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Executive Summary

The success of modern business projects depends heavily on effective stakeholder
engagement, particularly when organisations introduce innovative technologies across
international markets. This report analyses the stakeholder engagement strategy for the
implementation of ConnectPlus, an Al-powered customer engagement platform developed for
Zara (Inditex). The platform aims to improve customer experience by providing personalised
product recommendations, mobile-based rewards, and advanced customer insights while
supporting data-driven decision-making across Zara’s global operations.

The report identifies and categorises Zara’s internal and external stakeholders, evaluating
their level of influence, interest, responsibilities and potential impact on the project’s success.
Stakeholder management theories including Freeman’s Stakeholder Theory (1984),
Mendelow’s Power-Interest Matrix, and the Stakeholder Salience Model are applied to
understand stakeholder priorities and develop suitable engagement strategies. In addition, the
report analyses stakeholder benefits, challenges and potential conflicts that may arise during
implementation.

To support successful project delivery, the report proposes several engagement mechanisms,
including stakeholder mapping, communication planning, the RACI Matrix, the 4Cs model,
and conflict management strategies. These approaches aim to improve collaboration,
transparency, trust and stakeholder commitment across Zara’s international markets.

The report also evaluates how sustainable stakeholder engagement contributes to
organisational performance by improving customer satisfaction, employee engagement,
innovation, operational efficiency and long-term competitiveness. Ethical considerations
surrounding artificial intelligence, customer privacy and responsible data management are
also examined.

Overall, the report concludes that successful stakeholder engagement is fundamental to
ensuring the effective implementation of ConnectPlus. By maintaining strong stakeholder
relationships throughout the project lifecycle, Zara can minimise project risks, improve
decision-making and strengthen its competitive position within the global fashion retail

industry.

Introduction
Zara is one of the world’s leading fashion retailers and forms part of the Inditex Group, one
of the largest clothing companies globally. Founded in Spain in 1975, Zara has become

internationally recognised for its fast-fashion business model, rapid product development and




ability to respond quickly to changing consumer trends. The company operates more than
5,500 stores across numerous international markets while continuing to expand its online
retail services. Zara’s success has largely been driven by innovation, efficient supply chain
management and customer-focused business strategies.

The retail industry has experienced significant digital transformation over recent years due to
changing consumer expectations, technological innovation and increased online competition.
Customers increasingly demand personalised shopping experiences, seamless integration
between physical and online stores, faster delivery services and digital engagement
throughout their purchasing journey. Consequently, organisations must continually invest in
technology to remain competitive within the global marketplace.

For this project, Zara intends to launch ConnectPlus, an Al-powered customer engagement
platform designed to improve customer loyalty and satisfaction by delivering personalised
recommendations, mobile-based rewards, intelligent product suggestions and enhanced
customer analytics. The platform will also support management by providing real-time
customer insights that improve marketing decisions, inventory planning and overall business
performance.

The successful implementation of ConnectPlus requires effective collaboration between
numerous stakeholders who influence different aspects of the project. According to Freeman
(1984), stakeholders are individuals or groups who can affect or are affected by
organisational objectives. Effective stakeholder engagement enables organisations to improve
communication, reduce project risks, encourage collaboration and increase stakeholder
commitment throughout project implementation.

Therefore, the purpose of this report is to identify Zara’s key stakeholders, evaluate their roles
and influence, and recommend appropriate engagement strategies using recognised
stakeholder management theories and project management frameworks. The report also
considers ethical, cultural and sustainability factors that may affect stakeholder relationships

during the implementation of ConnectPlus.

SMART Objectives
The implementation of ConnectPlus will be guided by the following SMART objectives:

e Specific: Successfully introduce the Al-powered ConnectPlus platform across Zara’s

selected international markets.




e Measurable: Increase customer retention by 15% and improve customer engagement
by 20% within twelve months of implementation.
e Achievable: Deliver the project using Zara’s existing digital infrastructure alongside

external technology partners.

o Relevant: Support Zara’s digital transformation strategy while improving customer

satisfaction and operational efficiency.

e Time-Bound: Complete development, testing and implementation of ConnectPlus

within six months, as specified in the project scenario.

