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[bookmark: _Toc237366879]STAKEHOLDER ENGAGEMENT REPORT: IKEA CONNECTPLUS

[bookmark: _Toc237366880]Executive Summary
This report evaluates stakeholder engagement for the proposed launch of IKEA ConnectPlus, an AI-powered customer loyalty and engagement platform designed to combine personalised recommendations, digital rewards and customer analytics. The platform is considered for implementation across UK and international IKEA markets. Successful implementation will depend not only on technology but also on effective engagement with employees, customers, managers, technology partners, regulators, investors and other stakeholders.
The report applies Freeman's Stakeholder Theory (1984), the Interest/Influence Matrix, Mitchell, Agle and Wood's (1997) Stakeholder Salience Model, the 4Cs engagement model and a RACI framework. These approaches identify stakeholder power, interest, legitimacy and responsibilities and help determine appropriate engagement strategies.
The analysis identifies significant benefits from effective engagement, including improved customer experience, employee commitment, innovation, trust, adoption and long-term business performance. However, challenges include cultural differences, stakeholder conflict, resistance to technological change, data privacy concerns, cybersecurity risks and differences in national regulation.
The report concludes that IKEA should adopt a collaborative and culturally responsive engagement strategy. Continuous consultation, transparent communication, co-creation, training, pilot testing and feedback mechanisms should be used to establish trust and commitment. Sustainable stakeholder engagement can strengthen IKEA's reputation, customer loyalty and long-term competitive advantage while reducing implementation and ethical risks.

[bookmark: _Toc237366881]1. Introduction to IKEA and ConnectPlus 
IKEA is a leading international home-furnishing retailer with a strong presence across physical stores and digital channels. Its business model focuses on providing well-designed and affordable products while increasingly integrating digital technologies into the customer journey. As retail and e-commerce become more digitally connected, IKEA needs to respond to changing customer expectations for convenience, personalisation and seamless interactions between online and physical stores.
This report proposes IKEA ConnectPlus, an AI-powered customer loyalty and engagement platform. The proposed platform would combine personalised product recommendations, digital rewards, customer communications and customer analytics. It would enable IKEA to develop a more integrated relationship with customers while providing information that can support marketing and customer-experience decisions.
Launching ConnectPlus internationally creates a complex stakeholder environment. Internal stakeholders include senior management, the project manager, product development and IT teams, marketing, sales and retail teams, finance, HR, store managers and employees. External stakeholders include customers, technology suppliers, business partners, regulators, investors and local communities.
Freeman's (1984) Stakeholder Theory is relevant because successful strategic management requires organisations to consider the interests of groups that can affect or are affected by organisational decisions. Therefore, IKEA should not treat stakeholder engagement as simply a communication exercise. Stakeholders should be consulted and, where appropriate, involved in the design, testing and improvement of ConnectPlus.
Effective stakeholder engagement can help IKEA build trust, identify risks earlier, increase employee and customer adoption and create shared ownership of the project. However, ethical issues surrounding customer data, AI personalisation, transparency and consent must be addressed throughout the project lifecycle.
[bookmark: _Toc237366882]2. SMART Objectives 
The main objective of IKEA ConnectPlus is to successfully launch a secure and customer-focused digital loyalty and engagement platform across selected UK and international markets. The objectives can be developed using the SMART framework, 
· Specific: Develop ConnectPlus with personalised recommendations, digital rewards and customer engagement features. A clearly defined objective helps stakeholders understand the intended project outcomes and their contribution to achieving them (Doran, 1981).
· Measurable: Achieve at least 80% employee training completion before launch and a minimum of 70% positive customer feedback during pilot testing. Measurable targets allow project managers to monitor progress and evaluate whether the project is achieving its intended outcomes (Doran, 1981).
· Achievable: Conduct pilot testing in selected IKEA stores before wider implementation. A phased approach allows potential technical, operational and stakeholder issues to be identified and addressed before full-scale implementation, reducing implementation risks (Kotter, 1996).
· Relevant: Improve customer engagement, loyalty and the overall digital customer experience. This objective aligns the ConnectPlus project with IKEA's wider business objectives by using digital technology to strengthen customer relationships and improve service delivery.
· Time-bound: Complete the pilot, stakeholder evaluation and initial launch within 12 months. Establishing a clear deadline provides stakeholders with a shared timeframe and enables project managers to monitor milestones and take corrective action where necessary (Doran, 1981).



