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Executive Summary
This report examines how Tesco PLC could plan and launch Green Path 360, a proposed sustainability-focused stakeholder engagement initiative. The programme would use a digital platform and operational partnerships to support responsible purchasing, product repair, reuse, recycling, supplier transparency and community participation. The planned launch would take place in selected markets within six months.
The report identifies key internal and external stakeholders and examines their interests, responsibilities, influence and possible concerns. Stakeholder theory, Mendelow’s Power–Interest Matrix and the Stakeholder Salience Model are applied to understand how different groups should be involved. Practical project management tools, including SMART objectives, a RACI matrix, a communication plan and a six-month implementation schedule, are also proposed.
The analysis suggests that effective stakeholder engagement could improve customer trust, supplier cooperation, innovation, environmental performance and long-term reputation. However, the programme may face financial pressures, resistance to change, different international requirements, digital exclusion, data protection risks and concerns about greenwashing.
The report recommends early consultation, clear responsibilities, support for smaller suppliers, local adaptation and transparent reporting. Green Path 360 should be evaluated through measurable environmental and social outcomes, not only customer registrations or marketing results. Overall, the programme should be managed as a long-term business strategy that creates value for the organisation, its stakeholders and the environment.

1. Introduction
1.1 Company background
Tesco PLC is a major UK-based retail organisation that operates physical stores and online shopping services. Its activities connect customers, employees, suppliers, manufacturers, logistics companies, investors, regulators and local communities. These relationships are important because retail businesses influence how products are sourced, transported, packaged, sold, used and disposed of.
Sustainability has become an important strategic issue for retail organisations. Businesses face increasing expectations to reduce waste, improve supply chain transparency, treat workers fairly and provide customers with reliable information about their products. Retailers must also consider how their decisions affect the environment and the communities in which they operate.
Tesco is a suitable organisation for this report because its scale and supply chain relationships provide a relevant context for examining stakeholder engagement. Its public sustainability reporting provides industry context for discussing environmental performance, waste and responsible business practices. However, Green Path 360 is a proposed initiative created for this assignment and is not presented as an existing Tesco programme.
1.2 The Green Path 360 initiative
Green Path 360 is a proposed sustainability initiative designed to encourage responsible consumption and support a circular economy. It would combine a digital platform with practical services and partnerships.
The platform would provide customers with information about responsible purchasing, product repair, reuse and recycling. It would also help improve supplier transparency and create opportunities for retailers, repair businesses, recycling partners and community organisations to work together.
A circular economy aims to keep products and materials in use for longer, reduce unnecessary waste and make better use of resources (Ellen MacArthur Foundation, 2013). This approach differs from the traditional linear model, where products are manufactured, used and then discarded.
However, introducing a digital platform alone would not guarantee environmental improvements. The programme would also require suitable collection facilities, trained employees, reliable supplier information, repair services and customer participation.
1.3 Aim of the report
The aim of this report is to develop a practical stakeholder engagement strategy for the successful launch of Green Path 360 within six months. It identifies and categorises stakeholders, evaluates their responsibilities and challenges, and recommends suitable engagement and conflict management methods.
The report also critically evaluates the potential business, environmental, social and ethical impacts of the initiative. Academic theories and project management tools are applied to the scenario, supported by relevant industry evidence.

2. SMART Objectives
The following SMART objectives are proposed for Green Path 360:
1. Stakeholder identification: By the end of month one, identify the main internal and external stakeholders and assign an engagement owner to each high-priority group.
2. Consultation: By the end of month three, consult at least 80% of identified high-priority stakeholder representatives and document their main concerns.
3. Employee training: Before launch, train at least 90% of employees working in participating locations.
4. Supplier participation: By the end of month four, obtain participation commitments from at least 80% of invited priority suppliers in the pilot.
5. Customer adoption: Within three months after launch, aim for 50,000 registered users across the selected pilot markets, subject to the approved business case.
6. Evaluation: Within three months after launch, publish a review of participation, stakeholder feedback, operational performance and environmental indicators.
These targets are proposed planning assumptions. They should be reviewed against the available budget, the size of the pilot and the results of initial research. The project team should also avoid setting targets that encourage inaccurate reporting or place unreasonable pressure on employees and suppliers.

