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Stakeholder Engagement for the Successful Launch of ConnectPlus at Tesco plc

1.0 Executive Summary
Tesco plc is preparing to launch ConnectPlus, an AI-powered customer loyalty and engagement platform that combines personalised recommendations, mobile rewards, and customer data analytics to improve customer retention and support strategic decision-making across UK and international markets.
This report examines the importance of stakeholder engagement in the successful implementation of ConnectPlus. It identifies and categorises the key internal and external stakeholders using stakeholder management frameworks, including Freeman's Stakeholder Theory, Mendelow's Power–Interest Matrix, and the Stakeholder Salience Model. The report also analyses stakeholder roles, responsibilities, benefits, and challenges while evaluating suitable engagement strategies such as communication plans, stakeholder engagement plans, the RACI Matrix, and the 4Cs Model.
Finally, the report evaluates how sustainable stakeholder engagement contributes to improved business performance through enhanced customer loyalty, stronger organisational relationships, effective risk management, innovation, and long-term competitive advantage. The discussion is supported by relevant academic literature and industry evidence to demonstrate the strategic importance of stakeholder engagement during digital transformation projects.

2.0 Introduction
Tesco plc is one of the UK's largest retail and e-commerce organisations, operating across several international markets and serving millions of customers each week. The company has invested significantly in digital innovation, using customer data and technology to improve operational efficiency and customer experience. Building on the success of its Clubcard programme, Tesco plans to introduce ConnectPlus, an AI-powered customer engagement platform that provides personalised recommendations, mobile rewards, and data-driven customer insights.
The successful implementation of ConnectPlus depends on the effective engagement of a wide range of internal and external stakeholders, including senior management, project teams, employees, customers, technology partners, suppliers, investors, and regulatory authorities. Their support is essential to ensure successful planning, implementation, and adoption of the platform across different international markets.
This report critically examines how Tesco can identify, prioritise, and engage stakeholders by applying recognised stakeholder management theories and engagement frameworks. It also evaluates the benefits, challenges, ethical considerations, and business impact of sustainable stakeholder engagement during the implementation of ConnectPlus.


3.0 SMART Objectives
The primary objective of the ConnectPlus project is to successfully design, implement, and launch an AI-powered customer loyalty and engagement platform across selected UK and international Tesco markets within six months. Specifically, the project aims to increase active digital customer participation by 20% within the first year, improve customer retention by 15%, increase personalised marketing conversion rates by 25%, and achieve 95% staff training completion before launch. The project will also ensure full compliance with UK GDPR and relevant international data protection regulations while maintaining stakeholder satisfaction levels above 90% through continuous communication, collaboration, consultation, and performance monitoring. These objectives are Specific, Measurable, Achievable, Relevant, and Time-bound, supporting Tesco's broader digital transformation strategy.


4.0 Identification and Categorisation of Key Internal and External Stakeholders
The successful implementation of Tesco's ConnectPlus platform depends on the effective identification, analysis, and management of stakeholders whose interests, expectations, and influence can affect project outcomes. Stakeholders are individuals or groups that can affect or are affected by an organisation's objectives (Freeman, 1984). In large-scale digital transformation projects, stakeholder engagement is particularly important because projects involve organisational change, technological innovation, regulatory compliance, and international collaboration. Effective stakeholder identification enables project managers to allocate resources efficiently, minimise resistance to change, improve communication, and increase the likelihood of project success.
For the ConnectPlus project, stakeholders can be categorised into internal and external groups. Internal stakeholders are directly involved in the planning, development, and implementation of the platform, whereas external stakeholders influence or are influenced by the project's outcomes but operate outside the organisation.














4.1 Internal Stakeholders
	Board of Directors and Senior Executive Team
	They provide strategic leadership, approve project funding, define organisational objectives, and monitor overall performance. Their high level of authority means they possess significant influence over project decisions and resource allocation.

	Project Management Team
	Team is responsible for planning, coordinating, monitoring, and controlling the implementation of ConnectPlus. Project managers ensure that project activities remain within scope, budget, quality standards, and schedule while coordinating communication among all stakeholder groups.