[bookmark: _Toc237366883]3. Stakeholder Identification and Categorisation 
[bookmark: _Toc237366884]For the IKEA ConnectPlus – AI-powered Customer Loyalty and Engagement Platform project, identifying stakeholders is essential to ensure successful planning, implementation, and long-term success. Stakeholders are individuals or groups that influence or are affected by the project. They can be classified as internal or external stakeholders. This section uses the Power-Interest Matrix to analyse stakeholder influence and engagement requirements. IKEA's digital transformation relies on collaboration across technology, retail, logistics, suppliers and custom Identification and Categorisation of Key Stakeholders

[bookmark: _Toc237366885]3.1 Stakeholder Theory
Freeman's (1984) Stakeholder Theory identifies stakeholders as individuals or groups that can affect or are affected by an organisation's activities. For ConnectPlus, IKEA should identify stakeholders according to their interest, influence, legitimacy and potential impact on project success.
Two suitable frameworks are the Interest/Influence Matrix and Stakeholder Salience Model.








[bookmark: _Toc237366886]3.2 Internal Stakeholders
	Stakeholder
	Main responsibility
	Interest
	Influence

	Executive Sponsor/Senior Management
	Strategy, funding and approval
	High
	High

	Project Manager
	Overall coordination and delivery
	High
	High

	Product Development Team
	Platform design and functionality
	High
	High

	IT/Digital Team
	Development, integration and cybersecurity
	High
	High

	Marketing
	Promotion and customer communication
	High
	High

	Sales/Retail Team
	Customer adoption and retail implementation
	High
	Medium

	Store Managers
	Local implementation and employee readiness
	High
	High

	Store Employees
	Customer support and platform adoption
	High
	Medium

	Customer Experience Team
	Customer research and satisfaction
	High
	High

	HR/Training
	Training and change management
	High
	Medium

	Finance
	Budget and financial performance
	Medium
	High


· Senior Management and Executive Sponsor
Senior managers and the Executive Sponsor provide strategic direction, approve investment and make major decisions about the ConnectPlus project. Their high level of influence means they should be actively involved in governance and key decision-making. They should be engaged through regular progress reports, performance dashboards, project meetings and milestone reviews. Continued executive support is essential for securing resources, resolving major risks and maintaining strategic alignment. Effective stakeholder management requires project managers to identify stakeholders according to their level of power and interest and adopt appropriate engagement strategies (Freeman, 1984; Mendelow, 1991).
· Project Manager
The Project Manager coordinates the entire ConnectPlus implementation and ensures that different departments work towards common objectives. The Project Manager should maintain regular communication with project teams, conduct risk reviews and monitor performance against agreed milestones. Clear stakeholder communication can improve coordination and reduce misunderstandings between different groups involved in the project (PMI, 2021).
· Product Development Team
The Product Development Team is responsible for translating customer and business requirements into ConnectPlus functionality. Its influence is high because design decisions directly affect usability, accessibility and customer adoption. The team should therefore be closely involved through requirements workshops, design reviews, testing sessions and feedback mechanisms. Early stakeholder involvement can help ensure that the final product reflects user requirements and organisational objectives (Freeman, 1984).
· IT/Digital Team
The IT/Digital Team is responsible for software development, systems integration, cybersecurity, testing and technical support. This stakeholder has high influence because technical failures could prevent the platform from operating effectively and could negatively affect customer trust. The team should participate in technical planning, cybersecurity assessments, system testing and implementation reviews. Effective collaboration between technical and business stakeholders is particularly important for managing digital transformation projects (PMI, 2021).


· Marketing Department
The Marketing Department is responsible for communicating the value of ConnectPlus and encouraging customer adoption. It should work closely with customers, the Product Development Team and local teams to ensure that promotional campaigns are relevant and culturally appropriate across different markets. Marketing should also use customer feedback and engagement data to evaluate campaign effectiveness and improve communication strategies.
· Sales and Retail Teams
Sales and retail employees interact directly with customers and therefore have valuable practical knowledge of customer expectations and concerns. They can explain the benefits of ConnectPlus, encourage adoption and identify problems during pilot implementation. Their involvement should include training, pilot testing, team briefings and feedback sessions. Employee participation can increase acceptance of organisational change because employees have opportunities to contribute to implementation decisions (Kotter, 1996).
· Store Managers and Employees
Store managers and employees will use and support the platform within local stores. They can provide practical feedback about customer needs, usability and operational challenges. Engagement should therefore include consultations, pilot testing, training sessions, staff briefings and feedback surveys. Their involvement is particularly important because frontline employees can identify implementation problems that may not be visible to senior management or technical teams.
· Finance and HR Departments
The Finance Department monitors the project budget, investment requirements and expected financial benefits, while HR supports workforce training, communication and change management. Finance should receive regular updates regarding project expenditure and financial performance, while HR should participate in training, resource planning and implementation reviews. Both departments should be involved in project governance to ensure that ConnectPlus remains financially viable and that employees have the skills and support required for successful adoption.

