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The report focuses on analysing different stakeholders by utilising different theories, models and frameworks, and it will help to understand how different stakeholders effectively communicate, collaborate, consult and commit. Through different theories, it can also structurally evaluate stakeholder’s management process and practices. This report emphasises the impact of sustainable stakeholder engagement within Aura Retail Group PLC. The potential benefits, challenges and ethical considerations that the firm will encounter while engaging with various internal and external stakeholders are evaluated, alongside how the brand is ensuring that its business operations align with these stakeholders.
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The strategic process of understanding and engaging with stakeholders helps in identification of core motivation and plan effective communication tactics to formulate feedback to promote profitable outcomes (Hristov and Appolloni, 2022).
Aura Retail Group PLC, is one of the leading international retail and e-commerce organisation that significantly work in UK. It was founded in late 20th century within the UK’s high street chain of retail, growing intensively on global terms with working under Omni-channel approach. The chosen organisation relatively operates among a profitable market share with inclusion of corporate structure and Joint-venture inclusion. The global retail market of UK is assisted to face diverse legacy challenges due to competing in a highly saturated market that face immense price rivalry and major consumer acquisition costing to remain technological leader in the market sector. Additionally, the compliance of macro-economic pressure results in implying inflationary pressure on the overall spending power of consumers. This leads to erode traditional built brand loyalty and lead to the company strategically shift from defensive mode of pricing structure to optimise value-driven strategies that foster long-term profitability. 
In regards to the impact of these market forces, Aura Retail Group has successfully claimed to imitative the implementation of ‘Connect Plus’; digital platform that enhance overall consumer loyalty and engagement among the stakeholders within the global market by 6 months. This platform is associated to leverage Aura Retail Group with extensive set of digital infrastructure, fostering real-time AI analysis to predict data that can promote hyper-personalisation among the consumer segment to provide recommendations (Park, 2025). The developed platforms, Connect Plus is directed to promote the criteria of maintaining effective local based rewards that are completely gamified. Its advanced data analytical capabilities help in conducting real-time consumer analysis to forecast internal product development and effective supply chains metrics across the commercialised teams. 
[bookmark: _Toc235280943][bookmark: _Toc235290238]SMART Objectives 
Connect Plus can be effectively launched within Aura Retail Group PLC by incorporating strategic performance implication to promote long-term productivity. 
Specific: Launching AI-oriented Connect Plus loyalty platform program that can perform efficiently across Aura Retail Group to conduct e-commerce practices within Europe and Asia. 
Measurable: To target 65% customer adoption rate among loyalty members within 180 days of post launch to achieve 15% mitigation in overall consumer churn. 
Achievable: Securing an efficient 100% cloud computing infrastructure to develop open API system with 95% staff training completion rate.
Relevant: Supporting the competent of Digital First criteria to conduct hyper-personalised consumer incentives 
Time-bound: Implementing overall development with focusing on compliance verification to deal with multi-market live launches within 6-months project lifecycle. 
[bookmark: _Toc235290239]Stakeholder Identification, Mapping and Categorisation 
Aura Retail Group PLC cannot assume its stakeholder as a single, uniform entity. Because the ConnectPlus platform leaches a complex algorithmic changes across UK, Europe and Asia, management should categorise stakeholder systematically. This section applies Mendelow’s Interest/Influence Matrix as the basic framework to map six internal and four external stakeholders groups. This structure provides an academically rigorous approach to evaluate how structural power interacts with working stakes, allowing Aura to rearrange resources efficiently and protect project delays during six-month launch window (Guise, et al., 2024).
[bookmark: _Toc235290240]The Interest/Influence Matrix (Mendelow’s Framework)
Mendelow’s framework strategies stakeholders along two main axes: Interest and Influence/Power. This analysis establishes four working quadrants, each needs a different corporate communication strategy (Battisti, Mirra, and Rastrelli, 2026).
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	HIGH
	Data Protection Officer (DPO)
Regulatory Authorities 
Institutional Investors 

	Executive Leadership Team (ELT)
Product development and IT Team
Strategic Technology Vendors
 

	LOW
	
	Global Marketing Development
Regional and Store Mangers 
Frontline In-store staff
Retail End-Consumers


	 
	 
	 

