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Executive Summary 
Selfridges, one of the UK’s most iconic luxury retail brands, is preparing to launch Connect Plus, an AI‑enhanced customer loyalty and engagement platform designed to transform how the business interacts with customers across physical stores and digital channels. As the organization continues to expand its omnichannel capabilities, Connect Plus aims to deliver personalised recommendations, mobile‑based rewards, and advanced customer insight analytics to strengthen customer loyalty, increase retention, and support data‑driven decision-making.
The platform will be rolled out across Selfridges’ UK stores and selected international partner markets within six months. This requires coordinated engagement with a diverse set of internal and external stakeholders, including executive leadership, IT and data science teams, marketing, store operations, technology vendors, regulators, and customers. Effective stakeholder engagement is essential to ensure alignment, minimise resistance, and support successful adoption across culturally diverse markets.
This report identifies and categorises key stakeholders using frameworks such as the Interest–Influence Matrix and Salience Model. It critically analyses their roles, responsibilities, benefits, and challenges, and proposes engagement strategies grounded in stakeholder theory, relationship marketing, and global project management principles. Frameworks such as the RACI Matrix, 4Cs Model, SWANS/OWANS, and structured communication planning are applied to ensure collaboration, trust, and commitment.
The report concludes that sustainable stakeholder engagement enhances organisational performance, innovation capability, and long-term customer value creation. Recommendations are provided to strengthen governance, communication, and cross-cultural collaboration throughout the Connect Plus rollout.

Introduction 
Selfridges is one of the UK’s most prestigious luxury retail brands, renowned for its flagship Oxford Street store and its commitment to experiential retailing. Founded in 1909 by Harry Gordon Selfridge, the company has evolved into a modern omnichannel retailer with a strong digital presence, award‑winning customer experiences, and a reputation for innovation. Selfridges’ ownership by the Central Group and Signa Holding since 2021 has further accelerated its strategic focus on digital transformation and international expansion.
In response to increasing competition from global luxury e‑commerce platforms and rising customer expectations for personalised, seamless experiences, Selfridges is launching Connect Plus, a digitally enhanced loyalty and engagement platform. Connect Plus integrates AI‑driven personalised recommendations, mobile‑based rewards, and advanced customer analytics to support strategic decision-making and deepen customer relationships. The platform will unify customer data across Selfridges’ physical stores, e‑commerce channels, and mobile app, enabling a more consistent and personalised customer journey.
The rollout of Connect Plus across Selfridges’ UK stores and selected international partner markets presents both opportunities and challenges. The project requires collaboration across multiple internal departments—including IT, data science, marketing, store operations, HR, and senior leadership—as well as external stakeholders such as technology vendors, regulators, customers, and international retail partners. Misalignment among these groups could lead to delays, cost overruns, data privacy risks, or resistance to adoption.
Effective stakeholder engagement is therefore essential. This report applies stakeholder theory, including Freeman’s (1984) foundational work on stakeholder management, Mitchell et al.’s (1997) salience model, and Ashcroft’s (2017) relational lens, to identify and analyse stakeholders. Engagement frameworks such as the Interest–Influence Matrix, RACI Model, and 4Cs Framework are used to propose strategies for collaboration, communication, and conflict management throughout the project lifecycle.

Smart Objectives
To ensure the successful design, launch, and adoption of ConnectPlus across Selfridges’ UK and international markets, the project requires clear, measurable, and strategically aligned objectives. The SMART framework—Specific, Measurable, Achievable, Relevant, and Time‑bound—provides a structured approach to defining these goals and ensuring they support Selfridges’ wider digital transformation strategy.