[bookmark: _Toc237366891]3.3 External Stakeholders
	Stakeholder
	Interest
	Influence

	Customers
	High
	High

	Technology Suppliers
	High
	High

	Regulators
	Medium/High
	High

	Business Partners
	Medium
	Medium

	Payment Providers
	Medium
	Medium

	Investors/Owners
	Medium
	High

	Consumer Organisations
	Medium
	Medium

	Local Communities
	Medium
	Low/Medium

	International Market Partners
	High
	High


· Customers
Customers are the primary users of ConnectPlus and therefore have a high interest in the project's success. Their expectations are likely to include a simple user experience, personalised offers, secure data handling and meaningful rewards. IKEA should engage customers through surveys, focus groups, beta testing, customer feedback, social media and post-launch reviews. Customer involvement is important because stakeholder participation can help organisations understand user expectations and improve the value delivered by a project (Freeman, 1984). Regular feedback can also help IKEA identify usability problems and make improvements before wider implementation.
· Technology Suppliers and Partners
External technology providers may support cloud infrastructure, artificial intelligence, software development, payment systems and cybersecurity. These suppliers can have significant influence because technical problems or delays could affect the project's cost, security and delivery timetable. IKEA should therefore maintain regular technical meetings, service-level reviews, joint testing and performance assessments. Clear contractual responsibilities and communication channels can help manage inter-organisational dependencies and reduce project risks (PMI, 2021).
· Data Protection and Government Regulators
Data protection authorities and government regulators are important stakeholders because ConnectPlus may collect and process significant amounts of customer information. IKEA must comply with relevant legal and regulatory requirements in each market, particularly regarding privacy, consent, data security and consumer protection. In the UK, organisations processing personal data must comply with the UK GDPR and the Data Protection Act 2018 (Information Commissioner’s Office, 2024). Therefore, IKEA should engage with relevant regulatory requirements throughout the project lifecycle rather than treating compliance as a final-stage activity. Privacy-by-design principles should be incorporated into the platform's development to reduce regulatory and reputational risks.
· Suppliers and Business Partners
Business partners may support rewards, promotions, logistics, payment services and other ConnectPlus functions. Their performance can directly influence customer experience and project outcomes. IKEA should establish clear contracts, service-level agreements (SLAs), performance indicators and regular review meetings. Continuous communication with partners can help identify operational problems quickly and ensure that external organisations remain aligned with ConnectPlus objectives (PMI, 2021).
· Investors and Owners
Investors and owners are interested in whether ConnectPlus contributes to long-term organisational growth, customer loyalty and financial performance. Although they may not be involved in day-to-day implementation, they have a strong interest in the project's strategic and financial outcomes. IKEA should provide high-level reports covering investment, project risks, customer adoption rates, expected benefits and overall business performance. Transparent reporting can strengthen stakeholder confidence and demonstrate accountability (Freeman, 1984).
· Local Communities and Consumer Groups
Local communities and consumer organisations can influence IKEA's reputation and public perception, particularly where concerns exist about customer data, artificial intelligence, digital inclusion or ethical business practices. IKEA should communicate transparently about the purpose of ConnectPlus, its expected benefits and how customer information is collected, used and protected. Inclusive communication can help build trust and ensure that the interests of wider stakeholders are considered rather than focusing exclusively on commercial objectives (Freeman, 1984).

[bookmark: _Toc237366892]3.4 Interest/Influence Matrix
The Interest/Influence Matrix is a useful stakeholder management tool for assessing stakeholders according to their level of power or influence and their interest in the project. Mendelow (1991) argues that organisations should adapt stakeholder engagement according to stakeholders' power and interest. For IKEA ConnectPlus, stakeholders can be categorised as follows:
· Manage Closely: Executive Sponsor, Project Manager, Product Development Team, IT/Digital Team, Marketing, Customer Experience, Store Managers and key customers. These stakeholders have high levels of influence and/or interest and therefore require frequent consultation, collaboration, progress updates and involvement in important decisions.
· Keep Satisfied: Senior management, Finance, investors and regulators. These stakeholders have significant influence but may not require involvement in every operational activity. IKEA should provide regular performance reports, risk updates and milestone information to maintain their support.
· Keep Informed: Store employees, HR, business partners and international market teams. These stakeholders have a strong interest in the project's implementation but may have less decision-making power. IKEA should provide regular briefings, training, consultations and opportunities for feedback.
· Monitor: Local communities and stakeholders with limited influence and interest. IKEA should use proportionate communication and monitor changes in their level of interest or influence because stakeholder positions can change during the project (Mendelow, 1991).

3.5 Salience Model
· Mitchell, Agle and Wood (1997) propose the Stakeholder Salience Model, which identifies stakeholder importance according to three attributes: power, legitimacy and urgency. Power refers to the ability of a stakeholder to influence the organisation, legitimacy concerns whether the stakeholder's relationship with the organisation is appropriate or valid, and urgency relates to the extent to which stakeholder claims require immediate attention. Stakeholders possessing all three attributes are classified as definitive stakeholders and should receive the highest level of managerial attention.