These objectives provide clear performance indicators that enable project managers to

monitor progress and evaluate project success.

Stakeholder Identification and Categorisation

Stakeholders are individuals or organisations that influence or are influenced by project
activities. Effective stakeholder identification is one of the most important stages of project
management because it enables organisations to understand stakeholder expectations, manage
risks and improve communication throughout the project lifecycle (PMI, 2021).

Freeman’s Stakeholder Theory argues that organisations should create value for all
stakeholders rather than focusing solely on shareholders. This approach is particularly
relevant for Zara because ConnectPlus will affect employees, customers, suppliers,
technology partners and investors simultaneously.

Stakeholders are commonly classified into internal and external categories.

Internal Stakeholders

Senior Management

Senior management provides strategic direction, approves project funding and monitors
project performance. They possess high decision-making authority and are responsible for

ensuring that ConnectPlus aligns with Zara’s long-term business strategy.

Project Manager
The Project Manager coordinates project activities, manages budgets, monitors risks,
allocates resources and ensures project milestones are achieved within the required

timeframe.




IT Department
The IT department develops, integrates and maintains the ConnectPlus platform. Their
responsibilities include software development, cybersecurity, cloud infrastructure and

technical support.

Marketing Department
Marketing teams use customer data generated by ConnectPlus to design personalised

advertising campaigns, improve customer engagement and strengthen Zara’s brand image.

Sales and Store Managers

Store managers ensure that physical retail operations successfully integrate with the digital
platform. They also supervise staff training and monitor customer feedback during
implementation.

Employees

Store employees interact directly with customers and play a vital role in encouraging
customers to adopt ConnectPlus. Their willingness to embrace organisational change

significantly influences project success.

External Stakeholders

Customers

Customers represent Zara’s most important external stakeholder group. They directly
influence project success through platform adoption, purchasing behaviour and customer

feedback. Their expectations include convenience, security, personalisation and data privacy.

Suppliers
Suppliers provide products, logistics support and inventory management services. Effective
supplier collaboration ensures product availability and supports accurate Al-driven stock

forecasting.

Technology Partners
External software developers, cybersecurity providers and cloud service organisations assist
Zara in developing and maintaining the ConnectPlus platform. Their expertise ensures

technical reliability and innovation.




Investors and Shareholders
Shareholders expect ConnectPlus to improve profitability, customer loyalty and long-term
business growth. Their financial investment enables Zara to undertake major digital

transformation projects.

Government and Regulatory Authorities

Government organisations ensure Zara complies with legislation regarding data protection,
employment law, artificial intelligence and consumer rights. Compliance with the UK
General Data Protection Regulation (UK GDPR) is particularly important because

ConnectPlus processes customer information.

Local Communities
Local communities benefit from employment opportunities, economic development and
sustainable business practices. Zara’s reputation within local communities also influences

customer trust and brand loyalty.

Internal and External Stakeholders

Internal Stakeholders External Stakeholders
Senior Management Customers

Project Manager Suppliers

IT Department Technology Partners
Marketing Department Investors

HR Department Government Regulators
Store Managers Local Communities
Employees Media




Importance of Stakeholder Identification
Identifying stakeholders early provides several advantages:
e Improves communication and collaboration.
o Helps manage stakeholder expectations.
o Reduces resistance to organisational change.
e Supports better decision-making.
e Minimises project risks.

e Encourages stakeholder commitment throughout the project lifecycle.

For Zara, early stakeholder identification ensures that ConnectPlus addresses the needs of
customers while supporting organisational objectives across multiple international markets.
Effective stakeholder engagement also strengthens trust between Zara and its stakeholders,

increasing the likelihood of successful project implementation.

Stakeholder Mapping and Analysis

Understanding stakeholder influence is essential for the successful implementation of
ConnectPlus. Stakeholder mapping enables Zara to identify which individuals or groups
require greater attention throughout the project lifecycle. Mendelow’s Power-Interest Matrix
is a widely recognised stakeholder management tool that classifies stakeholders according to

their level of power and interest (Mendelow, 1991).