1. Specific Launch ConnectPlus across all Selfridges UK stores and two selected international partner markets, ensuring full integration with existing digital infrastructure, customer data systems, and omnichannel touchpoints.
2. Measurable Achieve a 20% increase in loyalty programmed participation and a 15% increase in repeat customer visits within 12 months of launch. Additional KPIs include customer engagement rates, app adoption metrics, and improvements in customer lifetime value.
3. Achievable Leverage Selfridges established digital capabilities, cross‑functional expertise, and strong relationships with technology vendors to deliver the platform within the planned timeframe. Existing CRM systems, AI models, and customer insight tools provide a solid foundation for implementation.
4. Relevant ConnectPlus directly supports Selfridges’ strategic priorities of enhancing customer personalisation, strengthening brand differentiation, and improving data‑driven decision‑making. It aligns with the organization's long‑term ambition to expand its omnichannel presence and elevate customer experience across markets.
5. Time‑bound Complete stakeholder alignment, platform development, testing, and rollout within six months, ensuring the platform is fully operational by Q4. Post‑launch evaluation milestones will be scheduled at 3, 6, and 12 months.

Stakeholders Identification & Categorisation
The successful launch of ConnectPlus at Selfridges requires a comprehensive understanding of the internal and external stakeholders who influence, or are influenced by, the platform’s development and rollout. Stakeholder identification is a foundational step in project management and strategic planning, enabling the project manager to prioritise engagement, allocate resources, and anticipate potential risks (Freeman, 1984; Mitchell, Agle & Wood, 1997). This section applies two key frameworks: the Interest–Influence Matrix and the Salience Model to categorise stakeholders and determine appropriate engagement strategies.

Stakeholders Identification
Selfridges’ Connect Plus project involves a diverse ecosystem of stakeholders. Each stakeholder group is listed below, beginning with a Guided Link as required:
· Executive Leadership Team
· Digital & Technology Department
· Data Science & AI Team
· Marketing & CRM Department
· Store Operations & Sales Teams
· Customer Experience (CX) Team
· Human Resources & Training
· Customers
· Technology Vendors & Software Providers
· Regulators & Data Protection Authorities
· Investors & Ownership Group
· International Retail Partners
· Supply Chain & Logistics Partners
· Industry Bodies & Consumer Advocacy Groups

These stakeholders vary significantly in their levels of interest, influence, power, legitimacy, and urgency. Understanding these differences is essential for designing targeted engagement strategies.

Interest- Influence Matrix 
The Interest–Influence Matrix helps determine how much attention each stakeholder requires. High‑influence stakeholders can significantly affect project outcomes, while high‑interest stakeholders are deeply invested in the project’s success (Eden & Ackermann, 1998).
Below is the matrix tailored to Selfridges:
	Stakeholder Group
	Interest Level
	Influence Level
	Engagement Priority

	Executive Leadership
	high
	high
	Manage closely

	Digital & Technology Team
	high
	high
	Manage closely

	Data Science & AI Team
	high
	medium
	Keep satisfied

	Marketing & CRM
	high
	medium
	Keep satisfied

	Store Operations
	medium
	medium
	Keep informed

	CX Team
	high
	medium
	Keep satisfied

	HR & Training 
	medium
	low
	Keep informed 

	Customers
	high
	low
	Keep informed

	Technology Vendors
	medium
	medium
	Keep satisfied

	Regulators (ICO,GDPR bodies)
	medium
	high
	Manage closely

	Investors/Ownership Group
	medium
	high
	Manage closely 

	International Retail Partners
	high
	high
	Manage closely

	Supply Chain Partners
	low
	medium
	monitor

	Consumer Advocacy Groups
	medium
	low
	monitor



Interpretation
· Manage closely stakeholders (Executive Leadership, Digital & Technology, Regulators, International Partners, Investors) require intensive engagement due to their high influence.
· Keep satisfied stakeholders (Marketing, Data Science, CX, Vendors) must be engaged regularly to maintain alignment.
· Keep informed stakeholders (Store Operations, HR, Customers) require consistent communication to ensure readiness and adoption.
· Monitor stakeholders (Supply Chain, Advocacy Groups) require periodic updates to identify emerging risks.