	Information Technology (IT) and Software Development Team
	They develop the AI-powered platform, integrates existing Tesco digital systems, manages cybersecurity requirements, performs system testing, and provides ongoing technical support. Their technical expertise is essential for ensuring platform reliability and scalability across international markets.

	Marketing and Customer Relationship Management (CRM) Team
	They design personalised customer campaigns, manages digital communications, analyses customer behaviour, and promotes adoption of the ConnectPlus platform. Their understanding of customer needs contributes significantly to increasing customer engagement and loyalty.

	Data Analytics and Business Intelligence Team
	They transform customer data into actionable business insights. They develop predictive models, evaluate purchasing behaviour, and support strategic decision-making while ensuring data quality and compliance with privacy regulations.

	Human Resources Department
	They support organisational change by recruiting specialist staff, coordinating employee training programmes, managing change initiatives, and maintaining employee engagement throughout implementation.

	Store Managers and Frontline Employees
	They represent the operational users of the platform. They interact directly with customers, encourage platform adoption, collect customer feedback, and report operational challenges during implementation.


 
4.2 External Stakeholders
	Customers
	The most important group of external stakeholders. They are the primary users of ConnectPlus and directly determine the platform's success through adoption, engagement, and continued usage. Customers expect secure handling of personal information, personalised shopping experiences, and user-friendly digital services.

	Technology Partners and Software Vendors
	They provide artificial intelligence solutions, cloud infrastructure, cybersecurity services, mobile application support, and software integration expertise. Their technical capabilities directly influence platform performance and reliability.

	Suppliers and Business Partners
	They support inventory management, product information, and promotional campaigns integrated within ConnectPlus. Close collaboration enables accurate product recommendations and efficient supply chain coordination.

	Investors and Shareholders
	They will monitor financial performance and expect the project to generate sustainable returns through increased customer loyalty, improved operational efficiency, and long-term revenue growth. Their continued confidence supports future digital investment.

	Government Authorities and Regulatory Bodies
	Here is including the Information Commissioner's Office (ICO), ensure Tesco complies with UK GDPR, data privacy legislation, consumer protection requirements, and international legal obligations. Compliance reduces legal risks and protects organisational reputation.

	Local Communities and Society
	They increasingly expect organisations to implement digital technologies responsibly while protecting consumer privacy, promoting ethical artificial intelligence, supporting sustainability, and creating positive social value.


 



4.3 Stakeholder Mapping Using Mendelow's Power-Interest Matrix
Mendelow's Power-Interest Matrix (1991) is widely used to prioritise stakeholders according to their level of influence over a project and their degree of interest in its outcomes. This framework enables project managers to determine appropriate engagement strategies for different stakeholder groups.
	Stakeholders
	Power
	Interest
	Engagement Strategy

