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Understanding and Engaging Stakeholders in the Launch of Connect Plus at Marks & Spencer
Executive Summary
Stakeholder engagement plays a vital role in the success of large-scale projects, particularly those involving digital transformation and organisational change. This report explores how effective stakeholder engagement can support the successful implementation of Connect Plus, an AI-powered customer loyalty and engagement platform being introduced by Marks & Spencer (M&S). The platform has been designed to improve customer retention, deliver personalised rewards and recommendations, strengthen data-driven decision-making, and enhance M&S's competitive position across both UK and international markets. The report identifies and analyses the key internal and external stakeholders involved in the project, including senior leaders, employees, customers, regulators, investors and technology partners. Stakeholder influence and priorities are examined using recognised frameworks such as stakeholder mapping and the Salience Model. In addition, the report evaluates stakeholder roles, responsibilities, benefits and challenges, while applying engagement tools including SWANS and OWANS analysis, the 4C's Model, communication plans and the RACI framework. The report concludes that sustainable stakeholder engagement can deliver significant business benefits, including increased customer loyalty, greater innovation, improved risk management, stronger regulatory compliance, enhanced organisational reputation and improved financial performance. To support the successful global rollout of Connect Plus, recommendations focus on improving governance, strengthening communication, increasing stakeholder involvement, promoting ethical data practices and implementing ongoing stakeholder monitoring and review processes. Through these actions, M&S can build stronger relationships with its stakeholders and maximise the long-term success of the Connect Plus platform.  

1.Introduction
Marks & Spencer (M&S) is one of the UK's most recognised retailers, with a long-established reputation for selling quality clothing, food and home products. Operating across both physical stores and online channels, the company serves millions of customers in the UK and international markets. However, the retail industry has changed significantly in recent years due to the rapid growth of e-commerce, advances in digital technology and changing consumer expectations. Customers now expect personalised shopping experiences, seamless digital interactions and rewards that are tailored to their individual needs. As a result, retailers must continually adapt their strategies to remain competitive in an increasingly digital marketplace. To respond to these challenges and strengthen customer relationships, M&S is preparing to launch Connect Plus, an Artificial Intelligence (AI)-enabled customer loyalty and engagement platform. The platform will combine personalised product recommendations, mobile loyalty rewards, predictive analytics and customer insight tools to create a more engaging and personalised shopping experience. Through Connect Plus, M&S aims to increase customer retention, improve customer satisfaction, support data-driven decision-making and enhance its competitive advantage across both local and international markets. The platform is scheduled to be rolled out over a six-month period across selected global markets.
The success of Connect Plus will depend heavily on the effective engagement of stakeholders throughout the project lifecycle. Stakeholders include individuals and groups who can influence or be affected by project outcomes, such as employees, customers, investors, technology suppliers and regulatory bodies (Freeman, 1984). Each stakeholder group has different expectations, interests and levels of influence. Therefore, understanding these relationships and managing them effectively is essential for reducing resistance, building trust and ensuring project success. This report critically evaluates stakeholder engagement strategies for Connect Plus and examines how effective stakeholder management can contribute to sustainable organisational performance and long-term business success. 296 WORDS

2.SMART Objectives
The Connect Plus project will be measured against the following SMART objectives:

Specific
Implement an AI-enabled customer engagement platform capable of delivering personalised customer experiences and loyalty rewards.

Measurable 
· Increase customer retention by 15%.
· Increase loyalty programme participation by 70%.
· Improve customer satisfaction scores by 20%.
· Achieve 100% GDPR compliance.
· Reduce customer churn by 10%.

Achievable Objectives are supported through existing M&S digital infrastructure, investment capabilities and technological resources.

Relevant Objectives align with M&S's digital transformation strategy, customer centricity objectives and market competitiveness goals.

Time-Bound All objectives will be achieved within twelve months following implementation.