Salience Model Analysis
The Salience Model (Mitchell, Agle & Wood, 1997) categorises stakeholders based on three attributes: power, legitimacy, and urgency. Stakeholders possessing all three attributes are considered highly salient and must be prioritised.

Definitive Stakeholders (power + legitimacy + urgency)
These stakeholders require immediate and continuous engagement.
· Executive Leadership — Strategic authority, resource allocation, and governance.
· Regulators & Data Protection Authorities — Legal legitimacy and urgency due to GDPR compliance.
· International Retail Partners — Influence local implementation and cultural adaptation.
Dominant Stakeholders (Power + Legitimacy)
Influential but not always urgent.
· Digital & Technology Department — Control system architecture and cybersecurity.
· Investors & Ownership Group — Financial oversight and strategic direction.
Dependent Stakeholders (Legitimacy + Urgency)
High interest but low power.
· Customers — Legitimate expectations for privacy and personalisation.
· Store Operations — Depend on leadership and IT for tools and training.
Dangerous stakeholders (power + urgency)
Can disrupt the project if mismanaged.
· Technology Vendors — Delays or failures create urgent risks.
· Consumer Advocacy Groups — Can escalate concerns about AI ethics or data privacy.


Discretionary stakeholders (Legitimacy only)
Low influence but legitimate interest.
· HR & Training — Important for staff readiness but not strategic decision‑makers.
Dormant Stakeholders (Power only)
Powerful but not currently urgent.
· Supply Chain Partners — Influence operations but have limited involvement in ConnectPlus.

Summary of Stakeholder Categories
The combined use of the Interest–Influence Matrix and Salience Model provides a robust foundation for stakeholder engagement planning. Key insights include:
· Definitive stakeholders must be prioritised due to their strategic importance and potential to accelerate or obstruct progress.
· Dominant stakeholders require structured engagement to maintain alignment and resource support.
· Dependent stakeholders need supportive engagement to ensure adoption and readiness.
· Dangerous stakeholders require careful risk management and transparent communication.
· Discretionary and dormant stakeholders should be monitored to identify emerging issues.
This categorisation informs the engagement strategies presented in later sections, ensuring that ConnectPlus is implemented effectively across Selfridges’ diverse markets.

Roles, Responsibilities, Benefits and Challenges of Key Stakeholders
The successful rollout of ConnectPlus depends on clearly defining the roles and responsibilities of each stakeholder group, as well as understanding the benefits they bring and the challenges they may face. This section critically analyses these dimensions, drawing on stakeholder theory, relationship marketing principles, and digital transformation literature.
Executive Leadership Team 
Role & Responsibilities: The Executive Leadership Team provides strategic oversight, approves budgets, and ensures alignment with Selfridges’ long‑term digital transformation strategy. They act as project sponsors, responsible for governance, risk management, and cross‑departmental coordination.
Benefits: Their authority accelerates decision‑making, legitimises the project, and ensures adequate resourcing. Leadership endorsement also reduces resistance across departments.
Challenges: Competing strategic priorities, risk aversion, and concerns about ROI may slow progress. Leadership may also face pressure to balance innovation with compliance and brand reputation.

Digital & Technology Department 
Role & Responsibilities: This team oversees system architecture, platform integration, cybersecurity, and technical performance. They ensure ConnectPlus aligns with Selfridges’ digital ecosystem and meets operational requirements.
Benefits: They bring technical expertise, ensure system reliability, and safeguard data integrity—critical for customer trust and GDPR compliance.
Challenges: Legacy systems, integration complexity, and resource constraints may hinder timely delivery. Technical teams may also face pressure to balance innovation with stability.

Data Science & AI Team 
Role & Responsibilities: Responsible for developing AI‑driven recommendation engines, customer segmentation models, and analytics dashboards. They ensure the platform delivers personalised experiences and actionable insights.
Benefits: Their work enhances customer engagement, supports data‑driven decision‑making, and strengthens Selfridges’ competitive advantage.
Challenges: Ethical AI concerns, algorithmic bias, and evolving GDPR requirements create operational and reputational risks. Ensuring transparency in AI outputs is essential.

