choices must engage high-power, high-interest stakeholders, but lower-influence stakeholders may need regular information rather than constant consultation. However, the priority should not lead to exclusion of less powerful parties. For example, operational staff and customers may indicate real problems that senior decision-makers are blind to.
Therefore, collaborative participation may improve the quality of decision-making and stakeholders’ commitment (Aaltonen, 2024).
Connect Plus Stakeholder Engagement Plan
	Stakeholder
	Engagement Method
	Frequency
	Purpose

	Board/Senior Management
	Reports of the steering committee and executive.
	Monthly/key milestones
	Strategic decision-making, budget and risk oversight.

	IT/Product/AI Teams
	Workshops, agile meetings and technical reviews
	Weekly
	Development, integration, testing & troubleshooting

	Legal/Data Protection/Cybersecurity
	Risk workshops and compliance reviews
	Bi-weekly, and before launch
	Privacy, AI governance, Security & compliance regulatory

	Country/ Regional Managers
	Online workshops and market consultations
	Fortnightly
	Market requirements and localisation

	Marketing/E-commerce
	Campaign meetings
	Fortnightly
	Adoption, communication and placement of the brand

	Customer Service/ Employees
	Briefings training feedback
	Monthly; more frequently at start
	Operational readiness and customer support

	Customers
	Surveys, focus groups, testing prototypes and getting feedback
	Key development stages
	Customer expectations Relevance Trust and usability

	Technology Partners
	Performance appraisals, technical meetings
	Weekly
	Quality of service, delivery and integration

	Regulators
	Formal consultation and compliance communication
	Required/pre-launch
	Aligning and mitigating risk with regulations



This mix of technologies enables one-way communications and two-way engagement.
Customer surveys are a quick way of gathering input from big populations but provide little depth; focus group and prototype testing allow Tesco to probe attitudes and issues in more detail. Hence no one engagement mechanism suffices. 
[bookmark: _Toc1697768741]5.2 The 4Cs and Communicating
Communications should be directed to stakeholders, not the same message sent to all groups. Project communication practices can affect stakeholder participation and the efficacy of organisational transformation (Butt, Naaranoja and Savolainen, 2016). Connect Plus consequently needs a structured communication plan which details the message, channel, frequency and accountable person.
Communication Plan
	Audience 
	Information Required
	Channel
	Responsible

	Board 
	Progress, cost, strategic risks and decisions
	Executive dashboard/review meeting
	Project Manager

	Project Teams
	Tasks, dependencies, risks and changes
	Team/project platform and meetings
	Project Manager/Team Leads

	County Managers
	Rollout requirements and localisation decisions
	Virtual workshops/reports
	Project Manager

	Employees
	Training, launch process and customer support procedures
	Training sessions/intranet
	HR/Operations

	Customers
	Benefits, privacy information and platform use
	App, email, website and campaign communications
	Marking

	Technology Partners
	Technical specifications, incidents and deadlines
	Technical meetings/project system
	IT Lead

	Regulators
	Compliance and data-processing information
	Formal documentation/consultation
	Legal/Data Protection



The recommended approach for involvement can also be expressed in terms of the 4Cs: communication, consultation, collaboration and commitment. Communication provides clear information, consultation allows stakeholders to express their view, cooperation enables shared solutions to issues, and commitment creates stakeholders’ ownership of project outcomes. Relationship marketing supports this approach as sustained organisational value is derived from building relationships rather than transactions (Christopher, Payne and Ballantyne, 2013).
However, more consultation does not necessarily lead to better judgements. Too much consultation can delay a six-month project, create conflicting requirements and add to expense. The Project Manager also needs to discern between situations that need stakeholder input and decisions that require quick managerial accountability.
[bookmark: _Toc1190319429]5.3 RACI & Stakeholder Accountability
A RACI matrix is used to define who is Responsible, Accountable, Consulted and Informed for the key Connect Plus operations. Clear responsibility has special value in a complicated international project, where ambiguous authority might lead to duplication or delay.
Connect Plus RACI Matrix (Simplified)
	Activity
	Project Manager
	IT/ Product 
	Legal/Data 
	Marketing
	Country Managers 
	Board

