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Summary
The identification, analysis, and involvement of stakeholders for the deployment of Connect-Plus a digitally improved customer loyalty and engagement platform created by a top multinational retail and e-commerce company with headquarters in the UK—are examined in this paper. The platform integrates mobile rewards, advanced consumer analytics, and artificial intelligence (AI) driven personalisation to boost competitive advantage in both domestic and foreign markets, increase strategic decision making, and improve customer retention. 
The study identifies important internal and external stakeholders using strategic management concepts and stakeholder theory. Mendelow's Interest-Influence Matrix and stakeholder mapping are used to classify stakeholders based on their degree of interest and power. Stakeholder roles, advantages, difficulties, and involvement needs are further assessed in the paper.
The study identifies important internal and external stakeholders using strategic management concepts and stakeholder theory. Mendelow's Interest-Influence Matrix and stakeholder mapping are used to classify stakeholders based on their degree of interest and power. Stakeholder roles, advantages, difficulties, and involvement needs are further assessed in the paper.
The 4Cs approach (communication, consultation, collaboration, and commitment) is used to design the stakeholder engagement strategy, which is bolstered by a RACI matrix, communication framework, and stakeholder engagement plan. In addition to offering workable conflict resolution strategies appropriate for multicultural and multinational settings, the paper critically examines possible disputes.
The results indicate that by boosting stakeholder trust, raising adoption rates, lowering implementation risks, improving customer happiness, and bolstering organisational performance, sustained stakeholder involvement considerably contributes to project success. Additionally assessed are ethical concerns about AI, data privacy, transparency, and cultural sensitivity.
According to the report's conclusion, proactive stakeholder involvement is a strategic competence that facilitates Connect-Plus's effective deployment while generating long-term value for clients, staff, shareholders, and society at large.

Introduction
Tesco PLC, one of the biggest retail and e-commerce businesses in the world with operations in several foreign areas, is presumed to be the organization for the purposes of this research. Tesco provides digital services, mobile applications, online retail platforms, and physical locations to millions of customers.
Within six months, the business intends to introduce Connect-Plus, a new AI-powered customer loyalty and engagement platform. The platform's goal is to combine advanced analytics, mobile rewards, tailored suggestions, and consumer purchasing habits into a unified ecosystem.
According to Christopher, Payne, and Ballantyne (2013), the retail industry is becoming increasingly digitalised, which means that businesses must use omnichannel experiences and data-driven customisation to build deeper consumer relationships. As a result, Connect-Plus aims to enhance client lifetime value, boost customer retention, and facilitate strategic decision-making.
However, good stakeholder management is crucial to the success of such a massive worldwide enterprise. Stakeholders are individuals or groups that have the potential to influence or be impacted by organisational goals, according to Freeman (1984). Instead of concentrating only on shareholder returns, contemporary stakeholder theory focuses balancing stakeholder interests.
Numerous parties are involved in the Connect-Plus implementation, including senior management, staff members, clients, technology suppliers, regulators, and investors. These stakeholders have differing degrees of project-related influence, interest, expectations, and worries.
Therefore, Stakeholder identification, stakeholder engagement strategies, dispute resolution procedures, and the effect of long-term stakeholder involvement on organisational performance are all critically examined in this research. In order to show how successful global deployment of Connect-Plus may be supported by good stakeholder management, pertinent stakeholder theories and useful frameworks are implemented.


SMART objective 
	Specific 
	Measurable
	Achievable
	Relevant
	Time-bound 

	To improve client experience, implement a customer loyalty platform with mobile accessibility, awards, and tailored suggestions.
	Achieve 85% stakeholder satisfaction, 15% more customer retention, 70% customer uptake, 25% more engagement, and 100% compliance.
	Achieve results with efficient project management, focused marketing, intuitive design, and strong data governance.
	enhances shareholder value, consumer loyalty, corporate expansion, and regulatory compliance.
	Achieve acceptance within six months of implementation, finish implementation within six months, and meet retention and engagement goals within a year of launch.



Identification and categorisation of key stakeholders
Since the support, involvement, and cooperation of people and groups impacted by organisational operations are essential to project success, identifying stakeholders is a crucial step in project management. According to Freeman (1984), a stakeholder is any person or group that has the potential to influence or be impacted by the accomplishment of organisational goals. Stakeholders in the Connect-Plus project can be divided into two groups: internal and external.
Internal stakeholders
Senior management and board of director
· it comes to project approval, strategic direction, and resource allocation, senior executives and board members have considerable decision-making power. They oversee making that Connect-Plus adds value for shareholders and is in line with Tesco's long-term business plan. They represent important stakeholders that need ongoing involvement because of their great influence and interest.
Project management team
· Planning, organising, and overseeing project operations fall within the purview of the project management team. Their role includes managing timetables, finances, risks and stakeholder interactions. As project managers, they support successful execution and guarantee efficient communication between stakeholders.