	Board of Directors
	High
	High
	Manage closely

	Senior Executives
	High
	High
	Manage closely

	Project Management Team
	High
	High
	Manage closely

	IT Development Team
	High
	High
	Manage closely

	Investors
	High
	High
	Manage closely

	Government Regulators
	High
	Low
	Keep Satisfied

	External Auditors
	High
	Low
	Keep Satisfied

	Major Technology Vendors
	High
	Low
	Keep Satisfied

	Store Managers
	Low
	High
	Keep Informed

	Frontline Employees
	Low
	High
	Keep Informed

	Marketing Teams
	Low
	High
	Keep Informed

	Customers
	Low
	High
	Keep Informed

	Local Communities
	Low
	Low
	Monitor

	Smaller Suppliers
	Low
	Low
	Monitor

	General Public
	Low
	Low
	Monitor






4.4 Stakeholder Prioritisation Using the Stakeholder Salience Model
	Stakeholders
	Power
	Legitimacy
	Urgency
	Priority

	Board of Directors
	Yes
	Yes
	Yes
	Definitive

	Senior Management
	Yes
	Yes
	Yes
	Definitive

	Project Management Team
	Yes
	Yes
	Yes
	Definitive

	Customers
	Medium
	Yes
	Yes
	Expectant

	Technology partners
	Medium
	Yes
	Medium
	Expectant

	Regulatory Authorities
	Yes
	Yes
	Yes
	Definitive

	Investors
	Yes
	Yes
	Medium
	Dominant

	Employees
	Low
	Yes
	Yes
	Dependent



Mitchell, Agle and Wood's (1997) Stakeholder Salience Model extends stakeholder analysis by evaluating three attributes: power, legitimacy, and urgency. Stakeholders possessing all three characteristics receive the highest management priority.
For ConnectPlus, the Board of Directors, Senior Management, and Project Management Team possess all three attributes. They have formal authority to make strategic decisions, legitimate organisational responsibility, and urgent interest in delivering the platform within the six-month implementation period.
Customers possess legitimacy and urgency because their adoption determines commercial success, although they have comparatively less direct organisational power. Nevertheless, customer feedback and market behaviour can significantly influence future project decisions.
Regulatory Authorities possess high power and legitimacy because they enforce legal compliance relating to customer data protection and artificial intelligence governance. Failure to satisfy these stakeholders could result in financial penalties, reputational damage, and delays to implementation.
Technology partners possess legitimacy and moderate power because they provide specialised expertise essential for successful deployment. Their technical performance directly influences project quality, cybersecurity, and operational continuity.
By combining Mendelow's Power-Interest Matrix with the Stakeholder Salience Model, Tesco develops a comprehensive understanding of stakeholder influence, expectations, and priorities. This dual-framework approach enables project managers to allocate resources strategically, strengthen stakeholder relationships, manage project risks proactively, and improve the likelihood of successfully implementing the ConnectPlus platform across both local and international markets.

5.0 Roles and Responsibilities of Key Stakeholders, Including the Benefits They Bring and Challenges They May Face
The successful implementation of Tesco's ConnectPlus platform relies on the effective contribution of a diverse range of internal and external stakeholders. Each stakeholder group has distinct responsibilities, provides valuable expertise, and faces specific challenges throughout the project lifecycle. Effective stakeholder management ensures that these contributions are coordinated to achieve the project's strategic objectives while minimising risks associated with digital transformation.
The Board of Directors and Senior Executive Team provide strategic leadership and governance throughout the project. Their primary responsibilities include approving project budgets, aligning ConnectPlus with Tesco's corporate strategy, monitoring project performance, and ensuring that sufficient resources are available for successful implementation. Their support provides clear organisational direction, strengthens decision-making, and demonstrates commitment to digital transformation. However, senior executives often face competing organisational priorities and financial constraints, making it difficult to balance investment decisions with short-term business performance (Kerzner, 2022).
The Project Manager and Project Team are responsible for planning, coordinating, monitoring, and controlling all project activities. They manage project schedules, budgets, quality standards, stakeholder communication, and risk management while ensuring that ConnectPlus is delivered within the six-month implementation period. Their expertise enables effective coordination across departments and supports timely decision-making. Nevertheless, project managers frequently encounter challenges such as scope changes, resource limitations, conflicting stakeholder expectations, and maintaining communication across geographically dispersed teams (PMI, 2021).
The Information Technology (IT) and Software Development Team plays a central role in designing, developing, testing, and maintaining the ConnectPlus platform. They ensure system integration, cybersecurity, artificial intelligence functionality, and overall platform reliability. Their technical knowledge contributes directly to innovation, operational efficiency, and customer satisfaction. However, they face challenges related to system complexity, cybersecurity threats, rapidly changing technologies, and maintaining compatibility with Tesco's existing digital infrastructure (Laudon and Laudon, 2022).
The Marketing and Customer Relationship Management (CRM) Team is responsible for promoting ConnectPlus, developing personalised customer campaigns, analysing consumer behaviour, and encouraging customer adoption of the platform. Their work enhances brand loyalty, improves customer engagement, and supports revenue growth through targeted promotions. Despite these benefits, marketing teams must respond to rapidly changing customer preferences, increased competition within digital retail markets, and concerns regarding the ethical use of customer data for personalised marketing (Christopher, Payne and Ballantyne, 2013).
The Human Resources Department supports organisational change by recruiting specialist employees, delivering training programmes, and preparing staff for new digital processes. Effective employee development improves workforce capability, increases confidence in using new technologies, and reduces resistance to change. However, HR professionals may face challenges in maintaining employee engagement, addressing skills shortages, and overcoming resistance among employees who are uncertain about the impact of artificial intelligence on their roles.
Among external stakeholders, customers are the most important because the success of ConnectPlus ultimately depends on their willingness to adopt and actively use the platform. Customers benefit from personalised recommendations, faster rewards, improved shopping experiences, and greater convenience. At the same time, they may have concerns regarding data privacy, cybersecurity, and the ethical use of artificial intelligence. Maintaining customer trust therefore requires transparent communication and strict compliance with data protection legislation, including the UK General Data Protection Regulation (UK GDPR).
Technology partners and software vendors provide specialist expertise, cloud infrastructure, cybersecurity services, and artificial intelligence technologies that support the development and operation of ConnectPlus. Their collaboration accelerates innovation and improves technical quality. However, Tesco may become dependent on external suppliers for critical technologies, creating risks related to service continuity, contractual disputes, and integration challenges.
Finally, government regulators, including the Information Commissioner's Office (ICO), ensure that Tesco complies with legal and ethical requirements relating to data protection, consumer rights, and digital technologies. Regulatory oversight enhances public confidence, reduces legal risks, and strengthens Tesco's corporate reputation. Nevertheless, evolving regulatory requirements and differences between international markets can increase compliance costs and create additional implementation challenges.
Overall, every stakeholder contributes unique knowledge, resources, and capabilities that support the successful implementation of ConnectPlus. Recognising both the benefits stakeholders provide and the challenges they encounter enables Tesco to develop targeted engagement strategies that foster collaboration, reduce resistance to change, and improve long-term project performance.