	 
	LOW
	HIGH


 
	        Interest
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The master table below elaborates a granular analysis of Aura Retail Group PLC’s stakeholder environment, describing their quadrant placement, corporate motivations, structural risks, and personalised engagement method (Pankajakshan, et al., 2024): 
	Stakeholder Group
	Classification
	Placement (Interest/Influence)
	Strategic Corporate motivation and Project role
	Core Structural Risk to project
	Tailored Management and Engagement Actions

	Executive Leadership Team (ELT)
	Internal
	High Interest/ High Power
	ELT holds the final financial veto power; demands strategic placement, corporate development and a clear return on the invested capital (ROI).
	Projects defunding if initial phase displays weak performance in commercial adoption.
	Surrounded in weekly steering loops and provided with mechanised high-level financial dashboards.

	Product development and IT Team
	Internal
	High Interest/High power
	Responsible for programming the software structure and incorporating predictive AI technology with traditional POS systems.
	Integration collapse or system outrages in stores; developer stress from tight timelines.
	Involved via routine stand-ups and maintained with automatic testing instrument to minimise deployment failures.

	Strategic Technology Vendors
	External
	High Interest/ High Power
	Collaborating with third party cloud experts giving specialised, real-time AI software modules.
	Cloud API errors or contractual clashes that delay main feature roll outs.
	Managed by legally compulsory Service Level Agreements (SLAs) and shared code ecosystem.

	Data Protection Officer (DPO)
	Internal
	Low Interest/ High Power
	Tasked with implementing global data compliance (GDPR) and reviewing the platform for algorithmic profiling biases.
	Internal veto of marketing structures if consumer tracking system are considered legally insecure.
	Regular mandates analyses; incorporating a “privacy-by-design” method within the growth cycle.

	Regulatory Authorities
	External
	Low interest/ High Power
	It is an external body working independently in monitoring global data residency mandates and privacy security.
	If a data breach occurs then it implementing massive financial fines or blocking legal injunctions.
	Submission of formal Privacy Impact Assessments (PIAs) ahead of zonal rollout stages.

	Institutional Investors
	External
	Low Interest/ High Power
	It holds long term operating margins and large shareholder tracking capital allocation efficiency.
	loss of investor confidence results to capital withdrawals or drop of company stock price.
	Formal quarterly earnings presentation highlighting on long term value creation and market share.

	Global Marketing Development
	Internal
	High Interest/ Low Power
	Directs international brand reputation, user attracting campaigns and loyalty rewards profit margins.
	Conflicting with the DPO over data usage; over-allocating discounts that reduces retail margins.
	Addition in bi-weekly structure reviews to stabilise marketing goals with legal realities.

	Regional and Store Mangers
	Internal
	High Interest/ Low Power
	Oversees storefront launch implementation, brick-and-mortar staff division and regional introduce waves.
	If store managers focused instant sales over platform training creates working friction.
	Interactive management workshops and collaborating store performance benefits to app download goals.

	Frontline In-store staff
	Internal
	High Interest/ Low Power
	Serve as the initial physical touchpoint to describe value and attract customer to download at checkout.
	Rejects to promote the app if it rises the checkout times or results customer lines to stall.
	Providing micro-learning mobile training modules and introduce cash incentives for top performers.

	Retail End-Consumers
	External
	High Interest/ Low Power
	Provide the transaction volumes and behavioural data that regulates the platform’s ultimate achievement.
	If the interface is frustrating or if personalised rewards lack meaningful savings results to app deletion.
	Direct marketing aims on financial values clear data controls and gamified app experiences.