3. Identification and Categorisation of Stakeholders
Stakeholder identification is a fundamental stage of project management because successful implementation depends on understanding who influences project outcomes and how their interests can affect delivery (Bourne, 2015).
3.1. Internal Stakeholders

Executive Leadership Team
Senior executives including the Chief Executive Officer (CEO), Chief Technology Officer (CTO), Chief Financial Officer (CFO) and Chief Marketing Officer (CMO) possess significant influence because they provide strategic leadership, allocate resources and approve project budgets.

Project Management Team
The project manager and project team coordinate implementation activities, monitor progress and facilitate communication across all stakeholder groups.

IT and Digital Transformation Teams
These stakeholders are responsible for software development, AI integration, cybersecurity, systems testing and infrastructure deployment. Given Connect Plus's reliance on advanced technology, their contribution is essential.

Marketing Department
Marketing teams develop promotional campaigns, encourage customer adoption and monitor customer engagement levels.

Customer Service Teams
Customer service representatives collect feedback, monitor customer concerns and support post-launch service delivery.

Sales and Operations Staff
Employees working directly with customers help promote platform adoption and contribute valuable frontline insights.

3.2. External Stakeholders
Customers
Customers are one of the most important external stakeholders because the success of Connect Plus will depend on whether they choose to use and continue engaging with the platform. Relationship Marketing Theory highlights that organisations achieve greater value by building long-term relationships with customers rather than focusing only on individual transactions (Christopher, Payne and Ballantyne, 2013). Customers provide valuable feedback, insights and purchasing data that help organisations improve products, services and overall customer experience. A good example is Amazon, which uses customer reviews, feedback and predictive analytics to understand customer needs and enhance its services. This customer-focused approach has played a major role in strengthening customer loyalty and supporting long-term business growth. Similarly, M&S must place customers at the centre of decision-making throughout the development and implementation of Connect Plus.

Investors and Shareholders
Investors expect Connect Plus to generate revenue growth, improve customer retention and enhance long-term profitability.

Regulatory Authorities
Regulators oversee compliance with GDPR, privacy legislation and consumer protection requirements. Their influence is significant because regulatory enforcement can affect project continuity. The importance of regulators has increased significantly following high-profile data privacy breaches. For example, British Airways was fined by the Information Commissioner's Office (ICO) after a major cybersecurity incident exposed customer information. The case highlights the significant influence regulatory stakeholders can exercise and demonstrates the importance of regulatory engagement throughout digital transformation projects.

Technology Vendors
Technology suppliers, including cloud providers, software developers and cybersecurity specialists, play an important role in ensuring Connect Plus operates effectively and securely. They provide the technical infrastructure, expertise and innovative solutions needed to support the platform's development and long-term success. Strong partnerships with technology providers can also help organisations access the latest digital technologies and improve customer experiences. A good example is Walmart's partnership with Microsoft, which has enhanced its cloud computing and artificial intelligence capabilities. Similarly, M&S can benefit from collaborating with technology partners to support the successful implementation, performance and future development of Connect Plus.


Media and Industry Analysts

These groups influence public perception of M&S and can impact organisational reputation.


3.3. Stakeholder Mapping

Mendelow's Power-Interest Matrix
High Power – High Interest (Manage Closely)
· Executive Leadership Team
· Project Manager
· IT Leadership Team
High Power – Low Interest (Keep Satisfied)
· Regulators
· Investors
Low Power – High Interest (Keep Informed)
· Customers
· Employees
· Customer Service Teams
Low Power – Low Interest (Monitor)
· Local Communities
· Media Groups


The matrix is beneficial because it enables resource prioritisation and targeted engagement activities. However, it oversimplifies stakeholder dynamics because influence may change throughout the project lifecycle. For example, customers may possess limited formal power but can significantly influence project success through user adoption and social media influence. Consequently, the model should be applied alongside other stakeholder frameworks.
3.4. Salience Model
The importance of stakeholder salience can be observed in Meta (Facebook), where regulatory authorities became highly salient stakeholders following concerns regarding data privacy and user information management. Regulatory investigations significantly influenced business operations and public trust. This demonstrates how stakeholder salience can change rapidly when ethical or legal concerns emerge, reinforcing the need for continuous stakeholder analysis throughout the project lifecycle.
Mitchell, Agle and Wood (1997) proposed that stakeholders should be evaluated based on power, legitimacy and urgency.