Mendelow's Power-Interest Matrix

Stakeholders can be grouped into four categories:

High Power — High Interest (Manage Closely)
These stakeholders have the greatest influence over the success of ConnectPlus and require
regular communication and active involvement.

e Senior Management

e Project Manager

o IT Department

o Investors

e Technology Partners




These stakeholders make strategic decisions, allocate resources and ensure the project meets
organisational objectives. Regular meetings, progress reports and involvement in key

decisions are essential.

High Power — Low Interest (Keep Satisfied)
These stakeholders possess significant authority but are less involved in the project’s daily
activities.

e Government Regulators

e Board of Directors

Although they may not participate in routine project activities, Zara must ensure compliance

with legal requirements and provide updates regarding project performance when necessary.

Low Power — High Interest (Keep Informed)
These stakeholders are directly affected by the project but have limited decision-making
authority.
o Store Employees
o Store Managers
e Marketing Team
o HR Department
Regular communication, staff training and opportunities for feedback are important to

maintain motivation and encourage support for organisational change.

Low Power — Low Interest (Monitor)
These stakeholders require minimal communication but should still be monitored throughout
the project.
e Local Communities
e Media
e General Public
Although their influence is relatively low, public opinion can affect Zara’s reputation if

concerns arise regarding data privacy or sustainability.




Mendelow’s Power-Interest Matrix

Level of interest

High < > Low
High Key Players / Manage Closely Keep Satisfied
A Senior Management Board of Directors
Project Sponsor Investors and Shareholders
Project Manager Inditex Senior Executives
IT and Digital Team Regulators
Level Data Protection and Compliance Team
of Key Technology Partners
Power Keep Informed Minimal Effort / Monitor
Zara Employees Wider Local Communities
Store Managers General Public
Customers Media
Marketing Team Civil Society Groups
Lol; Customer Experience Team
Suppliers and Logistics Partners

Stakeholder Salience Model
The Stakeholder Salience Model, developed by Mitchell, Agle and Wood (1997), categorises
stakeholders according to three attributes:

o Power

o Legitimacy

o Urgency

This model assists project managers in determining which stakeholders require immediate

attention.

Definitive Stakeholders
Stakeholders possessing all three attributes.
Examples:

e Senior Management

e Project Sponsor

e Project Manager




These stakeholders should receive the highest priority because they have authority, legitimate

involvement and urgent project interests.

Dominant Stakeholders
Possess power and legitimacy.
Examples:
o Investors
e Technology Partners
These stakeholders influence project funding and technical success but may not always

require urgent intervention.

Dependent Stakeholders
Possess legitimacy and urgency but little organisational power.
Examples:
o Customers
o Employees
Although they cannot make strategic decisions, their satisfaction significantly influences

project outcomes.

Dormant Stakeholders
Possess power but have limited involvement.
Examples:

e Government Agencies

These stakeholders become more important if legal or regulatory issues arise.
The Stakeholder Salience Model enables Zara to prioritise engagement activities according to

stakeholder importance instead of treating all stakeholders equally.

SWOT Analysis of ConnectPlus
A SWOT analysis evaluates internal strengths and weaknesses together with external
opportunities and threats that may influence project success.
Strengths
o Strong global Zara brand.
o Large international customer base.

o Existing digital infrastructure.
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Financial resources from Inditex.
Efficient supply chain.

Strong customer loyalty.

Weaknesses

High implementation costs.

Employee resistance to organisational change.

Dependence on technology.
Staff training requirements.

Cybersecurity risks.

Opportunities

Increased online shopping.

Al-driven customer personalisation.
Improved customer loyalty.

Better inventory management.

Expansion into new international markets.

Competitive advantage through innovation.

Threats

Cyber-attacks.

Data privacy concerns.

Competitors introducing similar technology.
Changing consumer preferences.

Economic uncertainty.

Government regulations affecting Al usage.