  
[bookmark: _Toc235290242]Critical Synthesis and Dynamic Strategic Implications 
 The stakeholder analysis should identify that positioning on Mendelow’s-level matrix fluid rather than static. As Aura stick through its intense six-month time limit, modifying project ecosystem may cause stakeholders to transform between quadrants, introducing unexpected operational risks: 
The Compliance Escalation Loop (Quadrant B to Quadrant D) 
During normal growth, the Data Protection Officer (DPO) and Regulatory Authorities (ICO) maintain low interest, remaining in Quadrant B. They simply need standard assurance that the predictive AI program processes personal data legally. Conversely, if the marketing team positions aggressive location tracking without clear user consent, the DPO’s urgency points. The DPO immediate shift from Quadrant D as an obstructive main participant, welding veto power to hold the international rollout.
The Collective Power Build (Quadrant C to Quadrant D) 
Individually, Frontline In-Store Staff and Retail End-Consumers lacks the power to modify Aura’s corporate strategy, positioning them firmly in Quadrant C. Conversely, if frontline employees are poorly trained and faces technical system errors during rush hours, that can form an un-organised group. If cashiers stop promoting the app and consumer concurrently publish negative feedbacks about instructive tracking, this low power quadrant converts into an obstructive force. This group movement into Quadrant D can stall user attainment and derail the platform’s launch objective (Acciarini, Boccardelli, and Peruffo, 2024).  
By evaluating these connections through the Interest/ Influence framework, Aura Retail Group PLC can structure its communication network to address stakeholder concerns early, confirming a secure and efficient international rollout. 
[bookmark: _Toc235280944][bookmark: _Toc235290243]Roles and responsibilities of the key stakeholders 
[bookmark: _Toc235280945][bookmark: _Toc235290244]Internal Stakeholders
Executive Leadership Team (ELT): It holds immense financial responsibility to comply with ‘veto power’, allocating capital (Rhouma, Puzon and Willinger, 2022). They optimise the structure of corporate authority that ensures the project to integrate with strategy of navigating long-term digital strategy. However, these stakeholders are directed to face high-end pressure from prospecting investors to get quick financial returns that makes it a six month development structure, in accordance to timeline measure. 
Product Development and IT team: This team acknowledge the consideration of efficient cloud infrastructure that build extensive API-driven gateways and navigate machine learning engine development. This aspect delivers the approach of promoting technical innovation with modern based IT estate allocation to foster reduction in overall data silos. Despite this, it suffers from strategic disadvantages such as technical debt in maintaining optimum point-of-sale (POS) system that allocates recovery of bugs and manage diversified regional store establishment across the dynamics of major deadlines.
Global Marketing Department: This stakeholder extensively promotes the consideration of conducting global branding with focusing on implying consumer acquisition strategies to provide reward incentives. Apart from the benefits, they face challenges related to the dynamics of balancing optimum growth metrics that can get high-end discounts and leverage protecting retail gross margins for profitability. 
Regional Marketing Department: In terms of Aura Retail Group, these managers coherently focus on maintaining optimum corporate directives that can sustain the physical storefronts across the geographical environment of UK, Europe and Asia. They extensively provides the benefits of procuring high-end knowledge in local operational conditions to manage staff allocation. While, it suffers from extensive local employee resistance that makes it essential to balance daily sales targets to prevent disruption.
Frontline In-store staff: These frontline managers are directed to provide high-end physical touchpoint to the consumers that can enhance the overall criteria of sales conversion at times of checkout. This relatively benefit with implying personal advocacy that delivers single biggest enhancer of consumer downloads that is regulated within the real-life adoption of the platform. In terms of limitations, it suffers from damage caused due to rapidly changing environment that creates high level of operational stress during the consideration of checkout pain that occurs especially during peak shopping hours (Liow, 2026). 
Data Protection officer (DPO): They are adhered with the position as a legal counsel, which enforce compliance of international data collection and automated structure of implementing user-profiling. It foster ultimate benefits related to the dynamic of preventing Aura Retail Group from facing financial fines. Along with this, it also fosters the company to generate long-term trust and credibility with the targeted consumer segment. Conversely, the Data Protection officer (DPO) results in facing major difficulties to handle value prediction based on rigidly imposed data laws like GDPR, without attaining to restrict data access among AI engines to work effectively. 
[bookmark: _Toc235280946][bookmark: _Toc235290245]External Stakeholders
Retail-end consumers: These are claimed to be end-to-end consumers that interact directly with the promoted application and provide the accessibility to Aura Retail, to predict the consumer buying behavior in real-time. This benefits the company with adopting to generate transaction volume that leverages data loops and foster high-end project ROI. On the other hand, it also suffers from disruptions related to app failure that damages the overall inclusion of privacy to utilise the approach of algorithm planning.
Regulatory Framework Authorities: The external bodies are allocated with monitoring data such as UK Information Commissioner’s office (ICO, 2026). It relatively benefits the organisation with implying public standards to create fair operating environment. On the contrary, the company in terms of Connect Plus, face significant complex issues in dealing cross-border digital platforms that possess limited available administrative resources. 
Strategic Technology Vendors: These stakeholders are implied with inclusion of third-party cloud infrastructure and machine-learning specialists that are directed to manage specific software modules. Whereas, they face frequent struggles to integrate the structure of fast-paced dynamics of agile-led software that are directed from traditional form of retail system to conduct effective corporate governance. 
[bookmark: _Toc235290246]Evaluation of Stakeholders 
Stakeholder Engagement Process 
Identification and Profiling 
The organisation can focus on developing centralised stakeholder register for documenting different external and internal stakeholders. To develop this register, it can utilise Mitchell, Agle, and Wood’s Stakeholder Typology Model (Nazneen, Mehfuz, and Sadiq, 2025). Through this approach, the company can manage its definitive stakeholders, such as executive leadership team and product development team, and also control dominant stakeholders, such as data protection officer and global marketing department to effectively manage daily operational urgency. This theory also allow Aura Retail Group PLC to focus on dependent stakeholders, such as in-store staff and retail end consumers to maintain performance of platform (Pauwels, and Fagbola, 2025). 
Situation Analysis 
After analysing different stakeholders, it is important to build strong relationship between different stakeholder groups. The organisation can adapt SWANS and OWANS approach to identify different risks and opportunities across different stakeholders (Lynch, Coronado Mondragon, and Jung, 2026). 
	Framework 
	Elements 
	Application 