	Stakeholder
	Power
	Legitimacy
	Urgency
	Classification

	Regulators
	High
	High
	High
	Definitive

	Customers
	Medium
	High
	High
	Expectant

	Executive Team
	High
	High
	Medium
	Dominant

	Investors
	High
	Medium
	Medium
	Dominant



The Salience Model provides a deeper understanding than stakeholder mapping because it considers multiple dimensions of stakeholder influence. For Connect Plus, regulators are considered definitive stakeholders due to their ability to impose legal penalties. Customers demonstrate legitimacy and urgency because platform success depends upon their acceptance and participation.
However, the model relies heavily on subjective managerial judgement. Different project managers may classify stakeholders differently based on their personal interpretations. 796
4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders (Approx. 500 Words)
The successful implementation of Connect Plus will depend on the involvement and cooperation of a wide range of stakeholders, each contributing different skills, resources and perspectives. While these stakeholders bring significant benefits to the project, they can also present challenges that must be managed carefully to ensure a smooth and successful rollout.
4.1. The Executive Leadership Team, which includes the Chief Executive Officer (CEO), Chief Financial Officer (CFO), Chief Technology Officer (CTO) and Chief Marketing Officer (CMO), plays a vital role in guiding the project. These leaders are responsible for setting the strategic direction, approving budgets and ensuring that Connect Plus supports the long-term goals of Marks & Spencer (M&S). Their support is essential because they have the authority to make key decisions, allocate resources and remove barriers that may delay implementation. Strong leadership commitment can often determine whether a project succeeds or fails. For example, Tesco's digital transformation programme benefited greatly from executive support, which helped secure investment in online shopping capabilities and customer loyalty initiatives. However, senior leaders often have multiple competing priorities, which can limit the time and attention they are able to dedicate to the project.

4.2. The Project Management Team is responsible for overseeing the day-to-day delivery of Connect Plus. Their role includes planning activities, managing budgets, monitoring progress, coordinating stakeholders and mitigating risks. Effective project managers act as a link between different stakeholder groups and ensure communication remains clear and consistent throughout the project lifecycle. Although project managers bring organisation and structure to the project, they frequently face challenges when stakeholder expectations conflict or when changes are requested during implementation.

4.3. The IT and Digital Transformation Teams are central to the development and operation of Connect Plus. They are responsible for building the platform, integrating artificial intelligence features, ensuring system security and maintaining technical performance. Their expertise enables M&S to deliver innovative customer experiences and create a reliable digital platform. However, they must also manage significant challenges, including cybersecurity threats, technical failures, software integration issues and the complexity of implementing new technologies across multiple markets.

4.4. The Marketing Team plays an important role in creating awareness of Connect Plus and encouraging customer adoption. Through targeted campaigns, customer insights and market research, the team helps communicate the value of the platform to different customer groups. Marketing professionals also contribute by analysing customer behaviour and developing personalised engagement strategies. Nevertheless, changing consumer preferences and growing competition within the retail sector mean marketing strategies must constantly evolve to remain effective.
Among all external stakeholders, customers are arguably the most important because the success of Connect Plus ultimately depends on whether customers choose to use and continue engaging with the platform. Customers provide revenue, feedback and valuable insights that can help improve services and strengthen customer relationships. Their participation enables M&S to continuously refine platform features and create better customer experiences. However, concerns surrounding artificial intelligence, data privacy and cybersecurity may discourage some customers from using the platform if they are not confident that their personal information is being protected.
4.5. Regulators are also important stakeholders because they ensure compliance with data protection laws, consumer rights legislation and ethical business standards. Their involvement helps build trust and confidence among customers and other stakeholders. However, meeting regulatory requirements across different international markets can be complex, time-consuming and costly.
Finally, technology suppliers and external vendors provide specialist knowledge, digital infrastructure and innovative technologies that support the development of Connect Plus. Strong relationships with suppliers can improve efficiency, promote innovation and reduce implementation risks. However, relying too heavily on external providers may create risks if suppliers fail to deliver services or experience operational difficulties. Employee engagement is equally important. During its digital transformation programme, the John Lewis Partnership invested heavily in employee training and communication, helping staff understand organisational changes and reducing resistance to new technologies. 636

