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[bookmark: _Toc231608375]Executive Summary
This report will aim to assess the strategies to engage with stakeholders to enable the successful introduction of a proposed digital-based loyalty and customer engagement platform in Tesco PLC named ConnectPlus. ConnectPlus will serve to enhance customer relationships by personalising with the help of artificial intelligence, mobile rewards and better insights with customers, as well as helping Tesco to achieve its broader digital transformation goals.
The report identifies and classifies important internal and external stakeholders in the project. Internal stakeholders are the senior management, project team, IT specialists, marketing staff, customer service team and the Data Protection officer. External stakeholders are: customers, shareholders, technology partners, regulators, suppliers and international market partners. The prioritisation of stakeholders is carried out based on the Power -Interest Matrix and Salience Model in order to establish adequate engagement strategies.
The report also focuses on stakeholders' roles, responsibilities, advantages/troubles linked to the implementation of Connect Plus. The analysis reveals the significance of stakeholder involvement in facilitating customer adoption, organisational alignment, innovation, trust and regulatory compliance. The mechanisms of practical engagement are assessed based on the use of the 4C Framework, stakeholder communication planning, RACI analysis, and conflict management strategies.
The results show that sustainable stakeholder engagement is associated with customer loyalty, organisational performance, innovation, reputation and business success in the long-term. Issues associated with privacy considerations, conflicts of interest with other stakeholders, complexities of technology and regulatory issues, however, must be handled with caution.
The report advises the strengthening of stakeholder communications, greater AI transparency, more training of employees and building of continuous stakeholder monitoring processes. In general, the discussion shows that stakeholder engagement is a core competence of successful implementation of the given project, ConnectPlus and will be key in the attainment of sustainable competitive advantage, customer loyalty and value creation in the long-term perspective of Tesco PLC.
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[bookmark: _Toc231608376]1. Introduction to Tesco and ConnectPlus
[bookmark: _Toc231608377]1.1 Company Overview
Tesco PLC is among the biggest retail and online shopping organisations in the UK, with thousands of stores in various global markets. The firm has been building robust market leadership by constantly investing in digital innovation, customer experience and data-driven decision-making capabilities (Tesco PLC, 2025). The recent move by Tesco centres on technology adoption, operational efficiency and customer-centric growth in order to enhance competitiveness in a more and more digital retailing setting (Tesco PLC, 2026b).
Tesco has identified digital transformation as a strategic issue due to the fact that consumer demands are increasingly revolving around convenience, personalisation and smooth experiences in multiple channels. Studies indicate that hi-tech technologies are relevant and helpful in enhancing customer experiences and sustaining long-term business development (Hoyer et al., 2020).
[bookmark: _Toc231608378]1.2 ConnectPlus Project Overview
Tesco will also introduce a digital customer loyalty and engagement platform, Tesco ConnectPlus, in order to improve customer relationships and improve the work of the loyalty programme. The service will leverage AI to deliver custom product suggestions, mobile-based incentives and increased customer knowledge. The increasing range of customer analytics and media insight capabilities at Tesco offers a solid base for this initiative (Tesco PLC, 2022). Moreover, the collaboration projects in AI-facilitated personalised marketing conducted by Tesco show the growing strategic value of enhanced technologies of customer engagement in the company (Reuters, 2026).
ConnectPlus will expand the success of the Clubcard programme with new benefits of more personalised rewards and relationships in select international markets ( Tesco, 2026a).
[bookmark: _Toc231608379]1.3 Importance of Stakeholder Engagement
ConnectPlus necessitates stakeholder involvement to implement the project effectively within the project lifecycle. Stakeholder support is essential to achieve customer adoption, organisational commitment, regulatory compliance and trust in AI-enabled decision-making. Close involvement will assist Tesco in mitigating implementation risks and enhancing project deliverables as well as the long-term creation of customer value.
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Figure 1: ConnectPlus Project Ecosystem
Source: Self-made
[bookmark: _Toc231608380]2. SMART Objectives
	Objective
	SMART Objective

	Objective 1
	Identify and categorise all key internal and external stakeholders within the first month of project planning to support effective governance and stakeholder management (Project Management Institute, 2021).