6.0 Critical Explanation of the Stakeholder Engagement Process and Conflict Management
The successful implementation of Tesco's ConnectPlus platform requires a structured stakeholder engagement process that promotes communication, collaboration, trust, and commitment throughout the project lifecycle. Stakeholder engagement extends beyond simply informing interested parties; it involves actively understanding stakeholder expectations, encouraging participation in decision-making, resolving conflicts, and maintaining long-term relationships (Ashcroft, 2017). Given that ConnectPlus will be deployed across multiple international markets, stakeholder engagement must also consider cultural diversity, regulatory differences, and varying customer expectations. Applying recognised stakeholder management theories and project management frameworks enables Tesco to manage these complexities effectively while increasing the likelihood of project success.
6.1 Stakeholder Engagement Process
The first stage of stakeholder engagement is stakeholder identification and analysis. During project initiation, all individuals and groups who may influence or be affected by ConnectPlus should be identified and classified according to their level of power, interest, legitimacy, and urgency. As discussed in the previous section, frameworks such as Mendelow's Power–Interest Matrix (1991) and the Stakeholder Salience Model (Mitchell, Agle and Wood, 1997) enable project managers to prioritise stakeholders and allocate engagement resources appropriately.
Following stakeholder identification, the project manager should develop a comprehensive Stakeholder Engagement Plan. According to the Project Management Institute (PMI, 2021), this plan defines how stakeholders will be informed, consulted, involved, or empowered throughout each project phase. High-power stakeholders, such as Tesco's Board of Directors and senior executives, require frequent strategic updates and participation in major decision-making. In contrast, frontline employees and customers should receive regular operational updates, training opportunities, and channels for providing feedback.
The third stage involves implementing an effective communication strategy. Communication is recognised as one of the most critical success factors in project management because ineffective communication frequently results in misunderstandings, resistance to change, and project delays (Kerzner, 2022). Tesco should adopt multiple communication channels, including executive meetings, project dashboards, video conferences, newsletters, webinars, mobile applications, and collaboration platforms such as Microsoft Teams. Communication should be tailored according to stakeholder needs, ensuring that technical teams receive detailed project specifications while customers receive clear and accessible information about the benefits of ConnectPlus.
The final stage focuses on continuous monitoring and evaluation. Stakeholder expectations evolve throughout a project; therefore, engagement strategies should be reviewed regularly using performance indicators, stakeholder satisfaction surveys, workshops, and progress reviews. Continuous monitoring enables project managers to identify emerging risks, resolve concerns promptly, and strengthen stakeholder relationships before issues escalate.
6.2 Application of the 4Cs Model
The 4Cs Model, Communication, Consultation, Collaboration and Commitment provides a structured approach for maintaining effective stakeholder relationships throughout organisational change.
Communication
Communication forms the foundation of stakeholder engagement. Tesco should provide transparent, timely, and consistent information regarding project objectives, implementation schedules, expected benefits, and potential risks. Regular updates reduce uncertainty, minimise rumours, and improve stakeholder confidence. For example, monthly executive reports can inform senior management of project progress, while weekly team meetings ensure operational alignment among technical and marketing departments.
Consultation
Consultation encourages stakeholders to contribute ideas before significant decisions are made. Customers may participate through surveys, usability testing, and pilot programmes, while employees can contribute operational insights through workshops and feedback sessions. Consultation increases stakeholder ownership by demonstrating that their opinions influence project development. This participative approach aligns with Freeman's (1984) Stakeholder Theory, which emphasises creating value for all stakeholder groups rather than prioritising shareholders alone.
Collaboration
Collaboration involves active cooperation between departments and external partners to achieve common project objectives. The development of ConnectPlus requires close collaboration among IT specialists, marketing professionals, cybersecurity experts, data analysts, suppliers, and software vendors. Cross-functional project teams encourage knowledge sharing, innovation, and faster problem-solving while reducing departmental silos.
Commitment
Commitment represents the highest level of stakeholder engagement. Tesco should build commitment by recognising stakeholder contributions, providing continuous training, rewarding employee performance, and demonstrating senior management support. Employees who understand the strategic importance of ConnectPlus are more likely to promote the platform positively to customers, thereby improving adoption rates and organisational performance.