3. Stakeholder Identification and Mapping
3.1 Stakeholder theory
Freeman (1984) explains that stakeholders include individuals and groups who can affect, or are affected by, an organisation’s objectives. Stakeholder theory suggests that businesses should consider more than shareholders when making strategic decisions.
For Green Path 360, this approach is important because the programme depends on cooperation between several groups. Senior management may approve the budget, but suppliers must provide information, employees must follow new procedures, and customers must choose to participate. Repair and recycling partners must also have the capacity to deliver the promised services.
A narrow approach that focuses only on senior management and technology could overlook important operational and social issues. For example, the platform might work technically but fail because customers cannot easily access repair services or employees do not understand the procedures.
Stakeholder theory therefore provides a broader view of project success. However, it does not mean that every stakeholder can make every decision. The project manager must balance competing interests, respect legal obligations and explain decisions transparently.
3.2 Internal stakeholders
Senior management and the Board of Directors
Senior management provides strategic direction, approves funding and determines the organisation’s priorities. It is responsible for ensuring that Green Path 360 supports wider business objectives. The Board also needs reliable information about financial risks, legal compliance, sustainability performance and reputation.
The main challenge is balancing short-term financial performance with long-term sustainability goals. Senior managers may support the initiative in principle but question its cost if benefits are difficult to measure.
Project manager and project team
The project manager coordinates the schedule, budget, resources, communication, risks and stakeholder relationships. The project team ensures that different departments work towards agreed objectives.
The main challenge is managing conflicting priorities while meeting the six-month deadline. Strong coordination and clear decision-making are essential.
Sustainability team
The sustainability team defines environmental objectives and develops suitable performance indicators. It checks whether environmental claims are supported by evidence and helps identify opportunities to reduce waste.
However, sustainability targets must be realistic and connected to daily operations. A target that looks positive in a report may not produce meaningful environmental benefits if the necessary infrastructure is missing.
Procurement and supplier management
Procurement teams communicate requirements to suppliers, assess supplier risks and support the collection of product and sourcing information. They can encourage responsible practices through purchasing decisions and supplier relationships.
However, complex reporting requirements may increase costs for smaller suppliers. Procurement must therefore balance high standards with proportionate support.
Operations and logistics
Store managers, warehouse employees and logistics teams implement collection, storage, transport and customer service procedures. They understand practical issues such as available space, workload and delivery schedules.
Their main challenge may be additional responsibilities without sufficient time, staff or equipment. Early consultation can help identify operational problems before launch.
IT, digital and data protection teams
The IT team develops and maintains the platform. Its responsibilities include functionality, cybersecurity, accessibility, data quality and integration with existing systems.
Poor usability or technical failure could reduce customer confidence. Data protection specialists must also ensure that personal information is handled lawfully and securely.
Marketing, sales, customer service and human resources
Marketing teams communicate the initiative and explain its benefits. Customer service employees answer questions and record complaints. Human resources support employee training and change management.
These teams must avoid making environmental claims that cannot be verified. They also need consistent information, so customers receive the same message across different locations.
3.3 External stakeholders
Customers
Customers are essential because their participation affects the programme’s adoption. They may benefit from clearer information, convenient repair options and accessible recycling services.
However, customers may be unwilling to participate if the process is expensive, time-consuming or difficult to understand. Some may also have limited internet access or prefer not to use an application. The programme should therefore provide accessible alternatives.
Suppliers and manufacturers
Suppliers provide information about product materials, packaging, sourcing and production. They can help identify opportunities for repair, reuse and waste reduction.
Large suppliers may already have the systems needed to provide data, while smaller businesses may require training and technical support. Requirements should be clear, proportionate and introduced with reasonable deadlines.
Logistics, repair and recycling partners
These organisations provide the practical services needed to support circular activities. Repair partners may extend product life, while recycling partners can help recover materials.
The project must check their capacity, service quality and environmental standards. Collecting materials does not automatically mean they will be recycled successfully.
Regulators and public authorities
Regulators influence environmental claims, consumer protection, product safety, waste management and data protection. International expansion creates additional complexity because legal requirements may differ between markets.
The project should obtain appropriate compliance advice before launching in each selected market.
Local communities, NGOs and charities
Community groups and non-governmental organisations can provide local knowledge and help reach people who may not be well served by digital communication.
They can also challenge the organisation if its actions do not match its claims. Their involvement should be genuine, and they should be free to raise concerns.
Investors and shareholders
Investors are interested in financial performance, risk management, reputation and long-term business resilience. They need credible evidence that the initiative supports organisational objectives without creating unacceptable costs or risks.
Other possible stakeholders include independent repair businesses, educational organisations and universities, which could support skills development, research and public awareness.