· The Salience Model is particularly useful because stakeholder importance is dynamic rather than fixed. A technology supplier may have moderate influence during the planning stage but become highly important during system development and implementation. Similarly, customers may become more influential during pilot testing if feedback identifies significant usability or privacy concerns. Therefore, IKEA should regularly reassess stakeholder power, legitimacy and urgency throughout the ConnectPlus project rather than relying on a single stakeholder assessment (Mitchell, Agle and Wood, 1997).
[bookmark: _Toc237366894]4. Roles, Responsibilities, Benefits and Challenges 
· Senior Management and Executive Leadership
Senior management, including IKEA's executive leadership, are key decision-makers and project sponsors for ConnectPlus. Their responsibilities include setting the strategic vision, approving budgets, allocating resources, monitoring project progress and ensuring that ConnectPlus aligns with IKEA's wider digital transformation strategy. They also have an important role in managing organisational change and communicating the strategic importance of the project across the organisation. Effective executive sponsorship can provide the authority needed to make timely decisions, resolve conflicts between departments and secure the resources required for successful implementation (Freeman, 1984; PMI, 2021).
· Project Manager and Project Team
The Project Manager is responsible for planning, coordinating and controlling ConnectPlus activities. Key responsibilities include developing schedules, managing budgets, monitoring risks, coordinating stakeholder communication and ensuring that project deliverables meet agreed quality standards. The project team, including business analysts, software developers, data analysts, UX designers and quality assurance specialists, is responsible for designing, developing, testing and implementing the platform.
The project team contributes specialist knowledge, technical expertise and innovation. Cross-functional collaboration can help ensure that ConnectPlus meets customer requirements while remaining secure, reliable and user-friendly. Effective teamwork can also support faster problem-solving and continuous improvement (PMI, 2021). However, tight deadlines, system integration difficulties and changing customer requirements may create pressure on the project team. Poor communication between technical and business teams could also lead to delays or misunderstandings.
· Employees and Store Staff
Store employees and customer service teams are important stakeholders because they interact directly with customers and will support the use of ConnectPlus in stores. Their responsibilities include helping customers understand the loyalty programme, providing feedback on system performance, identifying operational problems and adapting to new digital processes.
Employees provide valuable practical knowledge because they understand customer behaviour and day-to-day operational requirements. Their involvement can help improve platform usability and ensure that the customer experience remains positive. Employee participation is also important during organisational change because involving employees in implementation can reduce resistance and increase acceptance (Kotter, 1996).
· Customers
Customers are among the most important stakeholders because they are the primary users of ConnectPlus. Their involvement may include registering for the loyalty programme, using personalised digital services, participating in surveys and providing feedback about their experiences.
Customers can create significant value through increased engagement and feedback that helps IKEA improve its products and services. Customer interaction with the platform may also generate data that can support personalised recommendations and promotions. However, this creates important responsibilities regarding privacy, transparency and responsible data use. Customers may have concerns about cybersecurity, personal-data collection and the ethical use of artificial intelligence. If these concerns are not addressed effectively, customer trust and satisfaction could decline. Stakeholder theory emphasises the importance of considering the legitimate interests of stakeholders when making organisational decisions (Freeman, 1984).
· Regulators and Data Protection Authorities
Government regulators and data protection authorities are important stakeholders because they ensure that IKEA complies with legal and ethical requirements concerning customer data. Their responsibilities include enforcing relevant data protection legislation, monitoring compliance and protecting consumer rights.
In the UK, organisations processing personal data must comply with the UK GDPR and the Data Protection Act 2018. The Information Commissioner's Office (ICO, 2024) emphasises the importance of transparency, accountability, data security and appropriate handling of personal information. Regulatory oversight can therefore strengthen accountability and customer confidence while reducing legal and reputational risks.
· Technology Partners and Software Suppliers
Technology vendors and software suppliers may provide cloud infrastructure, cybersecurity solutions, software, systems integration and technical support for ConnectPlus. Their responsibilities may include system integration, software maintenance, technical updates, troubleshooting and maintaining platform reliability.
Technology partners can provide specialist expertise, innovative technologies and industry knowledge, allowing IKEA to access capabilities that may be difficult or costly to develop internally. Effective supplier collaboration can therefore improve implementation efficiency and technical performance (PMI, 2021).