6.3 Communication Plan
An effective communication plan ensures that each stakeholder receives appropriate information using suitable communication methods and frequencies.






	Stakeholder
	Information Required
	Communication Method
	Frequency
	Responsibility

	Board of Directors
	Strategic progress, risks, budget
	Executive reports and board meetings
	Monthly
	Project Manager

	Senior Management
	KPIs, milestones, issues
	Management meetings and dashboards
	Fortnightly
	Project Manager

	IT Team
	Technical requirements, issues
	Daily stand-up meetings, Teams
	Daily
	Technical Lead

	Marketing Team
	Campaign schedules, customer insight
	Workshops and collaborative meetings
	Weekly
	Marketing Manager

	Employees
	Training, implementation updates
	Emails, workshops, e-learning
	Weekly
	HR Manager

	Customers
	Platform features, rewards, privacy
	Mobile app, email, website, social media
	Monthly and at launch
	Marketing Department

	Investors
	Financial progress and expected returns
	Quarterly reports
	Quarterly
	Finance Director

	Regulators
	Compliance documentation
	Formal reports and audits
	As required
	Compliance Officer



This structured communication approach ensures that stakeholders receive accurate information in an appropriate format while reducing information overload and enhancing transparency.



6.4 RACI Matrix
The RACI Matrix clarifies stakeholder responsibilities by defining who is Responsible (R), Accountable (A), Consulted (C), and Informed (I) for each project activity. Clearly allocating responsibilities reduces confusion, prevents duplication of effort, and strengthens accountability.
	Project Activity
	Project Manager
	Board
	IT Team
	Marketing
	HR
	Customers

	Project Planning
	A
	C
	C
	C
	C
	I

	Platform Development
	C
	I
	R
	I
	I
	I

	System Testing
	A
	I
	R
	I
	I
	I

	Employee Training
	C
	I
	C
	I
	R
	I

	Marketing Campaign
	C
	I
	C
	R
	I
	I

	Platform Launch
	A
	C
	R
	R
	C
	I

	Customer Feedback
	C
	I
	C
	R
	I
	C



The matrix demonstrates that although responsibility is distributed among specialist departments, the Project Manager remains accountable for coordinating project delivery and ensuring successful implementation.