Marketing & CRM Department
Role & Responsibilities: Design customer journeys, loyalty campaigns, and communication strategies. They translate ConnectPlus capabilities into compelling customer experiences.
Benefits: Marketing drives adoption, enhances brand differentiation, and ensures customer‑centric design.
Challenges: Balancing personalisation with privacy, adapting messaging for international markets, and managing customer expectations.

Store Operations & Sales Teams
Role & Responsibilities: Implement ConnectPlus in physical stores, support customer onboarding, and provide feedback on usability. They act as frontline ambassadors for the platform.
Benefits: Their direct customer interaction strengthens adoption and provides valuable insights into customer behaviour.
Challenges: Resistance to change, training needs, and workload pressures may affect engagement. Operational teams may also struggle with new digital processes.

Customers
Role & Responsibilities: Adopt and interact with ConnectPlus, providing behavioural data and feedback that shape platform improvements.
Benefits: Customers receive personalised rewards, seamless experiences, and enhanced service quality.
Challenges: Concerns about data privacy, app usability, and trust in AI‑driven recommendations may hinder adoption.

Technology Vendors & Software Providers
Role & Responsibilities: Provide platform components, cloud infrastructure, and technical support. They are responsible for meeting contractual SLAs and ensuring system stability.
Benefits: Vendors offer specialist expertise, scalability, and innovation.
Challenges: Dependency risks, potential delays, and contractual disputes may disrupt rollout timelines.

Regulators & Data Protection Authorities 
Role & Responsibilities: Ensure compliance with GDPR, AI ethics guidelines, and consumer protection laws.
Benefits: Regulators provide clarity on legal requirements and safeguard customer rights.
Challenges: Strict compliance timelines, evolving regulations, and potential penalties.

International Retail Partners
Role & Responsibilities: Localise ConnectPlus for international markets, adapt training, and ensure cultural fit.
Benefits: They enable global expansion and provide market‑specific insights.
Challenges: Cultural differences, varying regulatory environments, and operational complexity

 Stakeholder Engagement Strategy
Effective stakeholder engagement is essential for the successful rollout of ConnectPlus across Selfridges’ UK and international markets. As Project Manager, your responsibility is to ensure that all stakeholders are aligned, informed, and committed throughout the project lifecycle. This section applies stakeholder theory, relationship marketing principles, and global project management frameworks to design a robust engagement strategy. Models such as the RACI Matrix, 4Cs Framework, SWANS/OWANS, Stakeholder Typology, and structured communication planning are used to demonstrate how Selfridges can foster collaboration, trust, and long‑term commitment.

Principles of Stakeholder Engagement
Stakeholder engagement must be proactive, relational, and culturally sensitive. Freeman’s (1984) stakeholder theory emphasises that organisations must create value for all stakeholders, not just shareholders. Ashcroft’s (2017) relational lens further argues that strong stakeholder relationships enhance trust, reduce conflict, and improve project outcomes. For ConnectPlus, this means:
· Prioritising transparency in communication
· Building trust through consistent engagement
· Recognising cultural differences across international markets
· Ensuring ethical handling of customer and employee data
· Creating shared ownership of project outcomes
These principles underpin the engagement strategies outlined below.

Stakeholder Typology and Engagement Approach
Mitchell et al.’s (1997) stakeholder typology helps determine how engagement should be tailored based on power, legitimacy, and urgency. Below is the engagement approach for each stakeholder category, with Guided Links embedded naturally.