SWOT Analysis

Strengths

Weaknesses

Global brand recognition

High implementation cost

Strong financial resources

Staff training required

Efficient supply chain

Resistance to change

Large customer base

Dependence on technology
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Opportunities Threats

Al personalisation Cybersecurity risks
Customer loyalty Data privacy legislation
International expansion Competition
Operational efficiency Economic uncertainty

Roles and Responsibilities of Stakeholders
Each stakeholder contributes differently to the successful implementation of ConnectPlus.

Clearly defining responsibilities reduces confusion and improves project coordination.

Senior Management
Senior management is responsible for approving budgets, setting strategic objectives and
ensuring that the project aligns with Zara’s long-term business strategy. They also monitor

project performance and evaluate return on investment.

Project Manager
The Project Manager coordinates all project activities, manages schedules, allocates
resources, identifies project risks and ensures effective communication between stakeholders.

They also monitor project progress and resolve issues that may delay implementation.

IT Department
The IT Department develops the ConnectPlus platform, integrates Al technology, manages
cybersecurity measures, protects customer data and provides technical support throughout

implementation.
Human Resources Department

HR recruits specialist staff where necessary, coordinates employee training and supports

change management by helping employees adapt to new technologies.

12




Marketing Department
Marketing develops promotional campaigns, communicates the benefits of ConnectPlus to

customers and analyses customer data to improve future marketing strategies.

Store Managers
Store Managers supervise implementation within individual stores, ensure employees

understand the new system and collect customer feedback to improve service quality.

Employees
Employees introduce customers to ConnectPlus, answer customer questions and encourage

platform adoption during daily store operations.

Customers
Customers use ConnectPlus to access personalised recommendations, loyalty rewards and

digital services. Their feedback helps Zara improve future platform updates.

Technology Partners
Technology providers support software development, Al integration, cloud services and

cybersecurity solutions.

Investors
Investors provide financial resources and expect improved profitability, stronger customer

loyalty and sustainable business growth.

Government Regulators
Government authorities ensure Zara complies with legislation relating to artificial

intelligence, consumer protection, employment law and UK GDPR requirements.

Benefits of Effective Stakeholder Engagement

Successful stakeholder engagement provides several organisational benefits.

Firstly, effective communication improves trust between Zara and its stakeholders.
Employees become more willing to support organisational change when they understand
project objectives and feel involved in decision-making.

Secondly, stakeholder engagement improves project decision-making because different

stakeholder groups contribute valuable knowledge, experience and perspectives. Technology

13




partners provide technical expertise, while customers offer insights into user experience and
product improvements.

Thirdly, stakeholder engagement reduces project risks. Early identification of stakeholder
concerns allows Zara to resolve issues before they become significant problems, reducing
delays, budget overruns and resistance to change.

Finally, maintaining positive stakeholder relationships strengthens Zara’s corporate

reputation, increases customer loyalty and supports long-term organisational sustainability.

Challenges of Stakeholder Engagement

Despite its benefits, stakeholder engagement presents several challenges.

Different stakeholder groups often have conflicting objectives. Investors may prioritise
profitability, whereas customers expect affordable prices and employees seek job security and
additional training opportunities.

Resistance to organisational change is another significant challenge. Some employees may
fear that artificial intelligence could replace traditional job roles, reducing motivation and
slowing project implementation.

International operations also create communication challenges due to cultural differences,
language barriers and varying customer expectations across global markets.

Finally, managing customer data responsibly is increasingly important. Failure to comply

with data protection legislation could damage Zara’s reputation and reduce stakeholder trust.

Stakeholder Engagement Strategy

An effective stakeholder engagement strategy is essential for ensuring the successful
implementation of ConnectPlus. Stakeholder engagement involves identifying stakeholders,
understanding their expectations and maintaining effective communication throughout the
project lifecycle. According to the Project Management Institute (PMI, 2021), stakeholder
engagement increases project success by encouraging collaboration, reducing resistance to
change and improving decision-making.

For Zara, the stakeholder engagement strategy should focus on transparency, continuous
communication and active participation. Because ConnectPlus will affect both internal
operations and customer experience, engagement activities should begin before

implementation and continue after the platform has been launched.
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One of the most important objectives is ensuring stakeholders understand the purpose and
benefits of ConnectPlus. Employees should recognise how the platform supports their work
rather than viewing artificial intelligence as a threat to their jobs. Similarly, customers should
understand how their personal data will be used responsibly to improve their shopping
experience.