[bookmark: _Toc237366895]5. Stakeholder Engagement and Conflict Management 
[bookmark: _Toc237366896]5.1 Stakeholder Engagement Process
[bookmark: _Toc237366897]For the IKEA ConnectPlus – AI-Powered Customer Loyalty and Engagement Platform project, effective stakeholder engagement is essential to ensure successful implementation and alignment with IKEA's strategic objectives. As Project Manager, I would identify stakeholders, analyse their influence and interest, understand their expectations, develop appropriate engagement strategies, establish communication plans, assign responsibilities through a RACI matrix and manage conflicts throughout the project lifecycle. Stakeholder engagement should be treated as an ongoing process because stakeholder expectations, influence and levels of support can change as a project develops (Freeman, 1984; PMI, 2021).
As Project Manager, I would use a structured stakeholder engagement process consisting of:
1. Identify stakeholders – identify internal and external stakeholders who can influence or be affected by ConnectPlus.
2. Analyse power, interest, legitimacy and urgency – assess stakeholder influence and determine their relative importance using appropriate stakeholder models (Mendelow, 1991; Mitchell, Agle and Wood, 1997).
3. Understand stakeholder expectations – identify stakeholder needs, concerns, benefits and potential sources of resistance.
4. Develop an engagement and communication plan – establish appropriate communication methods, responsibilities and frequencies.
5. Consult stakeholders during design – involve customers, employees and local teams when developing platform features.
6. Conduct pilot testing – test the platform in selected stores and gather stakeholder feedback before wider implementation.
7. Provide training and support – ensure employees understand how to use the platform and support customers.
8. Monitor engagement and project outcomes – measure participation, feedback, adoption and stakeholder satisfaction.
9. Resolve conflicts – address disagreements through consultation, negotiation and collaboration.
10. Continue engagement after launch – maintain stakeholder relationships and use feedback to support continuous improvement.
This process reflects Freeman's (1984) stakeholder theory, which argues that organisations should consider and actively manage relationships with stakeholders rather than focusing exclusively on shareholders. PMI (2021) similarly identifies stakeholder engagement as an ongoing project management activity that requires continuous monitoring and adaptation.

[bookmark: _Toc236752042][bookmark: _Toc237366898]5.2 Stakeholder Typology (SWANS and OWANS)
Stakeholders can also be classified according to their level of support for the ConnectPlus project. The SWANS approach can be used to identify different stakeholder attitudes:
· Supporters – Marketing Team and Digital Innovation Team, who actively support ConnectPlus.
· Wavers – Store Managers who may be uncertain about the benefits or operational impact of new technology.
· Advocates – Executive Sponsors who actively promote and support the project.
· Neutrals – External suppliers with limited interest in the wider strategic objectives.
· Saboteurs – Individuals who actively resist organisational change or attempt to undermine implementation.
The Project Manager should then apply the OWANS approach to manage these stakeholder behaviours:
· Observe stakeholder behaviour and identify changes in support.
· Win support through involvement and participation.
· Address concerns before they become significant project risks.
· Negotiate solutions when stakeholder interests conflict.
· Sustain engagement throughout the project lifecycle.
This approach can help IKEA identify resistance early and implement appropriate interventions. Early involvement and communication are particularly important during organisational change because employee participation can reduce resistance and increase acceptance (Kotter, 1996).

[bookmark: _Toc237366901]5.3 4Cs Engagement Model
The 4Cs model provides four important mechanisms for stakeholder engagement: Communication, Consultation, Collaboration and Commitment. These mechanisms can help IKEA move stakeholders from simply receiving information to actively supporting and contributing to ConnectPlus.
· Communication
IKEA should provide regular and transparent information through project meetings, newsletters, dashboards, workshops, emails and digital platforms. Communication should be adapted to stakeholder needs. Senior managers require strategic reports covering performance, risks and financial outcomes, whereas employees require practical information explaining how ConnectPlus will affect their roles.
In international markets, communication should also consider language and cultural differences. IKEA should avoid simply translating UK communications and instead adapt messages to local expectations and communication practices. Effective communication is particularly important during organisational change because uncertainty can increase employee resistance (Kotter, 1996).
· Consultation
Consultation allows IKEA to understand stakeholder expectations before important decisions are made. Customers can participate in surveys and focus groups, while employees can participate in workshops and feedback sessions. Local market teams can identify cultural, operational and customer requirements.
Consultation can reduce resistance because stakeholders have an opportunity to express concerns and influence decisions. It also allows the project team to identify potential problems before they become significant implementation risks (Freeman, 1984).
· Collaboration
Collaboration involves stakeholders actively working together to achieve shared project objectives. IKEA could establish cross-functional ConnectPlus teams involving IT, Product Development, Marketing, Sales, Store Management and customer representatives.
Co-creation sessions could allow customers to influence features such as rewards, notifications and personalisation. Collaboration is particularly valuable in international markets because local employees understand customer behaviour and cultural expectations better than a central project team. Cross-functional collaboration can also improve problem-solving and innovation (PMI, 2021).
· Commitment
Commitment requires stakeholders to support the project over the longer term. IKEA can encourage commitment through employee training, recognition, feedback systems and transparent communication about project benefits. Senior management should demonstrate commitment by providing sufficient resources and removing barriers to implementation.
Employees should understand how ConnectPlus benefits both customers and the organisation. Sustained leadership support is important because successful organisational change requires continued reinforcement rather than a one-off communication campaign (Kotter, 1996).