Definitive Stakeholders
Stakeholders with power, legitimacy, and urgency require intensive engagement.
· Executive Leadership
· Weekly steering meetings
· Strategic dashboards
· Risk escalation pathways
· Regulators & Data Protection Authorities
· Compliance workshops
· GDPR impact assessments
· AI ethics reviews
· International Retail Partners
· Cultural adaptation workshops
· Localised training programmes
· Joint governance committees
Dominant Stakeholders
High power and legitimacy require structured engagement.
· Digital & Technology Department
· Agile sprint reviews
· Technical integration planning
· Cybersecurity audits
· Investors & Ownership Group
· Quarterly performance updates
· ROI modelling
· Risk‑benefit analysis
Dependent Stakeholders
High legitimacy and urgency require supportive engagement.
· Customers
· Beta testing
· Feedback loops
· UX research
· Store Operations & Sales Teams
· Training programmes
· Change management support
· On‑site coaching

Dangerous Stakeholders
High power and urgency require risk‑focused engagement.
· Technology Vendors
· Contractual SLAs
· Performance monitoring
· Contingency planning
Discretionary Stakeholders
Legitimacy only requires periodic engagement.
· HR & Training
· Training needs analysis
· Staff readiness assessments

Dormant Stakeholders
Power only requires monitoring.
· Supply Chain Partners
· Operational updates
· Integration feasibility reviews

RACI Matrix for ConnectPlus
The RACI Matrix clarifies roles and responsibilities across stakeholders. This ensures accountability and reduces ambiguity during the rollout.
	Stakeholder
	Role
	RACI Classification

	Executive Leadership
	Strategic oversight
	Accountable

	Digital & Technology Team
	Platform development
	Responsible

	Data Science & AI Team
	AI models & analytics
	Responsible

	Marketing & CRM
	Customer journeys
	Consulted

	Store Operations
	In‑store implementation
	Responsible

	HR & Training
	Staff readiness
	Consulted

	Customers
	Adoption & feedback
	Informed

	Regulators
	Compliance
	Consulted

	Technology Vendors
	Infrastructure
	Responsible

	International Partners
	Local rollout
	Accountable



Engagement Framework
The 4Cs Model—Communication, Collaboration, Consultation, Commitment—provides a structured approach to stakeholder engagement.
Communication
Clear, timely communication reduces uncertainty and builds trust. Examples:
· Weekly project updates
· Multilingual communication for international markets
· GDPR‑compliant data transparency notices
Guided Link: Communication Strategy
Collaboration
Cross‑functional collaboration ensures shared ownership. Examples:
· Joint workshops between IT, marketing, and store teams
· Co‑design sessions with customers
Guided Link: Collaboration Methods
Consultation
Consulting stakeholders ensures their needs are reflected in the platform. Examples:
· Customer focus groups
· Store manager feedback sessions
Guided Link: Consultation Approach
Commitment
Commitment is achieved through empowerment and shared benefits. Examples:
· Incentives for store teams
· Leadership endorsement
· Vendor performance contracts
Guided Link: Commitment Building

SWANS and OWANS Framework
The SWANS (Stakeholders With Ability to Negatively Sway) and OWANS (Stakeholders With Ability to Positively Sway) frameworks help identify stakeholders who can significantly influence project outcomes.
SWANS
Stakeholders who may resist or disrupt the project:
· Technology Vendors (delays, system failures)
· Store Operations Teams (resistance to change)
· Consumer Advocacy Groups (privacy concerns)
Engagement strategy:
· Early involvement
· Transparent communication
· Risk mitigation plans
Guided Link: SWANS Analysis
OWANS
Stakeholders who can champion the project:
· Executive Leadership
· Marketing & CRM
· Customers (early adopters)
Engagement strategy:
· Empowerment
· Recognition
· Co‑creation opportunities
Guided Link: OWANS Analysis

Conflict Management Strategy
Conflict is inevitable in cross‑functional digital transformation projects. Effective conflict management ensures alignment and prevents delays.
Sources of Conflict
· Competing departmental priorities
· Data ownership disputes
· Cultural differences in international markets
· Vendor performance issues