	Project planning
	R
	C
	C
	C
	C
	A

	Platform development
	A
	R
	C
	C
	C
	I

	Data/privacy assessment
	C
	C
	R/A
	I
	C
	I

	Customer testing
	A
	R
	C
	R
	C
	I

	Localisation
	A
	C
	C
	C
	R
	I

	Marketing campaign
	C
	I
	C
	R/A
	C
	I

	Final launch approval
	R
	C
	C
	C
	C
	A



Key: R = Responsible A = Accountable C = Consulted I = Informed
RACI can be a useful tool to clarify accountability, but it needs to be adaptable, as digital projects require cross-functional collaboration and quick pivots.
5.4 Engaging with International and Cross-Cultural Stakeholders
Tesco needs to acknowledge cultural variances, consumer expectations, attitudes to privacy and regulations internationally. Connect Plus should therefore follow international standards for branding, cyber security and ethical use of data while allowing country managers to adjust marketing and engagement to local markets. Involving local people can make it more culturally suitable and avoid improper assumptions being enforced from the UK head office.
[bookmark: _Toc634876792]5.5 Managing Stakeholder Conflicts
Stakeholder conflict may emerge as different groups pursue competing agendas. Marketing may want customisation, Legal may worry about privacy, Finance may want cost reductions, while IT must spend on security and testing. Freeman (1984) advocates a balance of stakeholder interests rather than one group being favoured.
The Project Manager should work to reconcile competing interests through collaboration and discussion, escalating unresolved issues as necessary. Privacy-by-design, for example, enables a trade-off between marketing personalisation and responsible use of data. This is particularly crucial as AI personalisation can produce problems between client engagement, privacy and openness (Information Commissioner’s Office, 2025).
Connect Plus must work with interested parties in a flexible, ongoing way. Communication, collaboration and transparent responsibility can enhance trust. This allows Tesco to combine business ambitions with real stakeholder and ethical concerns.
[bookmark: _Toc1724932002]6. The Impact of Sustainable Stakeholder Engagement on Business Performance
Engaging with stakeholders in a sustainable way can have a big impact on Tesco's performance in the long run. It can help make better decisions and reduce risks, as well as build stronger relationships with customers. The idea of stakeholder theory is that a company's value shouldn't just be about what's good for its shareholders, but also about what's good for all the people and groups that have a stake in it. This is especially important for Connect Plus, because its success depends on getting support from a lot of different groups, including customers, employees, technology partners, and regulators, even after it's up and running.
 By keeping these stakeholders engaged and happy, Connect Plus can make sure it keeps performing well and achieving its goals. This approach can also help identify potential problems early on and find ways to solve them, which can save time and money in the long run. Overall, sustainable stakeholder engagement is crucial for Connect Plus to build trust, credibility, and long-term success. Customer Loyalty and Competitive Advantage: Your participation as a customer, through surveys, testing and feedback, can help Tesco improve the usability and relevance of Connect Plus. 
Relationship marketing states that long-term relationships offer value beyond the single sale (Christopher, Payne and Ballantyne, 2013). More customised experiences through AI-driven recommendations can enhance engagement (Behera et al., 2024). But excessive customisation might erode confidence if customers find the acquisition or use of their information intrusive. This means Tesco needs to weigh customisation against transparency and customer control. Innovation and Decision Making:  When people work together and share their ideas, it can lead to new and better solutions. 
For example, customers can give feedback on how easy something is to use, employees can point out problems with how things are done, technology partners can share their technical expertise, and country managers can provide insight into what's needed in their local markets. By listening to all these different perspectives, we can make more informed decisions and avoid creating things that don't meet people's needs. This helps to ensure that what we create is useful and effective, which can lead to greater success and satisfaction for everyone involved. 
But sometimes, getting too much input from stakeholders can actually be a bad thing. If you're getting too many different opinions, it can be hard to make a decision, and it can even slow things down. It can also cost more money. So, the person in charge of the project needs to figure out which opinions are the most important and which ones will have the biggest impact. They must prioritise them, so they can make the best decisions for the project. Risk, Ethics and Reputational Risk: It's really important to get the right people involved early on, like lawyers, data protection experts, and cybersecurity specialists. This can help minimise problems with the law, money, and the company's reputation. 
This is especially true for Connect Plus, since it relies heavily on consumer data and uses AI to customise experiences. To manage data responsibly, it's essential to be fair, transparent, and protect people's personal information properly, as outlined by the Information Commissioner's Office in 2025. By doing so, Connect Plus can ensure that it's handling data in a way that respects consumers' rights and maintains their trust. Ethical engagement also must include algorithmic bias and digital inclusiveness. For certain customers, a mobile-based platform could not offer as much benefit if they have poor digital abilities or access to a smartphone. Tesco should therefore guarantee that customer consultation covers different user groups.
[bookmark: _Toc1809710848]Conclusions and Recommendations
 7.1 Suggestions Based on the stakeholder study, many recommendations for a successful deployment of Connect Plus are presented. To keep stakeholders on board, Tesco should regularly update its stakeholder map, because the influence, interest, and urgency of these stakeholders can shift as the project moves forward. This is important, as noted by Mitchell, Agle, and Wood back in 1997. It's also crucial for Tesco to have a two-way conversation with its stakeholders, rather than just talking at them. 