Senior management should remain actively involved throughout the project by reviewing
project milestones, approving major decisions and monitoring organisational performance.
Technology partners should collaborate closely with Zara’s IT department to ensure the
platform remains secure, reliable and compliant with data protection regulations.

Regular stakeholder reviews should also be conducted to identify emerging concerns and

evaluate whether engagement methods remain effective throughout the project.

Stakeholder Engagement Matrix

Level of Level of

Stakeholder Interest Power Engagement Strategy

Senior Hi 8fialn Weekly progress meetings and strategic

Management updates

Project Manager High High Daily monitoring and project coordination

[ gt sl 4fisin Techplcal workshops and regular project
meetings

Bugloess ek Medium Training sessions, newsletters and feedback
surveys

Customers el Medium Cugtomgr support, emails, mobile
notifications and surveys

Investors Medium High Monthly financial reports and project updates

. . . Procurement meetings and performance

Suppliers Medium Medium .
reviews

Technology . . Joint planning meetings and technical

Partners e g collaboration

Government . . . .

O P Medium High Compliance reports and legal documentation

Local N Low Low Sustainability rgpgﬁs and community

Communities engagement activities
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Communication Plan

Effective communication helps reduce uncertainty, build trust and improve stakeholder

relationships. Different stakeholders require different communication methods depending on

their responsibilities and level of involvement.

Information Communication Responsible
Stakeholder Frequency
Required Method Person
Senior . . Project
Project progress Executive reports Weekly
Management Manager
Training and Workshops and HR
Employees ‘ Weekly
updates email Department
Mobile app, website, Marketing
Customers Platform updates . Monthly
email Team
Financial Reports and Finance
Investors ‘ Monthly ‘
performance presentations Director
Technology Technical )
Meetings and Teams Weekly IT Manager
Partners progress
) ) ) Procurement
Suppliers Inventory updates | Email and meetings Monthly
Manager
Compliance Compliance
Government ‘ ‘ Formal reports Quarterly
information Manager

The communication plan ensures stakeholders receive accurate information at the appropriate

time, reducing misunderstandings and increasing project transparency.
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RACI Matrix

A RACI Matrix clarifies stakeholder responsibilities by identifying who is Responsible,

Accountable, Consulted and Informed during each project activity.

. . . Project iUl IT H | Marketi RO
Project Activity Managemen Depart Manager
Manager R | ng

t ment S
Project Planning A C C I I I
Budget Approval C A I I I I
Software
Development ¢ I & I I I
Employee Training C I C A |1 C
Customer I I C I | A C
Communication
Platform Launch A C R C | R R
Perfprmance A C C I C C
Review

Key

e R =Responsible
e A= Accountable
e (C=Consulted

e [ =Informed

Using a RACI Matrix helps eliminate role confusion and improves coordination between

departments.

The 4Cs Model

The 4Cs Model focuses on four important principles of stakeholder engagement.

Communication

Clear communication ensures stakeholders understand project objectives, progress and

expected outcomes. Zara should provide regular updates through meetings, newsletters and

digital communication platforms.
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Consultation
Consulting stakeholders allows Zara to gather valuable feedback before making important
project decisions. Employee suggestions and customer feedback can identify improvements

before full implementation.

Collaboration
Collaboration encourages different departments and external partners to work together
towards shared project objectives. Strong collaboration improves innovation and reduces

implementation delays.

Commitment

Stakeholder commitment is achieved by involving stakeholders in decision-making and
demonstrating how ConnectPlus benefits both the organisation and individual stakeholder
groups. Applying the 4Cs Model strengthens stakeholder relationships and improves overall

project performance.

Managing Stakeholder Conflict

Conflict is common during organisational change because stakeholders often have different
priorities and expectations. One potential conflict may occur between employees and senior
management. Employees may fear that artificial intelligence will reduce employment
opportunities, while management focuses on improving efficiency and profitability.