	Objective 2
	Develop and implement a stakeholder engagement and communication plan before the platform testing phase to improve collaboration and project coordination (Project Management Institute, 2021).

	Objective 3
	Increase customer engagement by 15% within six months of launch through AI-driven personalised recommendations and mobile rewards (Verhoef et al., 2021).

	Objective 4
	Achieve full compliance with data protection and digital transformation requirements across all pilot markets before international rollout (Verhoef et al., 2021).


Table 1: SMART Objectives for ConnectPlus
Source: Self-made
[bookmark: _Toc231608381]3. Identification and Categorisation of Stakeholders
[bookmark: _Toc231608382]3.1 Stakeholder Theory Foundation
The stakeholder theory advocates that organisations must generate value for all the parties that are involved in their operations and not just for shareholders (Freeman, 1984). According to the theory, long-term organisational success will be achieved through the ability to understand stakeholder interests and properly manage relationships. According to Donaldson and Preston (1995), stakeholder theory possesses normative, descriptive and instrumental facets whereby stakeholders are both ethical and strategic. Stakeholder management is of special significance in digital transformation projects since organisational change can impact many groups of people at once. ConnectPlus is a digital transformation effort, not merely a technology upgrade, as it alters customer interaction patterns, decision-making habits and organisational activities (Wessel et al., 2021). Therefore, to achieve success and to create the value long-term, the stakeholder identification and alignment are important.
[bookmark: _Toc231608383]3.2 Internal Stakeholders
The internal stakeholders directly impact the planning, development and implementation of ConnectPlus. The top management provides strategy, gives the go-ahead and checks the performance of the project. The project manager integrates activities, risk management, and achieving delivery goals. The platform infrastructure is developed and maintained by the IT team, and the personalised campaigns and customer engagement activities are designed by the marketing team. Customer services help serve users and get feedback to continuously improve. The finance department determines investment needs and tracks project expenses. Data Protection Officer is involved in the enforcement of privacy laws and ethical data management. Employees are significant stakeholders of operations since they are in contact with customers and assist in adopting platforms.
The projects of digital transformation need a high level of stakeholder alignment at an organisational level to minimise resistance, hence enhance efficacy in implementing changes (Hoblos et al., 2024). Collaboration and commitment are also supported by effective communication and stakeholder inclusivity during project delivery (Eskerod et al., 2015).
	Stakeholder
	Interest
	Influence
	Project Importance

	Senior Management
	High
	High
	Strategic approval

	Project Manager
	High
	High
	Project delivery

	IT Team
	High
	High
	System development

	Marketing Team
	High
	Medium
	Customer engagement

	Customer Service Team
	High
	Medium
	User support

	Finance Department
	Medium
	High
	Budget control

	Data Protection Officer
	High
	High
	Compliance

	Employees
	Medium
	Medium
	Adoption and implementation


Table 2: Internal Stakeholders and Project Interest
Source: Self-made
[bookmark: _Toc231608384]3.3 External Stakeholders 
ConnectPlus will rely on external stakeholders as a key driver of success and acceptance. The most crucial external stakeholders are customers since their involvement will define the adoption and loyalty delivery of the platform. Shareholders seek sustainable value creation and financial returns. The suppliers facilitate advertising and joint promotional programs. AI, cloud and analytics solutions required to make the platform perform are offered by technology partners. Compliance with the legal and ethical requirements is monitored and watched by regulators. The payment partners promote safe payments and reliability of operations. Localisation or implementation activities that are market-specific have the help of international market partners. Stakeholder communities indirectly influence the area through job creation, the economy and corporate image.
Contemporary stakeholder engagement highlights the necessity to comprehend various stakeholder expectations and have long-term relationships with different stakeholder groups (Kujala et al., 2022). Moreover, mega projects of digital transformation usually have complicated stakeholder dynamics in which the interests, priorities and influence levels vary greatly (Aaltonen and Kujala, 2016).
	Stakeholder
	Interest
	Influence
	Project Importance