5. Stakeholder Engagement and Conflict Management (Approx. 1,200 Words)
5.1. Stakeholder engagement is a crucial aspect of successful project management, particularly for large-scale digital transformation projects such as Connect Plus at Marks & Spencer (M&S). As Bourne (2015) highlights, stakeholder engagement is about building positive and collaborative relationships that encourage trust, participation, commitment and shared value. Rather than being viewed as a single activity completed at the start of a project, stakeholder engagement should be treated as an ongoing process that continues throughout the entire project lifecycle. From planning and design through to implementation, launch and evaluation, maintaining strong stakeholder relationships is essential for achieving project objectives and ensuring long-term success. The first stage of this process involves identifying and analysing stakeholders to understand who can influence the project and who may be affected by its outcomes. For Connect Plus, internal stakeholders include senior management, project teams, IT specialists, marketing departments, customer service teams and operational employees. External stakeholders include customers, investors, regulators, technology suppliers and business partners. As Project Manager, understanding each stakeholder group's level of influence, interests, expectations and potential concerns is essential for developing appropriate engagement strategies. This analysis enables stakeholders to be prioritised according to their importance and helps ensure that communication and involvement are tailored to their specific needs. Following stakeholder analysis, a structured engagement plan should be developed to outline communication methods, consultation activities and opportunities for collaboration. Regular meetings, progress reports, workshops, surveys and digital communication platforms can all be used to keep stakeholders informed and involved throughout the project. Continuous engagement not only helps build trust and transparency but also allows concerns and issues to be identified and addressed before they develop into significant challenges. By actively involving stakeholders in decision-making and encouraging their participation, M&S can strengthen commitment, improve project outcomes and increase the likelihood of a successful rollout of Connect Plus across its local and international markets. 


5.2. SWANS and OWANS Analysis


SWANS and OWANS provide useful stakeholder typology frameworks.

SWANS
· Supportive
· Willing
· Able
· Necessary
· Supportive Network
· 

Examples include senior executives, IT specialists and loyal customers likely to support platform implementation.


OWANS
· Opposed
· Weak
· Absent
· Neutral
· Sceptical
· 
Examples include employees resistant to organisational change and customers concerned about data privacy. The framework assists project managers in tailoring engagement approaches and allocating communication resources effectively. The value of this framework lies in its ability to identify stakeholder attitudes and guide engagement activities. However, stakeholder attitudes may change throughout implementation, requiring continuous monitoring.

5.3. Stakeholder Engagement Plan
	Stakeholder Group
	Expectations
	Engagement Method
	Frequency

	Executives
	Business outcomes
	Strategic meetings
	Monthly

	Employees
	Training and support
	Workshops
	Weekly

	Customers
	Value and privacy
	Surveys and focus groups
	Monthly

	Regulators
	Compliance
	Audits and reports
	Quarterly

	Vendors
	Collaboration
	Partnership meetings
	Monthly



The stakeholder engagement plan promotes transparency and accountability.
5.4. Communication Plan
Communication is essential for successful stakeholder engagement.
Executive Team
Monthly strategic performance reports.
Employees
Weekly meetings, intranet updates and workshops.
Customers
Mobile notifications, emails, social media updates and surveys.
Regulators
Formal compliance reports and audit documentation.
Vendors
Regular project review meetings.
Effective communication reduces uncertainty and improves stakeholder trust. However, excessive communication may create information overload and reduce message effectiveness.