	SWANS
	Strength 
	Mobile-based tech and digital growth 

	
	Weakness
	System design fail to manage local retail customers 

	
	Ally 
	Higher efficiency of regional operations director  

	
	Need 
	Customised localised rewards 

	
	Spokesperson 
	Local Country implementation manager 

	OWANS
	Objective 
	Meet local quarterly sales targets 

	
	Workload 
	High stress due to low-cost local retailers 

	
	Autonomy 
	High expectation of local independence 

	
	Network 
	Strong local vendor connections 

	
	Security 
	Centralised control takes 



Communication and Engagement Plan 
	Components 
	Target group 
	Action Plan 

	Communication 
	Retail end-Consumers and Institutional Investors 
	The organisation can highlight financial safety through communication, and also provide monthly updates related to cost control and return on investment (Cai, Qiu, and Zhang, 2024). It will also focus on app transparency and highlight value to build customer trust. 

	Consultation 
	Regional managers, store managers and in-store staff 
	Strategically involve these stakeholder groups for software designing, and this process also allows them to understand operational speed (Browder, Dwyer, and Koch, 2024). Include weekly regional workshops to analyse operational bottlenecks before launch.  

	Collaboration 
	Product development teams and strategic technology vendors 
	Aura Retail Group can focus on digital workspaces, technical meetings and shared code platforms to maintain cantinas communicating between It staff and third-party vendors. 

	Commitment 
	Executive leadership team 
	It will manage complete project and analyse different project milestones to understand performance and risk (Andersen, Grude, and Haug, 2025). 



Governance and Accountability 
Aura Retail Group need to focus on avoiding confusion across borders to ensure continuity of different tasks. To strategically ensure strong management of different project activities, RACI matrix is appropriate model for the organisation.
	Responsible (R)
	Individuals who managed actual tasks to complete the project. 

	Accountable (A)
	Individual who holds ownership of task and also a accountable person 

	Consulted (C)
	Different experts and stakeholders who provide their important inputs 

	Informed (I) 
	Individuals who are updated about different tasks progress.  



	Project Activity 
	ELT 
	IT team 
	Marketing 
	Regional MGRS 
	Staff 
	DPO 
	Vendors 