[bookmark: _Toc237366905]5.4 RACI Engagement Framework
The RACI framework is used to clarify the roles and responsibilities of key stakeholders during the IKEA ConnectPlus project. It helps prevent duplication of work, improves accountability and ensures that stakeholders understand when they should be involved, consulted or informed. The framework is particularly useful for stakeholder engagement because it creates clear communication responsibilities between the Project Manager, IT and Digital Technology Team, Marketing Team, Executive Sponsor and Store Manager (PMI, 2021).
R = Responsible: Completes the work.
A = Accountable: Has final responsibility and approves the activity.
C = Consulted: Provides knowledge, advice and feedback.
I = Informed: Receives progress information and updates.

	Project Activity
	Project Manager
	IT & Digital Technology Team
	Marketing Team
	Executive Sponsor
	Store Manager

	Requirements Gathering
	A
	R
	C
	I
	C

	Platform Development
	A
	R
	I
	I
	I

	System Testing
	A
	R
	C
	I
	C

	Staff Training
	A
	C
	C
	I
	R

	Platform Launch
	A
	R
	R
	C
	C


Stakeholder Engagement Application
The Project Manager is accountable for all five activities and acts as the central point of coordination. This ensures that stakeholder expectations are managed and that decisions are made efficiently.
The IT and Digital Technology Team is responsible for requirements gathering, platform development, system testing and technical support during launch. The team must communicate regularly with the Project Manager and consult Marketing and Store Managers to ensure that the platform meets customer and operational requirements.
The Marketing Team is consulted during requirements gathering and testing because it understands customer expectations and brand requirements. During launch, Marketing becomes Responsible for customer communication, promotional campaigns and encouraging platform adoption.
The Executive Sponsor is kept informed throughout development, testing and training but becomes Consulted at launch because strategic approval and senior-level support are required before the platform goes live.
The Store Manager is consulted during requirements gathering and testing because they understand operational and customer-facing issues. The Store Manager becomes Responsible for staff training and is consulted during launch to ensure that employees and stores are prepared.
This RACI structure supports stakeholder engagement by ensuring that the right stakeholders are involved at the right stage. It promotes communication, consultation, collaboration and commitment, which are essential for successful implementation of IKEA ConnectPlus in both local and international markets.



[bookmark: _Toc237366906]5.5 Engagement and Communication Plan
	Stakeholder
	Mechanism
	Frequency
	Purpose

	Senior Management
	Executive reports
	Monthly
	Strategic decisions

	IT/Product Team
	Technical meetings
	Weekly
	Development and risks

	Marketing
	Campaign meetings
	Bi-weekly
	Customer engagement

	Store Managers
	Workshops
	Monthly
	Operational readiness

	Employees
	Training/briefings
	Before launch
	Adoption

	Customers
	Surveys/focus groups
	Each pilot stage
	Feedback

	Suppliers
	Performance meetings
	Monthly
	Service delivery

	Regulators
	Compliance reviews
	Key milestones
	Legal compliance


[bookmark: _Toc237366907]5.6 Managing Cultural Differences
International stakeholder engagement should follow a global-local approach. IKEA should establish global principles covering security, brand identity, ethical AI and customer protection while allowing local teams to adapt communication and engagement methods.
Cultural differences can affect attitudes towards hierarchy, communication, privacy and technology. Therefore, local representatives should be consulted before international launch.
For example, some markets may prefer formal management communication, while others may place greater emphasis on collaborative discussion. IKEA should provide culturally appropriate engagement rather than assuming one approach works everywhere.
[bookmark: _Toc237366908]5.7 Conflict Management
Stakeholder conflict is likely because different groups have different objectives.
For example:
· Marketing may want extensive customer data to improve personalisation.
· Customers may want stronger privacy protections.
· Finance may seek rapid financial returns.
· IT may require more time for security testing.
· Employees may be concerned about increased workload.
· Senior management may want rapid international deployment.
· Regulators may require additional compliance processes.
The Thomas-Kilmann Conflict Management Model can help manage these conflicts through competing, accommodating, avoiding, compromising and collaborating. (Thomas and Kilmann, 1974).
For significant ConnectPlus conflicts, collaboration should generally be preferred because it seeks a solution that addresses the underlying interests of different stakeholders.
For example, if Marketing wants more customer data while customers demand privacy, IKEA could collaborate with both groups to introduce privacy-by-design principles, transparent consent and customer-controlled personalisation.
Compromise may be appropriate when stakeholders have equally legitimate but conflicting priorities. For example, the launch schedule could be adjusted to allow sufficient security testing while maintaining commercial deadlines.
Avoidance should be used carefully because ignoring stakeholder concerns can damage trust.