5.5. Application of the 4C's Mode
Communication
Effective communication was a significant success factor during the rollout of Tesco Clubcard Plus. Tesco used multiple communication channels including mobile applications, email marketing and in-store promotions to educate customers and encourage programme adoption. Communication ensures stakeholders remain informed. For Connect Plus, tailored communication improves understanding and reduces resistance.
Consultation
During the redesign of My Waitrose loyalty programmes, customer surveys and focus groups were used extensively to determine customer preferences and expectations. This demonstrates how consultation contributes to more informed decision-making and greater customer acceptance. Consultation enables stakeholders to contribute ideas through focus groups, workshops and surveys.
Collaboration
A practical example of stakeholder collaboration can be observed within Starbucks Rewards, where customer feedback is frequently incorporated into mobile application development. Through continuous consultation with customers, Starbucks has successfully improved functionality, increased customer engagement and enhanced user experience. Collaboration encourages active participation in decision-making and problem-solving.
Commitment
Commitment involves maintaining stakeholder support through recognition, training and inclusion. The 4C's model is particularly relevant because Connect Plus affects diverse stakeholder groups across multiple international markets. However, excessive consultation may slow decision-making and increase costs.
5.6. Application of the RACI Matrix
	Activity
	PM
	IT
	Marketing
	Executives

	Requirements Gathering
	A
	R
	C
	I

	Development
	C
	R
	I
	I

	Testing
	A
	R
	C
	I

	Training
	R
	C
	A
	I

	Launch
	A
	C
	R
	C



The RACI Matrix helps clarify accountability and eliminates role ambiguity.


5.7. Conflict Management
The consequences of stakeholder conflict can be observed through Amazon's workforce disputes regarding working conditions and automation. Employee concerns generated significant media attention and highlighted the need for organisations to balance technological innovation with employee wellbeing. For Connect Plus, proactive communication and consultation will be essential to minimise similar challenges. Conflict is inevitable when stakeholders possess different priorities.
Potential conflicts include:
· Budget disagreements
· Data privacy concerns
· Organisational resistance to change
· Resource allocation disputes
· Cultural differences across international markets
The Thomas-Kilmann Conflict Model identifies five strategies:
· Competing
· Avoiding
· Accommodating
· Compromising
· Collaborating
Collaboration is generally the most appropriate approach for Connect Plus because it encourages mutually beneficial outcomes and preserves stakeholder relationships.
5.8. Ethical stakeholder engagement is particularly important in AI-enabled customer platforms because organisations collect, analyse and utilise large volumes of customer data. Failure to manage ethical responsibilities appropriately may damage stakeholder trust and organisational reputation. A significant example is the Cambridge Analytica scandal involving Facebook, where customer data was used without adequate transparency and consent. The incident led to regulatory investigations, reputational damage and significant concerns regarding data governance practices. Similarly, retailers using artificial intelligence must ensure algorithms do not unintentionally discriminate against customer groups. Amazon reportedly abandoned an AI recruitment system after concerns emerged regarding gender bias within the algorithm. Although Connect Plus focuses on customer engagement rather than recruitment, the example demonstrates the importance of monitoring AI systems to ensure fairness and transparency. Consequently, M&S should establish robust governance procedures, undertake regular audits and provide clear communication regarding customer data usage to maintain stakeholder trust.