	Customers
	High
	High
	Adoption and loyalty

	Shareholders
	High
	High
	Investment returns

	Suppliers
	Medium
	Medium
	Promotional support

	Technology Partners
	High
	High
	Technical capability

	Regulators
	High
	High
	Legal compliance

	Payment Partners
	Medium
	Medium
	Transaction security

	International Market Partners
	Medium
	Medium
	Market expansion

	Local Communities
	Low
	Low
	Reputation and social value


Table 3: External Stakeholders and Project Interest
Source: Self-made
[bookmark: _Toc231608385]3.4 Power–Interest Matrix Analysis 
The Power–Interest Matrix helps prioritise stakeholder management activities by evaluating stakeholder influence and interest levels (Bourne, 2015). High-power, high-interest echelons of senior management, regulators, technology partners and customers need to be closely managed. The power of the shareholders is high with relatively low day-to-day interest, but they should be retained. The interest of employees and customer service teams is high, but the power of strategic power is low, and they should be informed. Local communities, as a rule, have less power and less interest and need simple surveillance. The matrix assists in the dedication of engagement resources and encourages alignment of stakeholders throughout project phases. Structured stakeholder analysis minimises communication issues and enhances the decision-making process in digital transformation initiatives.
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Figure 2: Power–Interest Matrix
Source: Self-made
[bookmark: _Toc231608386]3.5 Salience Model Analysis 
The Salience Model categorises stakeholders based on the power, legitimacy and urgency (Mitchell et al., 1997). The customers have legitimacy and urgency, since the success of a project depends on their adoption. Regulators possess a lot of legal power and legitimacy. Senior management is a combination of all three qualities since it directs resources, strategic decisions and implementation priorities. Technology partners are another salient category because of the potential to impact performance within the systems or the ability to innovate. The implementation of the Salience Model allows prioritising the activities of engaging stakeholders and resource distribution.
[image: ]
Figure 3: Salience Model Classification 
Source: Self-made
[bookmark: _Toc231608387]4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders
[bookmark: _Toc231608388]4.1 Roles and Responsibilities
The stakeholders play various roles during the ConnectPlus project and help make the project effective. Strategic stakeholders refer to top management, project shareholders and leaders who give direction, resource allocation and monitoring of project performance. Digital change must be led with commitment since organisational change influences processes, technologies and stakeholder relations throughout the business (Vial, 2019). The long-term strategic objectives of Tesco are therefore the concern of the senior management to ensure that Connect Plus is aligned to the long-term strategic objectives of Tesco.
Operational stakeholders include the IT team, marketing team, customer service team, finance department and employees. The IT team designs and integrates all functionality within the platform, whereas the marketing team designs personalised campaigns and engagement activities with customers. Marketing functions have increasingly undergone changes through artificial intelligence, allowing the use of data to make decisions and find specific customers (Davenport et al., 2020). Moreover, AI-enabled personalisation involves both technical and marketing teams working together to provide the customer with a relevant experience (Huang and Rust, 2021).
External stakeholders include customers, suppliers, technology partners and regulators. The adoption and the success of the platform are affected by the participation and involvement of customers. The technology partners offer expert services and infrastructure assistance, and regulators check compliance with law and morality. These groups of stakeholders need to be managed effectively since digital transformation is a process of massive organisational change and cross-functional coordination (Hanelt et al., 2021).
[bookmark: _Toc231608389]4.2 Benefits Stakeholders Bring 
The stakeholders add value to the ConnectPlus project. Internal stakeholders offer operational skills, technical skills and leadership. Technology partners are innovation contributors, AI and system reliability. Long-term investment decisions are supported by and funded by shareholders. Adoption, engagement, and useful behavioural insights are created by customers and enhance platform efficiency. Through compliance oversight, the regulators aid legal and sound operations. When organisations apply and harness stakeholder knowledge and collaborative potential across functional areas, digital transformation initiatives yield higher results (Kraus et al., 2021). The stakeholders together contribute to the enhancement of innovation, customer satisfaction, operational efficiency and long-term competitive advantage.
[bookmark: _Toc231608390]4.3 Stakeholder Challenges
Stakeholders can also pose challenges in the implementation of the project despite its advantages. Corporate culture: Employees can be resistant to new work practices and technologies. The customers can raise their concerns about privacy, attempting to gather personal information and the use of artificial intelligence in making decisions. Finance teams can face strains with project managers due to budget constraints. Communication and customer expectations in the international market can be influenced by cultural differences. A risk to technology, such as system failures, integration issues and cybersecurity risks, can also affect the performance of the project. Moreover, customer expectations are in a continuous state of change during the entire customer journey, which puts further pressure on organisations to provide consistent and personal experiences (Lemon and Verhoef, 2016).
	Stakeholder
	Role
	Benefit
	Challenge