[bookmark: _Toc237366909]5.8 Monitoring Engagement
Stakeholder engagement should be measured through:
· Employee training completion.
· Customer satisfaction.
· Customer adoption rates.
· Number and resolution time of complaints.
· Stakeholder participation in workshops.
· Feedback response rates.
· System-related incidents.
· Stakeholder trust surveys.
· Project milestone achievement.
Regular monitoring allows the Project Manager to identify disengagement and take corrective action.






















[bookmark: _Toc237366910]6. Impact of Sustainable Stakeholder Engagement on Business Performance 
[bookmark: _Toc237366911]Sustainable stakeholder engagement plays a significant role in improving organisational performance by developing long-term relationships with customers, employees, suppliers, investors, governments and local communities. Freeman's (1984) stakeholder theory argues that organisations should consider the interests of multiple stakeholder groups when creating long-term value. IKEA has incorporated sustainability into its business strategy through initiatives relating to responsible sourcing, climate action, circularity and social responsibility. Effective stakeholder engagement can therefore contribute to both sustainability performance and long-term business success (IKEA, 2024).
· Customer Loyalty and Retention
One of the main impacts of sustainable stakeholder engagement at IKEA is improved customer satisfaction and loyalty. Through customer feedback, sustainable product development and more affordable products designed with environmental considerations, IKEA can respond to changing customer expectations. Consumers are increasingly interested in the environmental and social behaviour of businesses, meaning that credible sustainability practices can strengthen brand reputation and customer relationships (IKEA, 2024).
This is also relevant to the ConnectPlus project. Customer involvement in platform development can improve product-market fit because customers can provide feedback about features, rewards and digital experiences. Personalised recommendations and rewards could strengthen customer relationships when customers perceive them as useful rather than intrusive. However, excessive personalisation may reduce trust if customers believe IKEA is collecting unnecessary personal information. Sustainable stakeholder engagement therefore requires transparency, informed consent and customer control over personal data (Information Commissioner's Office, 2024).
· Innovation and Competitive Advantage
Stakeholder collaboration can improve innovation because employees, customers, technology providers and marketing teams possess different knowledge and perspectives. Combining these perspectives can help IKEA identify new digital services and improve the customer journey. Freeman (1984) suggests that effective stakeholder relationships can contribute to value creation because organisations gain knowledge from stakeholders rather than treating them simply as external groups.
For ConnectPlus, collaboration between customers, employees, IT specialists and marketing teams could generate new ideas for digital rewards, personalised services and customer engagement. Long-term stakeholder relationships can become a source of competitive advantage because competitors may find it difficult to replicate the organisational knowledge, trust and relationships developed over time.
· Employee Engagement and Productivity
Employee engagement is another important factor contributing to business performance. IKEA invests in areas such as employee development, diversity, inclusion, health and wellbeing. Engaged employees are generally more committed to organisational objectives and can contribute to improved service quality and productivity (CIPD, 2024).
Employee participation is particularly important during the implementation of ConnectPlus. When employees understand why the platform is being introduced and are involved in pilot testing, they may be more likely to support the change. Training can improve digital confidence and reduce resistance, while store employees can provide valuable feedback about customer behaviour and operational problems. However, poorly managed engagement may create change fatigue or cause employees to perceive ConnectPlus as an additional workload. IKEA should therefore monitor employee workload and provide appropriate training, resources and support.
· Supplier Engagement and Supply Chain Resilience
Supplier engagement has an important impact on IKEA's sustainability performance. IKEA works with suppliers through IWAY, its supplier code of conduct, which establishes expectations relating to environmental, social and working conditions. Responsible supplier engagement can help improve supply-chain standards, reduce operational risks and strengthen relationships with business partners (IKEA, 2024).
Strong supplier relationships can also improve resilience because suppliers that understand IKEA's sustainability expectations are more likely to collaborate on environmental improvements, responsible sourcing and efficiency. However, maintaining consistent standards across a large international supply chain can be complex and costly. IKEA must therefore use monitoring, audits, training and continuous supplier communication to ensure that sustainability expectations are implemented consistently.
· Environmental Sustainability and Operational Efficiency
Environmental stakeholder engagement can contribute to operational efficiency and long-term competitiveness. IKEA has invested in renewable energy, energy efficiency, sustainable materials and circular business models. Circular initiatives, including product reuse and resale, can reduce waste while creating opportunities for additional customer engagement (IKEA, 2024).
These initiatives can potentially reduce energy, material and waste-related costs while strengthening IKEA's environmental reputation. However, sustainability initiatives require significant investment and may not generate immediate financial returns. IKEA should therefore evaluate environmental initiatives using both financial and non-financial measures, including carbon reduction, waste reduction, customer perceptions and resource efficiency.