Ethical Considerations
Ethics represents a major stakeholder engagement challenge.
Data Privacy
Connect Plus relies heavily on customer data. M&S must ensure transparent data collection practices and obtain informed customer consent.
Artificial Intelligence Bias
AI algorithms may unintentionally discriminate against specific customer groups. Regular auditing and monitoring are therefore essential.
Transparency
Stakeholders should clearly understand how customer data is collected, analysed and used.
Cultural Diversity
Because Connect Plus will operate internationally, engagement strategies must respect cultural differences and local expectations.
Failure to address these ethical considerations may damage stakeholder trust and organisational reputation. 1103
6.Impact of Sustainable Stakeholder Engagement on Business Performance
Sustainable stakeholder engagement positively influences multiple dimensions of Impact of Sustainable Stakeholder Engagement on Business Performance
Sustainable stakeholder engagement is increasingly recognised as a significant contributor to organisational performance and long-term competitive advantage. Freeman's (1984) Stakeholder Theory argues that organisations create sustainable value when they balance the interests of multiple stakeholder groups rather than focusing solely on shareholders. For Marks & Spencer (M&S), effective stakeholder engagement throughout the implementation of Connect Plus can positively influence customer retention, innovation, decision-making, risk management, corporate reputation, employee engagement and financial performance.
6.1. Customer Retention
One of the most important impacts of sustainable stakeholder engagement is improved customer retention and loyalty. Connect Plus aims to provide personalised experiences, digital rewards and AI-driven recommendations, making customer engagement essential to project success. By involving customers through surveys, focus groups, app testing and feedback mechanisms, M&S can ensure the platform reflects customer needs and expectations. Customers who feel valued and listened to are more likely to develop trust in the brand and continue purchasing from the organisation. A real-world example can be observed through Tesco's Clubcard programme. Tesco has successfully used customer data and engagement strategies to understand purchasing behaviours and create personalised offers that encourage repeat purchases. This approach has strengthened customer loyalty and provided valuable customer insights that support strategic decision-making. However, customer engagement alone does not guarantee retention. If customers perceive that personal data is misused or privacy concerns are ignored, trust can quickly deteriorate. Therefore, M&S must balance personalisation with responsible data management to sustain customer confidence and long-term loyalty.

6.2. Innovation and Competitive Advantage
Sustainable stakeholder engagement encourages knowledge sharing and supports innovation. Stakeholders possess diverse perspectives, experiences and expertise that can contribute to product development and service enhancement. Within Connect Plus, customers can provide feedback regarding platform usability, employees can identify operational improvements, and technology suppliers can recommend innovative digital solutions.
Nike provides a strong example of how stakeholder engagement can drive innovation. Through digital communities and customer engagement platforms, Nike gathers insights directly from consumers, allowing the company to develop products that better reflect customer expectations. This collaborative approach has helped Nike maintain a strong competitive position within global markets.
For M&S, stakeholder engagement can support continuous improvements to Connect Plus and ensure the platform evolves in response to changing customer demands. Nevertheless, organisations must recognise that not all stakeholder suggestions are practical or aligned with strategic objectives. Consequently, project managers must balance stakeholder input with organisational priorities to ensure innovation remains commercially viable.
For Connect Plus, involving executives, employees, customers, regulators and technology partners can reduce information gaps and improve the quality of decisions made throughout the project lifecycle. Bryson (2018) argues that stakeholder involvement improves organisational decision-making because it enhances understanding of stakeholder expectations and potential challenges.

6.3. Risk Reduction and Regulatory Compliance
Digital transformation projects frequently encounter risks relating to cybersecurity, operational disruption, data privacy and stakeholder resistance. Sustainable engagement enables organisations to identify and address these risks proactively before they escalate into significant organisational issues.
The implementation of Connect Plus involves extensive collection and analysis of customer data, making regulatory compliance a critical consideration. Maintaining strong relationships with regulators and compliance specialists can help M&S ensure adherence to GDPR and international data protection requirements. This reduces the likelihood of legal penalties, financial losses and reputational damage.
The British Airways data breach illustrates the potential consequences of insufficient cybersecurity governance and stakeholder risk management. The incident resulted in significant financial penalties and reputational challenges, demonstrating how poor stakeholder engagement can negatively affect business performance. Therefore, proactive engagement with regulators, cyber security experts and legal stakeholders is essential for managing risks associated with Connect Plus.