	Senior Management
	Strategic direction and governance
	Leadership and resources
	Competing priorities

	Project Manager
	Project coordination and delivery
	Control and oversight
	Schedule pressures

	IT Team
	Platform development and maintenance
	Technical expertise
	Integration risks

	Marketing Team
	Customer engagement and campaigns
	Personalisation and adoption
	Data quality issues

	Customers
	Platform users and feedback providers
	Adoption and loyalty
	Privacy concerns

	Technology Partners
	AI and infrastructure support
	Innovation and scalability
	System dependency

	Regulators
	Compliance monitoring
	Legal and ethical guidance
	Regulatory requirements

	Shareholders
	Investment and strategic support
	Funding
	Return expectations


Table 4: Stakeholder Roles, Benefits and Challenges
Source: Self-made
[bookmark: _Toc231608391]5. Stakeholder Engagement Process and Conflict Management
[bookmark: _Toc231608392]5.1 Stakeholder Engagement Strategy
Requesting stakeholders to be good is pivotal to the successful implementation of the connectplus capability since the project hinges on the customer uptake, employee endorsement, and trust among the stakeholders. Stakeholder engagement is used to create productive relations which foster participation, communication and commitment during the project life cycle. According to customer engagement theory, the better the relationship the stakeholders have, the more value they will generate and enhance the long-term organisational performance (Brodie et al., 2011). In the case of Tesco, the interaction ought to be based on the aspect of open communication, expectation management with stakeholders and active participation in decision-making activities. Sustainable engagement also aids long-term commitment by enhancing trust, collaboration and resistance to organisational change. As a result, stakeholder engagement cannot be perceived as a one-time event but instead, as an ongoing process.
[bookmark: _Toc231608393]5.2 4C Model Application
The 4C Model offers a systematic way to involve stakeholders in the course of the project within the Relationship of connecting through the use of plus.
Communication entails providing timely and correct information to all involved (stakeholders) with respect to the objectives of the project, progress and expected results of the project. Frequent communication lowers the amount of uncertainty and enhances stakeholder trust.
Consultation enables Tesco to gather feedback from customers, employees and external stakeholders before major decisions are implemented. Stakeholders love the customer engagement as they feel that their opinions are heard and appreciated (Pansari and Kumar, 2017).
Collaboration promotes stakeholders to cooperate in solving the issues and attaining mutual goals. Cross-functional cooperation during marketing, IT and customer service in the team is relevant specifically in terms of the ability to provide a continuous customer experience. Stakeholder interactions are also effective in customer relationship management (Hollebeek et al., 2019).
Commitment is aimed at ensuring stakeholder support during a project lifecycle. Transparency, accountability and responsiveness are three aspects of strengthening commitment in Tesco. Nevertheless, ensuring loyalty entails striking a balance between the benefits of personalisation and stakeholder issues of privacy and trust. Studies show that trust-establishing tactics aid in determining whether or not the stakeholders accept a personalised digital experience (Bleier and Eisenbeiss, 2015).
[image: ]
Figure 4: 4C Stakeholder Engagement Framework
Source: Self-made
[bookmark: _Toc231608394] 5.3 Stakeholder Communication Plan
An organised communication plan will guarantee that the relevant information is delivered to the stakeholders via the right channels. Various stakeholder groups need a variety of communication channels and frequency based on their influence level and participation. The information about the strategies and performance reports should be given to senior management; the project updates and coordination of tasks should be given to the operational teams regularly. Platform-based incentives should be communicated via online channels and provide information on the benefits of the platform, privacy, and reward options. Regular contact assists in enhancing transparency, minimising uncertainty and motivating stakeholder involvement. Trust is also enhanced by ensuring that there is effective communication, which underpins long-term engagement during project execution.
	Stakeholder
	Method
	Frequency
	Purpose