· Trust and Reputation
Trust is particularly important for ConnectPlus because the platform involves customer data and artificial intelligence. Transparent stakeholder engagement can demonstrate that IKEA takes privacy, cybersecurity and ethical technology seriously. The UK Information Commissioner's Office (2024) emphasises the importance of transparency, accountability and appropriate safeguards when organisations process personal data.
A strong reputation can support customer loyalty and reduce reputational risk. Conversely, a data breach, inappropriate use of personalisation or unclear explanation of AI decision-making could damage customer confidence. IKEA should therefore communicate clearly about how ConnectPlus collects and uses data and provide customers with appropriate choices and controls.
· Financial Performance
Effective stakeholder engagement can contribute indirectly to financial performance through increased customer adoption, customer retention, employee productivity, supplier efficiency and improved brand reputation. ConnectPlus could provide IKEA with greater insight into customer preferences, potentially improving promotional targeting and customer experiences.
However, stakeholder engagement also creates costs. Investment is required for consultation, employee training, cybersecurity, data protection, technology development and sustainability initiatives. Therefore, IKEA should not assume that all engagement activities automatically produce financial benefits. Instead, the organisation should establish measurable indicators such as customer adoption, retention, employee engagement, complaint levels, operational efficiency and return on investment.
· Risk Reduction
Stakeholder engagement can help identify problems before they become significant risks. Customers may identify usability problems, employees may highlight operational difficulties, IT teams may identify cybersecurity weaknesses and regulators may identify compliance concerns. Early identification allows IKEA to take corrective action before problems become more expensive or damage the organisation's reputation (PMI, 2021).
For ConnectPlus, regular stakeholder reviews and pilot testing are therefore important risk-management mechanisms. Feedback from different stakeholder groups can provide early warnings and support evidence-based decision-making.
· International Expansion
Sustainable stakeholder engagement is particularly important when ConnectPlus is introduced internationally. Local stakeholders can identify differences in culture, regulation, technology adoption, privacy expectations and consumer behaviour. A standardised global platform may create economies of scale and consistency, but excessive standardisation could result in poor local adoption.
IKEA should therefore combine global governance with local stakeholder participation. Global standards can establish consistent requirements for cybersecurity, ethical AI, customer protection and brand identity, while local teams can adapt implementation and communication to specific market conditions. This approach balances global efficiency with local responsiveness.
· Ethical and Social Performance
Stakeholder engagement also supports IKEA's ethical and social performance. Customers should have appropriate control over their data, employees should receive fair treatment during digital transformation, and AI systems should be monitored for potential bias and unintended consequences. The stakeholder perspective suggests that organisational performance should not be assessed solely through financial outcomes but should also consider the interests and wellbeing of affected stakeholders (Freeman, 1984).
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· [bookmark: _Toc237366922]Recommendations
First, IKEA should establish a ConnectPlus Stakeholder Steering Group containing representatives from product development, IT, marketing, sales, HR, finance, store management, customers and international markets. This group should meet regularly to review stakeholder concerns and project progress.
Second, IKEA should implement a global-local engagement strategy. Global standards should be maintained for cybersecurity, ethical AI, customer privacy and brand identity, while local teams should adapt engagement and communication to cultural and market requirements.
Third, IKEA should introduce customer and employee co-creation programmes before full implementation. Pilot testing should be conducted in selected markets, and feedback should be incorporated into the platform.
Fourth, IKEA should strengthen data transparency and ethical governance. Customers should understand what information is collected and how it is used, while appropriate consent and privacy controls should be built into the platform.
Finally, IKEA should monitor stakeholder engagement using measurable KPIs such as customer adoption, employee training, stakeholder satisfaction, complaints, response times and privacy incidents.





· [bookmark: _Toc237366923]Conclusion
The successful launch of IKEA ConnectPlus depends on more than technical development. It requires meaningful engagement with internal and external stakeholders across local and international markets. Freeman's Stakeholder Theory demonstrates the importance of recognising stakeholder interests, while the Interest/Influence Matrix and Salience Model help IKEA prioritise engagement.
The 4Cs framework provides a practical approach based on communication, consultation, collaboration and commitment, while RACI clarifies responsibilities and reduces ambiguity. Sustainable engagement can improve customer loyalty, employee commitment, innovation, trust and long-term business performance.
Nevertheless, IKEA must manage cultural differences, stakeholder conflict, privacy concerns, cybersecurity risks and regulatory variation. The most effective approach is therefore to combine global standards with local stakeholder participation. By treating stakeholders as partners rather than simply recipients of information, IKEA can improve the likelihood that ConnectPlus will be accepted, trusted and successfully adopted across international markets.
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