Conflict Resolution Methods
· Interest‑based negotiation (Fisher & Ury, 1981)
· Clear escalation pathways
· Cross‑functional governance committees
· Cultural mediation for international partners
Guided Link: Conflict Management

Communication Plan
A structured communication plan ensures stakeholders receive the right information at the right time.
Key Components
· Audience segmentation
· Communication channels (email, dashboards, workshops)
· Frequency (weekly, monthly, quarterly)
· Feedback loops
· Cultural adaptation for international markets
Guided Link: Communication Plan

Impact of Sustainable Stakeholder Engagement on Business Performance
Sustainable stakeholder engagement is a critical driver of organisational performance, particularly in large‑scale digital transformation projects such as Selfridges’ ConnectPlus rollout. Effective engagement ensures that stakeholders remain committed, informed, and aligned throughout the project lifecycle, reducing resistance and enhancing adoption. This section evaluates the strategic, operational, financial, and ethical impacts of sustainable stakeholder engagement on Selfridges’ business performance, drawing on academic literature and industry evidence.
Strategic Impact
Sustainable stakeholder engagement strengthens strategic alignment across the organisation. Freeman’s (1984) stakeholder theory argues that organisations create long‑term value when they consider the interests of all stakeholders, not just shareholders. In the context of ConnectPlus, engaging stakeholders such as executive leadership, digital teams, regulators, and international partners ensures that strategic objectives—such as enhancing customer lifetime value and expanding omnichannel capabilities—are consistently prioritised.
Engaged stakeholders contribute to clearer strategic direction, faster decision‑making, and reduced ambiguity. For example:
· Executive leadership provides governance and resource allocation.
· Digital and technology teams ensure technical feasibility.
· Marketing and CRM teams align customer engagement strategies with platform capabilities.
· International partners ensure cultural and regulatory fit in global markets.
This alignment reduces strategic drift and ensures ConnectPlus supports Selfridges’ long‑term competitive positioning in the luxury retail sector.

Operational Impact
Operational performance improves significantly when stakeholders are engaged sustainably. Ashcroft’s (2017) relational lens highlights that strong relationships enhance collaboration, reduce conflict, and improve operational efficiency. For ConnectPlus, this translates into:
· smoother cross‑departmental coordination
· reduced implementation delays
· improved training outcomes
· higher adoption rates among store teams
· more effective vendor management
For example, early engagement with store operations teams ensures frontline staff understand the platform’s benefits, reducing resistance and improving customer onboarding. Similarly, sustained engagement with technology vendors ensures timely delivery, adherence to SLAs, and proactive risk mitigation.
Operational risks—such as system integration issues, data migration challenges, or training gaps—are also reduced when stakeholders collaborate consistently and transparently.

Financial Impact
Sustainable stakeholder engagement has direct financial benefits. Digital transformation projects often fail due to misalignment, resistance, or poor communication—leading to cost overruns, delays, and reduced ROI. Engaging stakeholders effectively helps Selfridges avoid these pitfalls.

Financial impacts include:
· Higher ROI from increased customer retention and loyalty
· Reduced project delays, lowering implementation costs
· Improved vendor performance, reducing contractual penalties
· Enhanced customer lifetime value, driven by personalised experiences
· More efficient resource allocation, due to clearer stakeholder expectations
Investors and ownership groups benefit from improved financial transparency, predictable project timelines, and stronger long‑term value creation.

Customer Experience Impact
ConnectPlus is fundamentally a customer‑centric initiative. Sustainable engagement with customers, store teams, and marketing departments ensures the platform delivers meaningful, personalised experiences.
Key customer impacts include:
· Higher satisfaction due to personalised recommendations
· Increased loyalty through mobile‑based rewards
· Improved trust through transparent data practices
· Enhanced omnichannel experience across stores, web, and mobile
Relationship marketing literature (Christopher, Payne & Ballantyne, 2013) emphasises that customer loyalty is built through consistent, value‑driven interactions. Sustainable stakeholder engagement ensures these interactions are designed collaboratively and delivered effectively.