This can be achieved through workshops, testing with customers, surveys, and getting feedback from employees. By doing so, Tesco can ensure that everyone's voice is heard and valued. Tesco should make sure to get input from their Legal, Data Protection, and Cybersecurity teams at every step of the way when it comes to developing Connect Plus. This will help ensure that the system is private, secure, and uses AI in a responsible way from the very beginning. It's also a good idea for country managers to be part of the decision-making process when it comes to implementing Connect Plus, so that it can be tailored to fit in with local customs, laws, and what customers in different areas want and need.

 By doing this, Tesco can make sure that Connect Plus is something that will work well and be useful in all the different places it will be used. Finally, engagement must continue post-launch. Track customer happiness, adoption, complaints, employee feedback and privacy issues to find possibilities for continual improvement. 7.2 Conclusion According to the paper, effective stakeholder engagement is critical to successful development and international implementation of Connect Plus. Stakeholder analysis highlighted disparities in power, interest, legitimacy and urgency that would require Tesco to pursue alternative engagement techniques for different groups. Communication, consultation, collaboration and clear accountability can improve decision-making, minimise conflict and create stakeholder commitment. 
Engagement can also lead to increased expenditures, clashing expectations and delays to execution. As such, Tesco must find a balance between economic aims and consumer trust, employee participation, responsible use of data and regulatory compliance. Treating stakeholder involvement as an ongoing strategic process can aid with the effective deployment of Connect Plus whilst helping to foster sustainable customer relationships, corporate reputation and long-term company performance.




















[bookmark: _Toc229831571]References
1. Donaldson, T., & Preston, L. E. (1995). The stakeholder theory of the corporation: Concepts, evidence, and implications. Academy of Management Review, 20(1), 65–91.
Useful for establishing the theoretical foundations of stakeholder management.
2. Mitchell, R. K., Agle, B. R., & Wood, D. J. (1997). Toward a theory of stakeholder identification and salience: Defining the principle of who and what really counts. Academy of Management Review, 22(4), 853–886.
Provides the power–legitimacy–urgency framework for prioritising Tesco’s stakeholders.
3. Kujala, J., Lehtimäki, H., & Freeman, R. E. (2022). Stakeholder engagement: Past, present, and future. Business & Society, 61(5), 1131–1156.
Explains how stakeholder engagement has developed from communication into active collaboration and participation.
4. Gupta, K., & Wang, H. (2020). Stakeholder engagement strategies, national institutions, and firm performance: A configurational perspective. Strategic Management Journal, 41(10), 1950–1978.
Relevant to analysing how Tesco should adapt engagement strategies to different national institutional environments.
5. Dawson, J. (2005). Retail multinational learning: A case study of Tesco. International Journal of Retail & Distribution Management, 33(1), 23–48.
Useful for examining Tesco’s international expansion, organisational learning, and adaptation to local markets.
6. Alexander, N., & Doherty, A. M. (2009). International retail marketing: A case study of Tesco. Journal of Marketing Management.
Helps analyse Tesco’s international retail strategy, market adaptation, local consumers, suppliers, and other stakeholders.


2