Information technology department.
· The Connect-Plus platform's design, development, testing, and maintenance are all heavily dependent on the IT department. Cybersecurity, system integration, data management, and platform dependability fall under the purview of IT experts. They make sure that their successful technical implementation is crucial technical expertise.

Marketing department 
· Marketing teams help with market positioning, consumer engagement tactics, and platform promotion. To improve customer experiences and create targeted advertising, they make use of the customer insights produced by Connect-Plus.

Retail operation managers 
· Retail operations managers make sure that digital customer interaction initiatives and physical retail operations are integrated, and they supervise implementation inside locations. Their support is vital for establishing operational effectiveness.
Employees and frontline staff 
· Employees are crucial in promoting platform adoption since they deal directly with customers. Their comprehension and acceptance of Connect-Plus have a big impact on project success and customer experiences.
External Stakeholders
Customers
· Since customers are the main users of Connect-Plus, they constitute the most significant external stakeholder group. Project results are directly impacted by their willingness to use the platform. Consumers anticipate data protection, tailored experiences, and real rewards from loyalty programs.
Suppliers and business partners 
· Working together with suppliers makes it possible to integrate supply chain data and customer insights effectively. Products, services, and technology are contributed by suppliers and strategic partners to enable platform functionality.
Technology vendors 
· Technical infrastructure and knowledge are supplied by outside software developers, cloud service providers, and AI technology experts. Their participation enhances system performance, cybersecurity, and platform development.
Shareholders and investors.
· Investors provide funds and anticipate returns in the form of more revenue, better client retention, and higher organisational performance. Future investments and project continuation are influenced by their support.
Local communities and society
· Sustainability, ethical corporate practices, and appropriate data handling are becoming increasingly important to communities. Maintaining confidence among broader society stakeholders is critical to Tesco's reputation.

Application of Mendelow's Power-Interest Matrix
Mendelow's Power-Interest Matrix helps businesses prioritise stakeholder involvement based on interest levels and stakeholder influence.
Low interest 
Power [image: ]
High interest 
Power [image: ]


Keeps satisfied 
Major suppliers
Technology vendors 

Manages closely 
Senior management 
Board of directors 
Project management team 
Investor

High 
Power [image: ]





Monitor
Local communities 
General public 
Keep informed
Employees 
Customers
Retail store managers 

low 
Power [image: ]



I was able to identify that various stakeholder groups call for various communication and engagement tactics thanks to the stakeholder power-interest matrix. At first, I thought that communication should be at the same level for every stakeholder. However, using the matrix revealed that because of their significant impact on project outcomes, senior management, investors needed constant supervision. On the other hand, although having less decision-making authority, staff members, clients, and retail shop managers required frequent communication to stay involved. My comprehension of stakeholder management has improved because of this activity, which also made clear how crucial it is to modify communication tactics according to the power and interest levels of stakeholders to promote project success.

Application of the stakeholder salience model
According to Mitchell, Agle, and Wood (1997), three characteristics—power, legitimacy, and urgency—determine the significance of stakeholders.

	Definitive stakeholders 
	All three characteristics are present in senior management and regulatory bodies; thus, they need to be addressed right away. Project success is greatly impacted by their legitimacy, power, and pressing concerns.

	Dominant stakeholder 
	Although they have authority and credibility, investors and board members might not always make pressing requests. However, they continue to have a significant impact.

	Dependent stakeholders 
	Employees and customers have urgency and credibility, yet they frequently lack significant organisational influence. Their issues will be taken care of if they are effectively engaged.

	Dangerous stakeholder 
	If their concerns are disregarded, stakeholders who have the potential to obstruct implementation through bad press, legal action, or resistance could turn dangerous. Customers who are not happy and organisations that support privacy are two examples.



Using the Stakeholder Salience Model improved my comprehension of stakeholder prioritisation by showing that influence is influenced by factors other than power. I discovered that the degree of attention stakeholders need is also influenced by legitimacy and urgency. A more thorough approach to stakeholder analysis was made possible by combining the Salience Model with the Power-Interest Matrix. This allowed communication and engagement tactics to be customised to the unique requirements and sway of each stakeholder group. My comprehension of stakeholder management has improved because of this activity, which also made clear how crucial it is to the Connect-Plus project's successful completion.