Another conflict may arise between customers and the organisation regarding data privacy.
Customers may hesitate to share personal information if they are uncertain how their data will
be stored or used. Investors may also expect rapid financial returns, whereas project teams
may require additional time and resources to ensure the platform is fully tested before
implementation.

To manage these conflicts, Zara should:

o Encourage open communication.

e Hold regular stakeholder meetings.

e Provide accurate and honest project updates.
e Address concerns promptly.

o Involve stakeholders in important decisions.

e Use mediation where necessary.
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Effective conflict management reduces resistance to change and helps maintain positive

stakeholder relationships.

Cross-Cultural Communication

As Zara operates internationally, effective cross-cultural communication is essential.
Customers, employees and suppliers come from diverse cultural backgrounds with different
communication styles, languages and expectations. Failure to recognise these differences may
reduce stakeholder satisfaction and negatively affect project outcomes.

To improve cross-cultural communication, Zara should:

e Provide multilingual customer support.

o Translate training materials into local languages.

e Respect cultural differences during communication.
e Adapt marketing campaigns to local markets.

o Encourage diversity and inclusion within project teams.

Cross-cultural awareness helps strengthen stakeholder relationships and supports successful

international project implementation.

Ethical Considerations

Ethics plays a vital role in stakeholder engagement, particularly when artificial intelligence
processes customer information.

ConnectPlus will collect customer purchasing behaviour, preferences and shopping history to
generate personalised recommendations. Zara therefore has a responsibility to ensure this
information is collected, stored and processed ethically.

The company should comply with UK GDPR and other international data protection
legislation by obtaining customer consent before collecting personal information.

Transparency is equally important. Customers should clearly understand:

e What information is collected.
e Why it is collected.

e How it will be used.

o How long it will be stored.

o Their rights regarding their personal data.
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Zara should also ensure that artificial intelligence systems do not discriminate against
particular customer groups or produce biased recommendations.

Finally, employees should receive ethics training covering data protection, confidentiality and
responsible use of Al technologies.

Maintaining high ethical standards increases stakeholder trust, protects Zara’s reputation and

contributes to long-term organisational sustainability.

Evaluation of Sustainable Stakeholder Engagement

Sustainable stakeholder engagement is a continuous process that focuses on building long-
term relationships based on trust, transparency and collaboration. Rather than engaging
stakeholders only during the implementation of ConnectPlus, Zara should maintain
communication throughout the entire project lifecycle and beyond. Long-term engagement
enables organisations to improve decision-making, strengthen stakeholder commitment and
respond effectively to changing stakeholder expectations.

One of the main advantages of sustainable stakeholder engagement is improved
organisational performance. Employees who understand the objectives of ConnectPlus are
more likely to support organisational change, adopt new technologies and provide better
customer service. Increased employee engagement often results in higher productivity, lower
staff turnover and improved workplace morale. Providing continuous training and
professional development opportunities also allows employees to develop new digital skills,
preparing them for future technological developments within the retail sector.

Customer satisfaction is another significant outcome of effective stakeholder engagement.
ConnectPlus is designed to provide personalised shopping experiences through artificial
intelligence and customer data analysis. However, customers will only engage with the
platform if they trust Zara to use their personal information responsibly. By maintaining
transparent communication regarding data collection, privacy policies and security measures,
Zara can increase customer confidence and encourage greater adoption of the platform.
Satisfied customers are more likely to remain loyal to the brand, make repeat purchases and
recommend Zara to others through positive word-of-mouth.

Sustainable engagement also strengthens relationships with investors. Investors expect
projects to deliver financial returns while minimising business risks. Regular financial
reporting, performance reviews and project updates provide investors with confidence that

resources are being managed effectively. As ConnectPlus improves customer engagement and
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operational efficiency, investors are likely to experience increased shareholder value through
stronger financial performance and sustainable growth.

Technology partners also benefit from long-term stakeholder engagement. Maintaining
collaborative relationships with software developers, cloud service providers and
cybersecurity specialists allows Zara to continually improve the ConnectPlus platform.
Regular system updates, security monitoring and innovation ensure the platform remains
reliable and competitive in an increasingly digital retail environment.