6.5 SWANS and OWANS
The SWANS and OWANS frameworks help project managers evaluate stakeholder relationships and engagement quality.
SWANS focuses on positive engagement characteristics:
· S – Strengths
· W – Weaknesses
· A – Aspirations
· N – Needs
· S – Success Measures
Applying SWANS enables Tesco to identify stakeholder expectations, training requirements, communication preferences, and indicators of successful engagement.
Conversely, OWANS examines potential engagement barriers:
· O – Obstacles
· W – Weaknesses
· A – Assumptions
· N – Needs
· S – Solutions
Using OWANS allows project managers to identify resistance to change, communication gaps, cultural misunderstandings, and technological concerns before they become significant project risks. For example, employees may assume that AI will replace jobs rather than support decision-making. Early communication and training can address these misconceptions and improve stakeholder acceptance.

6.6 Conflict Management
Conflict is inevitable during large-scale digital transformation because stakeholders possess differing objectives, priorities, cultural values, and resource requirements. If unmanaged, conflict may delay implementation, increase costs, reduce employee morale, and damage stakeholder relationships.
Tesco can apply the Thomas–Kilmann Conflict Management Model (Thomas and Kilmann, 1974), which identifies five approaches to managing conflict:
Collaborating is the preferred approach for strategic decisions because it seeks solutions that satisfy all parties. For example, marketing and IT teams may jointly design customer-facing features that are both technically feasible and commercially attractive.
Compromising is appropriate when stakeholders possess equal power but limited time. Both parties accept partial concessions to maintain project momentum.
Accommodating may be suitable when preserving long-term stakeholder relationships is more important than winning a particular disagreement, particularly when working with strategic suppliers or regulators.
Avoiding should be used only for minor issues that do not significantly affect project objectives, as unresolved conflicts may escalate over time.
Competing may occasionally be necessary where legal compliance, cybersecurity, or customer safety cannot be compromised. For example, GDPR requirements must be prioritised regardless of commercial pressures.
The project manager should encourage collaborative problem-solving through workshops, mediation sessions, transparent communication, and evidence-based decision-making. These approaches strengthen trust while reducing adversarial behaviour.

6.7 Cultural Considerations in International Stakeholder Engagement
Because ConnectPlus will be introduced across international markets, Tesco must recognise that stakeholder expectations differ according to cultural values and business practices. Hofstede's Cultural Dimensions Theory (Hofstede, 2001) suggests that differences in power distance, uncertainty avoidance, individualism and long-term orientation influence communication styles and decision-making processes.
For example, stakeholders in countries with high power-distance cultures may expect decisions to come from senior management, whereas employees in lower power-distance cultures may prefer participative decision-making. Similarly, customers in different regions may hold varying attitudes towards data privacy, artificial intelligence and digital rewards programmes.
Tesco should therefore adapt communication materials, employee training, customer engagement strategies, and marketing campaigns to reflect local cultural expectations while maintaining consistent corporate standards. Employing local project champions and regional stakeholder representatives can further enhance trust, improve communication and increase customer adoption across international markets.
Overall, integrating stakeholder engagement frameworks, communication planning, RACI responsibilities, conflict management strategies, and cultural awareness enables Tesco to build strong stakeholder relationships that support the successful implementation and long-term sustainability of the ConnectPlus platform.