	Senior Management
	Executive reports
	Monthly
	Strategic oversight

	Project Team
	Team meetings
	Weekly
	Project coordination

	IT Team
	Technical workshops
	Weekly
	System development

	Marketing Team
	Progress meetings
	Weekly
	Campaign planning

	Customers
	Mobile app and email
	Monthly
	Engagement and adoption

	Technology Partners
	Review meetings
	Monthly
	System integration

	Regulators
	Compliance reports
	Quarterly
	Regulatory compliance

	Shareholders
	Performance reports
	Quarterly
	Project performance updates


Table 4: Stakeholder Communication Plan
Source: Self-made
[bookmark: _Toc231608395]5.4 RACI Matrix Application
The RACI Matrix explains the roles of the stakeholders in the project life of the ConnectPlus. Establishing accountabilitywill minimize confusion, enhance coordination and ensure solid project governance. The overall delivery is the responsibility of the project manager, and the teams are involved in providing specialist expertise. Defined role assignment also facilitates effective decision-making and elimination of duplication of efforts. Strong governance structures are especially relevant in digital transformation projects wherein various stakeholders play roles to get projects to succeed.
	Activity
	PM
	IT
	Marketing
	DPO
	Senior Mgmt

	Project Planning
	A
	C
	C
	C
	R

	Platform Development
	C
	A
	I
	C
	I

	Customer Communication
	C
	I
	A
	C
	I

	Data Privacy Review
	I
	C
	C
	A
	I

	Platform Testing
	A
	R
	C
	C
	I

	Final Approval
	C
	I
	I
	C
	A


Table 5: RACI Matrix
Source: Self-made
Key: A = Accountable, R = Responsible, C = Consulted, I = Informed.
[bookmark: _Toc231608396]5.5 SWANS and OWANS Approach 
The SWANS and OWANS framework can be used to measure stakeholder expectations and readiness of the project. The major strengths are the existing customer base of Tesco, the Clubcard system, and good digital capabilities. Some of these weaknesses might be blind spots, complexity of implementation and reliance on customer data. Aspirations revolve around enhancing customer involvement, customer loyalty and data-driven decision-making. The needs of stakeholders comprise transparency, trust, compliance and stable platform performance. Measures of success are customer satisfaction and engagement results, adoption rates. Nevertheless, the priorities of the stakeholders can be different, which introduces conflicts between business goals and expectations of the stakeholders. Thus, the constant involvement and monitoring of the stakeholders are still required to uphold the alignment and to provide sustainable project results (Bahadorestani et al., 2020).
[bookmark: _Toc231608397]5.6 Conflict Management Process
Complex digital transformation projects will always involve conflict since the involved stakeholders usually assume opposing interests and priorities. Marketing teams might need a lot of customer data to enhance personalisation, whereas data protection teams emphasise privacy and regulatory compliance. On the same note, IT departments can demand more resources to develop their system; on the other hand, finance departments consider budget control. Customers also might appreciate personalised experiences but have concerns over data collection procedures and privacy vulnerability. Studies indicate that trust may be undermined when stakeholders feel that the amount of information gathered inappropriately is collected without proper protection (Aguirre et al., 2015). Moreover, the issues of privacy continue to be a major problem in the digital marketing setting (Martin and Murphy, 2017).
Positive stakeholder communication offers a powerful tool towards the management of conflict and finding a common ground solution that the parties can agree on (Cuppen, 2012). Negotiation, collaboration, compromise and escalation processes should be considered by Tesco to deal with conflicts. The process of negotiation enables the stakeholders to speak candidly on issues, whereas collaboration promotes solving problems collectively and the exchange of knowledge. The escalation protocols provide management attention to unresolved issues when required. Though compromise might not leave everyone content, it is likely to prevent project stagnation and damage relationships among stakeholders. In general, it seems that conflict management is at its most effective stage when it is facilitated by open communication, involvement of the stakeholders, and an effective system of governance.
[bookmark: _Toc231608398]6. Impact of Sustainable Stakeholder Engagement on Business Performance
[bookmark: _Toc231608399]6.1 Customer Retention and Loyalty 
Customer retention and loyalty Sustainable stakeholder engagement helps increase customer relationships between Tesco and its customers. Feeling appreciated and engaged, stakeholders tend to be more proactive in defending organisational initiatives and relationships in the long term. Effective engagement also enhances customer satisfaction since stakeholders get relevant information, personalised experiences and responsive support. Sustainable management of stakeholders promotes trust and value-making, which guides customer commitment in very competitive retail markets (Hörisch et al., 2014). In the case of ConnectPlus, stakeholder engagement can enhance repeat purchases through providing personalised rewards and meaningful interactions. Moreover, customer loyalty may grow when customers have a positive experience with AI-powered services and feel that the platform adds value, convenience, and relevance to them (Puntoni et al., 2021).