Another important benefit of sustainable stakeholder engagement is improved risk
management. Early communication with stakeholders enables Zara to identify potential
issues before they become major problems. For example, employee concerns regarding
artificial intelligence can be addressed through training programmes, while customer
concerns regarding privacy can be reduced through transparent communication and strict
compliance with UK GDPR. Proactively addressing stakeholder concerns reduces project
delays, minimises resistance to change and improves the likelihood of successful project
delivery.

Corporate reputation is also strengthened through responsible stakeholder engagement.
Consumers increasingly expect organisations to operate ethically, protect customer data and
demonstrate environmental and social responsibility. Zara has committed to several
sustainability initiatives, including reducing greenhouse gas emissions, increasing the use of
sustainable materials and improving supply chain transparency. Incorporating these values
into the ConnectPlus project reinforces stakeholder trust and enhances the organisation’s
public image.

Despite these benefits, sustainable stakeholder engagement presents several challenges.
Maintaining regular communication across Zara’s international operations requires significant
financial and human resources. Cultural differences, language barriers and varying
stakeholder expectations may also complicate communication and decision-making.
Furthermore, technological developments occur rapidly, requiring Zara to continuously
update both the ConnectPlus platform and employee skills to remain competitive.

To overcome these challenges, Zara should adopt a culture of continuous improvement by
regularly reviewing stakeholder feedback, monitoring project performance and adapting
engagement strategies where necessary. Digital communication platforms, employee surveys,
customer feedback systems and stakeholder review meetings should be used to monitor

stakeholder satisfaction and identify opportunities for improvement.
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Overall, sustainable stakeholder engagement supports successful project implementation by
encouraging collaboration, reducing organisational risks and strengthening long-term
stakeholder relationships. By maintaining trust, transparency and effective communication,
Zara can maximise the long-term value of ConnectPlus while supporting sustainable

organisational growth.

Recommendations

Based on the findings of this report, the following recommendations are proposed:

e Zara should maintain regular communication with all stakeholder groups through
meetings, newsletters, digital platforms and feedback sessions to ensure transparency
throughout the project lifecycle.

o Comprehensive employee training programmes should be introduced before the
implementation of ConnectPlus to improve digital skills, reduce resistance to
organisational change and encourage successful adoption of the platform.

o Customer data should be managed responsibly by complying fully with UK GDPR
and providing customers with clear information regarding how their personal
information is collected, stored and used.

o Stakeholder engagement should be reviewed regularly through surveys, performance
indicators and stakeholder meetings to identify concerns and improve future
engagement strategies.

e Zara should continue collaborating closely with technology partners to ensure
ConnectPlus remains secure, innovative and capable of meeting changing customer
expectations.

Implementing these recommendations will improve stakeholder relationships, reduce project

risks and increase the likelihood of achieving the project’s strategic objectives.

Conclusion

The successful implementation of ConnectPlus depends upon effective stakeholder
engagement throughout every stage of the project. This report identified Zara’s internal and
external stakeholders and analysed their influence using recognised stakeholder management
theories, including Freeman’s Stakeholder Theory, Mendelow’s Power-Interest Matrix and

the Stakeholder Salience Model.
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The report demonstrated that successful stakeholder engagement requires effective
communication, collaboration, ethical behaviour and continuous stakeholder involvement.
Engagement tools such as communication plans, stakeholder mapping, the RACI Matrix and
the 4Cs Model support improved decision-making, reduce conflict and encourage stakeholder
commitment.

Although challenges such as resistance to organisational change, cultural differences and data
privacy concerns may affect implementation, these risks can be effectively managed through
proactive communication, employee training and responsible governance.

Overall, sustainable stakeholder engagement contributes to improved customer satisfaction,
employee engagement, organisational performance and long-term competitive advantage. By
implementing the recommendations presented within this report, Zara will be well positioned
to deliver ConnectPlus successfully while strengthening stakeholder relationships and

supporting future organisational growth.
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