7.0 Evaluating the Impact of Sustainable Stakeholder Engagement on Business Performance
Sustainable stakeholder engagement is a key driver of long-term organisational success, particularly in digital transformation projects such as Tesco's ConnectPlus platform. Rather than viewing stakeholder engagement as a one-off activity during implementation, organisations increasingly recognise it as a continuous process that strengthens relationships, builds trust, and creates value for customers, employees, investors, suppliers, regulators, and communities (Ashcroft, 2017). For Tesco, maintaining effective stakeholder engagement throughout the project lifecycle will enhance customer loyalty, improve organisational performance, support innovation, and reinforce the company's reputation within the highly competitive retail and e-commerce industry.
One of the most significant benefits of sustainable stakeholder engagement is improved customer loyalty and satisfaction. ConnectPlus is designed to deliver personalised recommendations, digital rewards, and AI-driven shopping experiences that encourage customers to engage more frequently with Tesco. However, these features will only succeed if customers trust the company to protect their personal information and use their data responsibly. Continuous engagement through customer surveys, feedback mechanisms, and transparent privacy policies allows Tesco to understand changing customer expectations and improve the platform accordingly. Relationship Marketing Theory suggests that maintaining long-term relationships with customers increases customer lifetime value, repeat purchases, and overall profitability (Christopher, Payne and Ballantyne, 2013). Consequently, sustainable engagement strengthens customer retention while providing Tesco with a competitive advantage.
Employee engagement is equally important during the implementation of ConnectPlus. Employees play a vital role in introducing customers to the new platform, supporting daily operations, and adapting to new technologies. Through regular communication, training programmes, and opportunities to contribute ideas, Tesco can reduce resistance to change and improve employee commitment. Engaged employees are more likely to provide high-quality customer service, encourage customer adoption, and contribute to organisational innovation. Kahn (1990) argues that employee engagement enhances motivation, productivity, and organisational performance, making workforce participation essential for successful digital transformation.
Sustainable stakeholder engagement also promotes innovation and continuous improvement. Developing ConnectPlus requires close collaboration between internal departments, technology partners, suppliers, and customers. Gathering feedback during pilot testing enables Tesco to identify technical issues, understand customer preferences, and refine platform features before the full rollout. This collaborative approach supports organisational learning and improves the quality of decision-making. Chesbrough's (2003) Open Innovation Theory argues that organisations achieve greater innovation by working with external stakeholders and sharing knowledge rather than relying solely on internal expertise. Therefore, continuous stakeholder engagement enhances Tesco's ability to respond quickly to changing market conditions and customer needs.
Another important impact of sustainable engagement is the enhancement of corporate reputation and stakeholder trust. Consumers and investors increasingly expect organisations to demonstrate transparency, ethical behaviour, and responsible management of customer data. Tesco can strengthen stakeholder confidence by communicating openly about how personal information is collected, stored, and protected while ensuring compliance with UK GDPR and international data protection regulations. A positive corporate reputation not only increases customer confidence but also attracts investment, improves employee recruitment, and differentiates Tesco from competitors operating in global retail markets.
Stakeholder engagement further contributes to effective risk management and regulatory compliance. The ConnectPlus platform relies heavily on artificial intelligence and customer data, creating potential risks relating to cybersecurity, privacy breaches, and legal compliance. Maintaining regular communication with regulators, technology partners, and cybersecurity specialists enables Tesco to identify potential issues at an early stage and implement corrective actions before they affect project delivery. According to the Project Management Institute (2021), organisations that actively engage stakeholders throughout project execution experience higher project success rates because risks are identified and managed proactively rather than reactively.
Despite these advantages, sustainable stakeholder engagement presents several challenges. Coordinating communication across international markets requires significant investment, skilled leadership, and effective communication systems. Cultural differences may influence stakeholder expectations, communication styles, and attitudes towards artificial intelligence or data sharing. Furthermore, balancing the competing interests of customers, employees, shareholders, suppliers, and regulators can make decision-making more complex. Failure to address these differences may reduce stakeholder trust and delay project implementation.
Ethical considerations must also be addressed throughout the project. The use of artificial intelligence and predictive analytics raises concerns regarding data privacy, algorithmic bias, transparency, and informed customer consent. Tesco must ensure that customer information is processed fairly, securely, and in accordance with legal requirements. Transparent governance, regular stakeholder consultation, and ethical decision-making are essential to maintaining public confidence and protecting the organisation's reputation.
Finally, sustainable stakeholder engagement supports Tesco's broader sustainability strategy through the Triple Bottom Line framework (Elkington, 1997), which measures success in terms of economic, social, and environmental performance. By maintaining strong relationships with stakeholders, promoting responsible business practices, and supporting ethical innovation, Tesco can improve customer loyalty, strengthen financial performance, and achieve long-term competitive advantage. Therefore, sustainable stakeholder engagement should be regarded as a strategic investment that contributes to both successful project delivery and the organisation's future growth.