	AI engine development 
	I
	A
	I
	I
	I
	C
	R

	POS System integration 
	I
	A
	I
	R
	I
	I
	C

	Global Brand and promotion 
	C
	I
	A
	C
	I
	I
	I

	Localised store launch 
	I
	I
	C
	A
	R
	I
	I

	GDPR and Audit 
	I
	C
	C
	I
	I
	A
	C



Through this RACI analysis, it identified that technology vendor’s responsibility is very important because they will write codes, and then IT team develop system accordingly (Arshad, Saha, and Sahu, 2023). In this process, DPO effectively ensure that AI logic does not violate any data laws. Regional manager is also responsible for successful project rollout  
Conflict Management Methods 
Aura Retail Group strategically manage conflicts and competing priorities by utilising Thomas-Kilmann Conflict Mode Instrument (Khan, Bokhari, and Ahmad, 2025). This theory include five important components by considering two axes, such as assertiveness and cooperativeness. Through this analysis, the organisation can effectively manage different issues and conflicts. 
Collaborating 
It indicated high assertiveness and high cooperativeness, and it indicated that collaboration is important for core strategic development (Isabirye, Moloi, and Lebelo, 2025). The organisation can solve conflicts between teams by focusing on strong collaboration, and this approach will also help to develop win-win situation for both teams. For example, Global marketing and DPO teams can effectively collaborate for managing data privacy issues, and it also helps to build strong data tracking process. 
Compromising 
It highlighted moderate assertiveness and moderate cooperativeness, and in this process, both parties hold equal powers and rights to solve particular problem and managing specific situation (Vollmer, Gockel, and Manser, 2025). The organisation can effectively utilise compromising for managing issues related to loyalty rewards margins between global marketing and regional managers. Compromising will also support the organisation to maintain continuously of the project, and also solve different issues more structurally. 
Competing 
It indicated high assertiveness and low cooperativeness because in competing process, one side wins and other loses (Zhou, Vasudevan, and Hussain, 2024). This type of organisational practices significantly damages workplace relationships and also mores management between teams more complex. In this project, if strategic technology vendor try to bypass data security protocols to timely achieve software delivery deadlines, than it adopted competing approach. However, this approach can cause many legal and operational issues which can directly impact performance of the project. 
Accommodating 
Accommodating highlighted low assertiveness and high cooperativeness, and in this process, it effectively involves other party’s views and ideas (Soressa, Birbirsa, and Workie, 2025). This approach significantly to builds strong goodwill, and this goodwill helps to maintain appropriate coordination during complex and large problems between different regional departments. For example, in-store staff of Europe may provide training manual layout, and other regional department can accommodate them and encourage staff to enthusiastically promote application. This practice will increase costs of project, but build strong goodwill. 
Avoiding 
It highlighted low assertiveness and low cooperativeness, which means that avoiding is effective for managing short-term issues, but it is not effective for managing long-term problems and long-term solutions (Andayana, Holivil, and Fallo, 2024). For example, if regional teams faced any arguments related to visual details, than the organisation can adopt avoidance to focus on project deadline. However, the organisation can conduct discussion and provide instruction for stabilising this problem, and also reanalyse design choices to ensure resolution. 
[bookmark: _Toc235290247]Evaluation of Impact of Sustainable Stakeholder’s Engagement
The impact of sustainable stakeholder engagement at the Aura Retail Group PLC can be comprehended through the following components 
Potential Benefits: The sustainable stakeholder engagement can benefit the firm by maintaining the trust of customers towards the brand, as the risk of data breach will be minimised. Through regular intervention by the UK government to ensure the safety of products can benefit in reduce the cyber-attacks and also ensure the protection of customer’s data (Odebade, and Benkhelifa, 2023). It will further help the brand to increase the trust of consumers, which will improve the engagement of consumers with the brand without any resistance. The stakeholder engagement with government authorities and global shareholders or investors can also help the brand to eliminate the financial strain that the firm may face while operating in the international market.
The compliance with government regulatory will also benefit the brand by helping it manage the legal rules and guidelines of different markets while operating across boarder (Akinsola, and John, 2025). Similarly, Aura Retail Group PLC can also benefit from of government funds to support the business functions at various regional levels and promote e-commerce and digital platforms. Connect Plus will also be benefit from the engagemnet of sustainable stakeholders such as the customers as it will help the brand to increase its awareness in the market which can result in higher products sales.
Challenges: The potential challenges that Aura Retail Group PLC can face while promoting the sustainable stakeholder engagement including, managing the laws and regulations of different countries that are regarding the protection of consumer data. It can be complex for the brand to manage the varied data protection laws of the countries in which the brand is operates its operational departmental stores (Morić et al. 2024). Furthermore, the compliance with the robust and strict guidelines of the European Union’s general data protection regulation (GDPR) can be challenging for the firm while functioning in the international market. 