Ethical and Regulatory Impact
Digital loyalty platforms rely heavily on customer data, making ethical engagement essential. Sustainable engagement with regulators, data protection authorities, and consumer advocacy groups ensures ConnectPlus complies with GDPR, AI ethics guidelines, and consumer protection laws.

Ethical impacts include:
· Reduced risk of data breaches
· Greater transparency in AI‑driven recommendations
· Improved customer trust
· Enhanced brand reputation
· Stronger compliance culture across departments
Engaging regulators early prevents costly compliance failures and strengthens Selfridges’ reputation as a responsible luxury retailer.

Innovation and Organisational Learning Impact
Sustainable engagement fosters a culture of innovation and continuous improvement. When stakeholders collaborate consistently, they share insights, identify opportunities, and co‑create solutions.
Innovation impacts include:
· Faster iteration of AI models
· Improved customer insight analytics
· More effective loyalty campaigns
· Enhanced cross‑functional learning
· Greater adaptability to market changes
International partners also contribute local market insights, enabling Selfridges to tailor ConnectPlus to diverse cultural contexts.

Long‑Term Organisational Impact
Sustainable stakeholder engagement strengthens Selfridges’ long‑term organisational resilience. It builds:
· trust‑based relationships
· cross‑functional collaboration
· a culture of transparency
· shared ownership of digital transformation
· greater organisational agility
These capabilities position Selfridges to respond effectively to future market disruptions, technological advancements, and evolving customer expectations.

Recommendations and Conclusion
The successful rollout of ConnectPlus requires a coordinated, strategic, and ethically grounded approach to stakeholder engagement. Based on the analysis presented throughout this report, several key recommendations are proposed to strengthen Selfridges’ ability to deliver a seamless, customer‑centric loyalty platform across domestic and international markets.
Recommendations
1. Strengthen Cross‑Functional Governance Establish a dedicated ConnectPlus Steering Committee comprising executive leadership, digital teams, marketing, store operations, and international partners. This will ensure strategic alignment, accelerate decision‑making, and provide a clear escalation pathway for risks.
2. Enhance Communication and Transparency Implement a structured communication plan that includes weekly updates, multilingual communication for international markets, and GDPR‑compliant transparency notices. Clear communication will reduce uncertainty, build trust, and support adoption.
3. Invest in Training and Change Management Provide comprehensive training for store operations, customer experience teams, and international partners. Tailored change‑management programmes will reduce resistance and improve frontline engagement.
4. Strengthen Ethical and Regulatory Compliance Conduct regular GDPR audits, AI ethics reviews, and data‑protection assessments. Early engagement with regulators will minimise compliance risks and enhance customer trust.
5. Leverage Customer Insights for Continuous Improvement Use customer feedback, behavioural analytics, and UX testing to refine ConnectPlus post‑launch. Continuous improvement will ensure the platform remains relevant and competitive.
6. Deepen Vendor Collaboration and Accountability Strengthen contractual SLAs, performance monitoring, and contingency planning with technology vendors to reduce dependency risks and ensure timely delivery.

Conclusion
ConnectPlus represents a transformative opportunity for Selfridges to enhance customer loyalty, strengthen its omnichannel capabilities, and reinforce its position as a leader in luxury retail innovation. Sustainable stakeholder engagement—grounded in transparency, collaboration, ethical practice, and cultural sensitivity—is essential to achieving these outcomes. By applying stakeholder theory, engagement frameworks, and strategic management principles, Selfridges can ensure that ConnectPlus is implemented successfully across diverse markets, delivering long‑term value for customers, employees, partners, and investors. With strong governance, continuous learning, and a commitment to responsible innovation, Selfridges is well positioned to maximize the strategic impact of ConnectPlus and drive future growth in an increasingly competitive global retail landscape.
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