Responsibility, benefits, role and challenges of key stakeholders
For Connect-Plus to be implemented successfully, several stakeholders must work together, each offering special knowledge, resources, and clout. Tesco may optimise stakeholder value while reducing potential hazards by being aware of their roles and responsibilities.

Senior management and board of directors 
Senior management guarantees compatibility with Tesco's business objectives, approves project finance, and offers strategic leadership. Their assistance promotes dedication within the company and helps secure organisational resources. Strategic guidance and decision-making power are their main advantages. However, difficulties could occur if the initiative receives less attention or funding due to conflicting corporate priorities.

Project management team
The project management team oversees stakeholder relations, keeps an eye on progress, and plans project activities. Risk management, scheduling, and performance monitoring are all part of their job. This stakeholder group's advantage is that it guarantees project delivery within scope, time, and budget. Stakeholder expectations must be balanced, and project complexity must be managed across several foreign marketplaces.
Information technology department 
IT professionals are in charge off system integration, platform development, cybersecurity, and upkeep. Connect-Plus's dependability and functionality are guaranteed by their experience. Operational effectiveness and technological innovation are advantages. Technical issues, integration challenges with current systems, and cybersecurity risks are among the challenges.
Marketing department
Marketing departments create advertising campaigns and tactics for interacting with customers. Marketing experts may create highly customised customer experiences using Connect-Plus's data. Increased client loyalty and better brand uniqueness are two advantages. Using personal data for targeted marketing while upholding client trust is a challenge.
Employees and retail staff
Employees on the front lines help users adapt the platform and fix problems. Customer loyalty and satisfaction may rise because of their constructive interaction. Direct communication with customers and insightful input from them are advantages. Implementation-related difficulties could include increased effort, training needs, and reluctance to change.
Customers
Through customised incentives, convenience, and enhanced shopping experiences, customers are Connect-Plus's main benefits. Their involvement produces insightful customer data. Customer acceptability, however, can be impacted by worries about data security, privacy, and AI-driven profiling.
Regulation 
Regulators make ensuring that laws pertaining to data privacy and consumer protection are followed. Their participation lowers legal risks and builds confidence. Compliance requirements, however, might make implementation more expensive and complicated.
Suppliers and technology partners 
These stakeholders provide infrastructure, business assistance, and technical know-how. Access to specialised knowledge and innovation are among the advantages. Risks of dependency, disagreements over contracts, and coordination issues between many organisations are among the challenges.
All things considered, stakeholder contributions greatly increase project success; nonetheless, controlling stakeholder expectations is still crucial to reducing risks and optimising value creation.

Stakeholder engagement process and conflict management
Stakeholder participation is essential to project success because it fosters cooperation, increases commitment, and fosters confidence. Stakeholder engagement, according to Bourne (2015), entails creating and sustaining connections that advance project goals. To guarantee the effective implementation of Connect-Plus, a systematic stakeholder engagement approach will be put in place by the project manager.

4Cs model for stakeholder engagement
	
	Purpose 
	Connect plus project 

	Communication 
	Make sure stakeholders are informed on the goals, progress, and results of the project in a timely and accurate manner.
	Executive reports for senior management reports on regulatory compliance, customer emails and mobile notifications, staff briefings, and newsletters.

	Consultation 
	Before making important decisions, get input and opinions from stakeholders.
	supplier consultation meetings, employee feedback sessions, customer surveys on platform features, and conversations with regulatory bodies.

	Collaboration 
	Encourage active participation from stakeholders in the planning and execution of the project.
	Collaborative workshops to foster innovation and shared ownership with technology vendors, cross-functional project teams, and customer focus groups

	Commitment 
	Build and maintain long-term by helping and connecting with stakeholders.
	initiatives for customer loyalty, strategic alliances with suppliers, employee appreciation programs, and open governance procedures.




Using the 4Cs Model made it clearer to me that identifying stakeholders is not enough for effective stakeholder engagement. Depending on their position and level of influence within the project, each stakeholder group necessitates a distinct communication and involvement strategy. To promote successful project delivery this framework illustrated the significance of sustaining connections through communication, consultation, collaboration, and commitment.

Managing Stakeholders conflict
Because stakeholders frequently have conflicting goals and interests, conflict is unavoidable in complicated undertakings. Therefore, managing conflicts effectively is crucial.
Sources of Disagreement and Conflicts that could arise in Connect Plus include:

· disputes over the budget between departments.
· Employee opposition to changes in technology.
· consumer worries about data privacy.
· competing interests in global markets.
· disagreements about contracts with suppliers.