8.0 Recommendations and Conclusion

Recommendations
To maximise the success of the ConnectPlus platform, Tesco should adopt a structured and inclusive stakeholder engagement strategy throughout the project lifecycle. First, the company should maintain regular and transparent communication with all stakeholder groups through meetings, digital collaboration tools, and customer feedback channels to build trust and reduce resistance to change. Second, Tesco should provide comprehensive employee training and continuous support to ensure staff possess the skills and confidence required to promote and operate the new platform effectively. Third, customer feedback should be collected through pilot testing, surveys, and mobile application analytics to support continuous improvement before and after implementation. Tesco should also strengthen collaboration with technology partners and regulatory authorities to ensure system reliability, cybersecurity, and compliance with UK GDPR and international data protection legislation. Finally, stakeholder engagement should be monitored using key performance indicators (KPIs), including customer satisfaction, employee engagement, stakeholder participation, and platform adoption rates, enabling continuous evaluation and improvement.



Conclusion
The implementation of ConnectPlus represents a significant step in Tesco's digital transformation strategy, offering opportunities to improve customer loyalty, data-driven decision-making, and competitive advantage across domestic and international markets. However, achieving these benefits depends on the effective identification, prioritisation, and engagement of both internal and external stakeholders throughout the project lifecycle.
This report has demonstrated that applying stakeholder management frameworks, including Freeman's Stakeholder Theory, Mendelow's Power–Interest Matrix, the Stakeholder Salience Model, the 4Cs Model, communication planning, and the RACI Matrix, provides a structured approach to managing stakeholder relationships. These approaches encourage collaboration, improve communication, reduce conflict, and strengthen stakeholder commitment.
Although challenges such as cultural differences, conflicting stakeholder expectations, cybersecurity risks, and ethical concerns surrounding artificial intelligence remain, sustainable stakeholder engagement enables Tesco to address these issues proactively. By maintaining transparent communication, encouraging collaboration, and promoting responsible governance, Tesco can improve project success, strengthen organisational performance, and achieve long-term sustainable growth through the successful deployment of the ConnectPlus platform.



Reference List
Ashcroft, J. (2017) The relational lens: Understanding, measuring, and managing stakeholder relationships. Cambridge: Cambridge University Press.
Bourne, L. (2015) Stakeholder relationship management: A maturity model for organisational implementation. Farnham: Gower Publishing.
Chesbrough, H. (2003) Open innovation: The new imperative for creating and profiting from technology. Boston: Harvard Business School Press.
Christopher, M., Payne, A. and Ballantyne, D. (2013) Relationship marketing: Creating stakeholder value. 2nd edn. London: Routledge.
Elkington, J. (1997) Cannibals with forks: The triple bottom line of 21st century business. Oxford: Capstone Publishing.
Freeman, R.E. (1984) Strategic management: A stakeholder approach. Boston: Pitman.
Hofstede, G. (2001) Culture's consequences: Comparing values, behaviours, institutions and organisations across nations. 2nd edn. Thousand Oaks, CA: Sage Publications.
Kahn, W.A. (1990) 'Psychological conditions of personal engagement and disengagement at work', Academy of Management Journal, 33(4), pp. 692–724.
Kerzner, H. (2022) Project management: A systems approach to planning, scheduling, and controlling. 13th edn. Hoboken, NJ: John Wiley & Sons.
Laudon, K.C. and Laudon, J.P. (2022) Management information systems: Managing the digital firm. 17th edn. Harlow: Pearson.
Mendelow, A.L. (1991) 'Stakeholder mapping', Proceedings of the 2nd International Conference on Information Systems, Cambridge, MA.
Mitchell, R.K., Agle, B.R. and Wood, D.J. (1997) 'Toward a theory of stakeholder identification and salience: Defining the principle of who and what really counts', Academy of Management Review, 22(4), pp. 853–886.
Project Management Institute (PMI) (2021) A guide to the project management body of knowledge (PMBOK® Guide). 7th edn. Newtown Square, PA: Project Management Institute.
Thomas, K.W. and Kilmann, R.H. (1974) Thomas–Kilmann conflict mode instrument. Tuxedo, NY: Xicom.
Tesco plc (2024) Annual Report and Financial Statements 2024. Welwyn Garden City: Tesco plc.
Tesco plc (2025) Our strategy. Available at: https://www.tescoplc.com (Accessed: 10 July 2026).
UK Government (2021) UK General Data Protection Regulation (UK GDPR). Available at: https://www.legislation.gov.uk (Accessed: 12 July 2026).

image1.jpeg
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David