The brand can also face the challenges in maintaining the legacy of the POS infrastructure while engaging with sustainable stakeholders especially senior staff members (Do Manh et al. 2023). They can be resistant to adopting the change and this can also lead to friction between younger and senior workforce. Aura Retail Group PLC can also face the challenge to meet the balancing with the quick developer speed of the data protection officer (DPO) audits. This can occur due to the inflexible traditional manual methods for auditing which continue to exist in the retail sector. 
The developers can also be unable to use these new technological tools leading to unproductivity or ineffective operations for the brand. The brand can also face the challenge of resolving the vendor lock-in risks as they can be unbending towards acknowledging the subscription terms for revenue incurring and can face the risk of trapping in termination for convenience clause of the brand (Kumar, 2024). The operational skills that the vendors will require with regard to coding and APIs and navigating the routes and service of cloud-system can be difficult for the vendors to manage.
Ethical Considerations: The ethical considerations which the brand will require to comply with while engaging with sustainable stakeholder engagement are, to eliminate the biasness caused by the algorithm which can result in discriminating the data and products suggestion to the customers. The brand will also require to ascertain that there is transparency in their supply chain, distribution and sourcing of products to meet the sustainable standards of stakeholders such as, customers, regulatory authorities at both the UK and global levels and investors of the company (Holloway, 2024). Additionally, the Aura Retail Group PLC will also require to maintain the safety of the staff members working at different organisational levels such as, frontline staff responsible for product delivery. 
Further, labour and employees deployed at the warehouse and check-out counters, the staff recruited for the data management and security of consumer’s data. The firm will require to adhere with the laws and provide mandatory wages and opportunities mandated by UK government through the Equality Act 2010, Employment Rights Act 1996 and National Minimum Wages Act 1998. The organisation will also require to mandate that employees are not overstimulated with work load and are offered with timely leaves mental safety in the business operations (Fitria et al. 2025).
Additionally, Aura Retail Group PLC will also require to ensure the ethical consideration for sustainable stakeholder which is consumers regarding maintain and offering them explicit experience while they shop from the retail store. The brand will also require to ensure that the customers are offered variety of options that are displayed at the counter and are greeted by staff in humble manner (Soni and Soni, 2025). This will benefit the brand to improve its reputation in the market and boost sales that can result in higher profit margins for the brand. The brand will also require to be fair in distributing opportunities to its vendors and not undertake unethical or biased practice while functioning with the vendors in the market. It will benefit the brand to build a robust reputation in the market that can directly align to gain advantage in incurring investment from external shareholders and investors. 
[bookmark: _Toc235287774][bookmark: _Toc235290248]Recommendations 
Coordinate cross-border data residency
Aura Retail Group PLC, can develop automated cloud computing data infrastructures that integrate the data-driven information privacy before sending the relevant results to headquarters. This can build the trust and assurances standards among shareholders without compromising global analytical abilities (Hecimovic, 2026).
Strict EU GDPR guideline
The organisation can undertake strict compliance to improve structural shareholder data privacy by establishing a new methodology to analyse the Data Protection Impact Assessments (DPIAs) and manage the market shifts and shareholders profits in daily operations. This can help to mitigate the risk of strict compliance penalties and incorporate legal regulatory frameworks.
Balanced developer speed with DPO audits
Aura Retail Group can balance the developer speed by integrating AI-driven technology and developer-friendly standards (Mankar and Awate, 2026). This enhances the trust among the public, shareholders and stakeholders while ensuring the constant allocation of distinct factors managing the privacy and safety standards which can be regulated with the help of the Data Protection Officer (DPO). 
Revolve vendor lick-in risks 
The organisation can adopt a diverse, automated digital infrastructure and open source architectural principles to avoid over-reliance on an information provider (Jørgensen and Ma, 2026). This can build shareholders trust as it benefits market growth, maximises profit-margins, and mitigates long-term leadership and operational costs. Aura Retail Group can also distribute information regarding products and operations to manage the supply chain logistics and inventory management. 
[bookmark: _Toc235290249]Conclusion 
From this report, the new business idea of ConnectPlus for Aura Retail Group PLC was analysed. The SMART objective of the business organisation was also proposed that targets towards achieving 65% of customer adoption rate and reducing the consumer churn to 15% within the span of few months after the launch of the ConnectPlus. Further, by utilising the Mitchell’s Typology and SWANS framework is was analysed how the organisation can minimise the friction of data protection and operational stress. Through communication and consultation with the stakeholders of the firm can improve provide competitive edge in the market. Thereafter, the evaluation and impact of the sustainable stakeholder engagement was identified and through which the potential challenges was recognised. To mitigate these challenges, recommendation was proposed such as, automated cloud computing data infrastructure, strict compliance to laws, integrating AI-driven technology and open-source architectural principles.
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