Thomas-Kilmann conflict management model
There are five ways to handle conflict, according to the Thomas-Kilmann paradigm.
Coordinating
· This strategy looks for win-win solutions and works best with strategic stakeholder partnerships.
Making a compromise
· When full agreement is unattainable, compromise allows stakeholders to come to mutually agreeable arrangements.
Adapting
· When preserving stakeholder relationships is more crucial than reaching a particular goal, accommodations could be necessary.
Competition
· When quick choices are needed, especially with regard to legal compliance, this method could be required.
Refraining from
· Since unresolved conflicts frequently worsen over time, avoidance should typically be limited.

importance of trust
Ashcroft (2017) highlights how important trust is to stakeholder interactions. Trust is strengthened and conflict is decreased by open communication, moral behaviour, and attentiveness to stakeholder concerns.

Tesco may enhance cooperation and raise the possibility of successful implementation by fusing stakeholder engagement frameworks with proven conflict resolution techniques.
Impact of sustainable stakeholder engagement on business performance.
The ongoing cultivation of beneficial connections that provide value for organisations and stakeholders is referred to as sustainable stakeholder engagement. Stakeholder cooperation and trust are essential for long-term success, and modern businesses are realising this more.

Enhanced customer loyalty
Through tailored incentives and suggestions, Connect-Plus aims to enhance client experiences. Tesco can better understand consumer requirements and preferences through sustainable interaction, which boosts customer retention and loyalty.
According to Relationship Marketing Theory, long-term client connections are more valuable than quick transactional exchanges (Christopher, Payne, and Ballantyne, 2013). Consequently, increasing income and gaining a competitive edge are strongly impacted by successful engagement.
Improved Organisation reputation
Connect-Plus seeks to improve customer experiences with customised incentives and recommendations. Through sustainable connection, Tesco may gain a deeper understanding of the needs and preferences of its customers, increasing customer loyalty and retention.
Long-term customer relationships are more important than brief transactional interactions, according to Relationship Marketing Theory (Christopher, Payne, and Ballantyne, 2013). Therefore, successful engagement has a significant impact on boosting revenue and obtaining a competitive advantage.
Better decision making
Access to a variety of viewpoints and knowledge is made possible through stakeholder engagement. Regulators, suppliers, workers, and customers all have important information that can help with strategic choices.
Connect-Plus data can be used to discover consumer trends and behavioural patterns, which can further enhance evidence-based decision making. 

Increased innovation
Innovation often results from stakeholder collaboration. Customers, employees, and technology partners all provide ideas that help with ongoing development. Activities that promote collaborative participation, including focus groups and workshops, boost the possibility of successful invention and foster creativity.

Employee Engagement and productivity
If employees feel invested in the goals of the company, they are more likely to be committed and motivated. Employee involvement aids in:
· increased output.
· improved client support.
· reduced employee churn.
· enhanced culture within the company.

Therefore, sustainable stakeholder involvement has significant operational benefits. Overall, the data indicates that long-term strategic goals are supported by sustained stakeholder involvement, which greatly enhances organisational performance by fostering innovation, trust, reputation, and consumer loyalty.

recommendation and conclusion

recommendation

based on the analysis presented in this report Tesco should follow these suggestions to help Connect-Plus be implemented successfully:

1. Create a thorough plan for engaging stakeholders that is in line with the Stakeholder Salience Model and Power-Interest Matrix.
2. To guarantee openness and stakeholder involvement throughout the project lifecycle, establish regular lines of contact.
3. To reduce opposition and promote successful acceptance, give staff members intensive training.
4. Put in place robust data governance practices to guarantee GDPR compliance and uphold consumer confidence.
5. Make use of consumer feedback channels to enhance platform functionality and user experience over time.

Conclusion
With the launch of Connect-Plus, Tesco has a significant strategic potential to strengthen customer relationships, increase competitive advantage, and enhance business performance. Successful implementation requires effective stakeholder interaction throughout the project's lifespan.
To identify and assess the project's major stakeholders, this report used stakeholder theory, stakeholder mapping frameworks, and strategic management concepts. The results show that stakeholder engagement enhances organisational performance, trust, cooperation, and innovation. However, there are issues that need to be handled carefully, such as stakeholder disagreement and cultural differences.
By using organised methods for engaging stakeholders and cultivating enduring stakeholder connections, Tesco can promote long-term organisational performance in fiercely competitive retail marketplaces while exploiting the advantages of Connect-Plus.
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