6.4. Brand Reputation and Organisational Trust
Sustainable stakeholder engagement can significantly enhance organisational reputation and public trust. Modern consumers increasingly expect organisations to operate transparently, ethically and responsibly. As a result, stakeholder expectations now extend beyond financial performance and include concerns relating to data protection, ethical AI use and corporate responsibility.
Patagonia provides a strong example of effective stakeholder engagement through transparent communication regarding environmental and social responsibility initiatives. The organisation's commitment to addressing stakeholder concerns has strengthened trust and enhanced brand reputation globally.
For M&S, maintaining transparency regarding how customer data is collected, stored and used within Connect Plus will be critical. Failure to engage stakeholders openly could undermine trust and reduce customer adoption rates. Therefore, sustainable stakeholder engagement should be viewed as a key component of reputation management rather than simply a project activity.

6.5. Employee Engagement and Organisational Performance
Employees play a crucial role in the successful implementation and ongoing management of Connect Plus. Sustainable engagement practices that involve employees in consultation, training and decision-making processes can increase commitment, motivation and productivity.
According to Kotter (2012), employees are more likely to support organisational change when they understand its purpose and feel involved in its implementation. Engaged employees often become advocates for new initiatives, helping to encourage customer adoption and improve service quality.
However, failure to engage employees effectively can result in resistance to change, reduced morale and decreased productivity. Consequently, M&S must invest in comprehensive communication and training programmes to ensure employees understand the benefits and objectives of Connect Plus.
6.6. Financial Performance
Ultimately, sustainable stakeholder engagement contributes directly to financial performance. Increased customer loyalty, improved innovation, stronger employee engagement and reduced risks collectively support long-term profitability and growth.
Critically, stakeholder engagement should not be viewed solely as a project management tool. Instead, it represents a strategic organisational capability that creates value across multiple business functions. For M&S, sustainable stakeholder engagement will enhance the effectiveness of Connect Plus, strengthen relationships with key stakeholders and contribute to long-term organisational success within increasingly competitive global retail markets. 946

7. Recommendations
1. Develop a formal stakeholder engagement framework with clearly defined governance structures.
2. Establish regular stakeholder review processes to accommodate changes in stakeholder influence.
3. Increase stakeholder participation during platform design and testing phases.
4. Strengthen data governance and GDPR compliance mechanisms.
5. Introduce employee training and change management programmes to reduce implementation resistance.
6. Develop stakeholder performance indicators to monitor engagement effectiveness.
7. Invest in advanced communication technologies to improve stakeholder interaction and transparency.

8. Conclusion

Stakeholder engagement is a fundamental success factor in the implementation of Connect Plus at Marks & Spencer (M&S). As a large-scale digital transformation initiative, the project influences a diverse range of internal and external stakeholders, including executives, employees, customers, regulators, investors and technology partners. 
Each stakeholder group possesses different expectations, levels of influence and interests, making effective stakeholder management essential throughout the project lifecycle. This report has demonstrated the practical application of key stakeholder management theories and frameworks, including Stakeholder Theory, Mendelow’s Power-Interest Matrix, the Salience Model, SWANS and OWANS analysis, the 4C’s Stakeholder Engagement Model, communication planning and conflict management strategies. 
These frameworks provide valuable tools for identifying, analysing and prioritising stakeholders while supporting effective communication, collaboration and decision-making. Their application enables project managers to build trust, manage stakeholder expectations and minimise potential barriers to successful implementation. 
However, critical evaluation shows that no individual framework can fully capture the complexity and dynamic nature of stakeholder relationships within a global retail environment. 
Stakeholder priorities, influence and levels of support may change throughout the project, particularly in response to technological, regulatory and market developments. Consequently, M&S should adopt an integrated stakeholder management approach that combines multiple analytical and engagement techniques. Ultimately, sustainable stakeholder engagement contributes significantly to customer loyalty, innovation, improved decision-making, regulatory compliance, risk reduction, employee commitment, organisational reputation and long-term financial performance. By implementing the recommendations presented in this report, M&S can maximise the success of Connect Plus and strengthen its competitive position within the global retail and e-commerce sector. 328
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