[bookmark: _Toc231608400]6.2 Organisational Performance and Innovation
Stakeholder involvement has been associated with positive impacts on organisational performance, as it helps in informed decision-making, innovation and continuous improvement. Engagement will help Tesco to gain customer, employee and partner feedback, allowing it to make service improvements and innovate. Stakeholder collaboration also enables identification of emerging needs of customers and market trends so that it can be responsive. The explainable technologies also enhance confidence among the stakeholders as it strengthens the knowledge of AI-assisted decisions and recommendations (Rai, 2020). Here, stakeholder feedback in the ConnectPlus project may be utilised in product improvement, effective reward programmes, and improved customer experiences. Sustainable engagement hence promotes innovation by inspiring knowledge sharing, participation and collective problem-solving among the various stakeholders in the digital transformation process.
[bookmark: _Toc231608401]6.3 Brand Reputation and Trust 
Good stakeholder involvement boosts brand image and enables customers, partners and other stakeholder groups to have confidence in it. The concept of trust is especially essential in an online setting where organisations gather, process and apply customer data in order to provide personalised services. When the stakeholders feel that Tesco stores their information in a responsible and transparent manner, they are more likely to support ConnectPlus. The sound AI principles focus on fairness, responsibility and adherence to sound stakeholder interests, which further enhance organisational legitimacy (Floridi et al., 2018). In homogeneous ways, international AI ethical codes place emphasis on transparency and stakeholder safeguards in technology-based settings (Jobin et al., 2019). As a result, sustainable interaction will help to enhance the reputation of Tesco in addition to the development of meaningful differentiation from competitors within the retail sector.
[bookmark: _Toc231608402]6.4 Risk Management and Regulatory Compliance 
The idea of sustainable stakeholder engagement aids organisations in recognising and dealing with risks before they have adverse consequences to project output. ConnectPlus would have to adhere to data protection laws since the service depends on customer data, behavioural data and Artificial Intelligence. The General Data Protection Regulation provides the conditions of legal, reasonable and transparent processing of data in the virtual space (European Parliament and Council of the European Union, 2016). Moreover, the UK Data Protection Act can offer legal demands in matters of privacy and information processing (Great Britain, 2018). Timely advice on artificial intelligence and data protection also underscores the relevance of accountability and responsible data practice in implementing AI (Information Commissioner’s Office [ICO], 2023). Good stakeholder engagement thus enhances compliance and mitigates legal, operational and reputational risks.
[bookmark: _Toc231608403]6.5 Ethical Considerations
ConnectPlus implementation has a number of ethical considerations. The third issue is privacy, as customers might not feel comfortable with large amounts of data and behaviour profiling. The level of transparency is critical to make sure that stakeholders have an idea about the way AI systems spawn suggestions and decisions. Organisations should also seek customer information and meaningful consent from customers prior to the processing. Nevertheless, in instances where organisations do not establish proper governance rules and control processes, ethical principles might not ensure responsible AI results (Mittelstadt, 2019). Continuous monitoring and assessment are also necessary when it comes to algorithmic bias.
[bookmark: _Toc231608404]6.6 Critical Evaluation of Sustainable Stakeholder Engagement
Sustainable stakeholder engagement has significant positive effects such as better trust, better innovation, better compliance and greater customer loyalty. It also promotes long-term value creation by harmonising the interests of stakeholders with organisational goals. Nevertheless, engagement activities are time-consuming, resource-intensive and require coordination. Incompatible stakeholder demands can also slow down decision-making and impose implementation problems. Though stakeholder engagement is a factor of business performance, organisations should maintain a balance between various interests so that strategic goals can be realised and operations become efficient.
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Figure 5: Sustainable Stakeholder Engagement and Business Performance Model
Source: Self-made

[bookmark: _Toc231608405]7. Recommendations and Conclusion
[bookmark: _Toc231608406]7.1 Recommendations
Recommendation 1: Design a more formal stakeholder involvement programme, consisting of normal communication, a consultation process and feedback during the lifecycle of ConnectPlus.
Recommendation 2: The adoption of transparent procedures of AI governance is conducted, such that customers have knowledge of the ways personalised recommendations are created and their data utilised.
Recommendation 3: Deliver specific employee and operational team-based training programmes to enhance platform adoption, lessen resistance to change, and increase the dedication of stakeholders.
Recommendation 4: Develop an ongoing stakeholder monitoring system based on the performance indicators; customer feedback and engagement measurements to determine the emerging issues and facilitate prompt decision-making.
These suggestions will build more collaborations among stakeholders, enhance project deployment, build trust and promote sustainable value delivery within the digital loyalty system at Tesco.
[bookmark: _Toc231608407]7.2 Conclusion
This report demonstrates that stakeholder engagement is a key success factor in the project of the ConnectPlus. Internal stakeholders give direction, operational assistance and technical expertise, whereas external stakeholders contribute towards adoption, trust, compliance and long-term value generation. The application of stakeholder theory, the Power–Interest Matrix and the Salience Model highlighted the importance of stakeholder identification and prioritisation. The 4C model framework, planning communications, and conflict management strategies offered viable mechanisms for ensuring engagement during the project lifecycle. Sustainable stakeholder engagement assists in customer loyalty, innovation, regulatory and organisational performance. Though there might be conflicts between stakeholders and concerns associated with implementation, the impact of these problems can be reduced with the help of effective engagement strategies. Thus, the sustainability of the success of ConnectPlus rests on the long-term implementation of collaboration, transparency and commitment of stakeholders.
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