3.4 Mendelow’s Power–Interest Matrix
Mendelow’s matrix groups stakeholders according to their power to influence a project and their level of interest in it (Mendelow, 1981). It helps the project manager decide how much engagement each group requires.

	Stakeholder category
	GreenPath 360 examples
	Engagement approach

	High power, high interest
	Board sponsor, project manager, IT lead, sustainability and procurement leads, major suppliers
	Manage closely and involve in important decisions.

	High power, lower day-to-day interest
	Some investors, senior leaders outside the project, relevant regulatory contacts
	Keep satisfied through clear updates and early escalation of significant risks.

	Lower formal power, high interest
	Customers, employees, community groups, NGOs and smaller suppliers
	Keep informed, consult regularly and provide opportunities to influence decisions.

	Lower power, lower interest
	Members of the public with no immediate involvement
	Provide accessible information and monitor emerging concerns.


This matrix is useful because it supports the efficient use of time and resources. However, stakeholder power and interest can change. A small supplier may become critical if it provides an essential product, while a customer complaint may gain influence through social media.
The matrix can also underestimate groups with little formal power. The project manager should therefore provide basic opportunities for consultation to all groups that may experience significant effects, even when they have limited influence.
3.5 The Stakeholder Salience Model
Mitchell, Agle and Wood (1997) propose that stakeholder importance can be assessed through three attributes: power, legitimacy and urgency.
Power refers to the ability to influence decisions. Legitimacy concerns whether a stakeholder’s claim is appropriate. Urgency relates to the need for a timely response.
For example, the Board has power over the project budget. Customers have legitimate interests in accurate information and the protection of their personal data. A regulator’s warning or a confirmed data breach may require immediate action because of its urgency.
The model helps the project manager identify claims that need particular attention. However, managers must be careful not to treat powerful stakeholders as automatically more deserving of consideration. A community group may have limited power but may raise a serious and legitimate safety concern.
Green Path 360 should therefore combine the Salience Model with Mendelow’s matrix and a commitment to fair treatment. The mapping should be reviewed throughout the project rather than completed only at the beginning.

4. Stakeholder Roles, Responsibilities and Challenges
Stakeholders bring different knowledge, resources and expectations to Green Path 360. Their responsibilities should be agreed before implementation.
Senior management provides funding, strategic direction and final approval. The project manager coordinates activities, monitors risks and maintains communication. The sustainability team develops environmental measures, while procurement works with suppliers to obtain reliable information. IT specialists develop the platform, and operational teams ensure that the programme can work in stores and through logistics networks.
External stakeholders are equally important. Suppliers provide product information and may need to change reporting practices. Repair and recycling partners deliver services that make circular activities possible. Customers decide whether to participate, while community organisations can help identify local needs and barriers.
These relationships create dependencies. If suppliers provide incomplete data, customer information may be unreliable. If employees receive insufficient training, customers may receive inconsistent advice. If recycling partners lack capacity, collected materials may not be processed as expected.
The programme may also create additional costs and workloads. Employees may resist changes if they believe the initiative adds responsibilities without adequate support. Smaller suppliers may worry about expensive reporting systems. Customers may support sustainability but choose convenience when participation requires extra effort.
The project manager should address these challenges through early consultation, clear responsibilities, realistic deadlines and practical training. Stakeholders should understand which decisions they can influence and which requirements are fixed by law, safety or the approved project scope.
A record of concerns, decisions and follow-up actions should be maintained. This demonstrates that engagement is meaningful rather than a formal exercise with little influence over the final programme.


5. Stakeholder Engagement Strategy and Conflict Management
5.1 Overall engagement approach
Stakeholder engagement should begin during planning and continue through design, implementation, launch and post-launch evaluation. It should not be treated as a single communication event.
Freeman (1984) provides the strategic reason for involving stakeholders in organisational decisions. Accountability (2015) also emphasises the importance of inclusive and responsive stakeholder engagement. These principles are relevant to GreenPath 360 because the programme affects groups with different interests and depends on their cooperation.
The project manager should follow five main steps:
1. Identify the stakeholders and understand their interests.
2. Assess their influence, needs, risks and likely concerns.
3. Select suitable engagement methods for each group.
4. Record feedback and use it to improve project decisions.
5. Evaluate engagement and communicate the results.
This approach creates a continuous feedback process. It also allows the project team to respond when circumstances change.
5.2 Communication
Communication means providing stakeholders with clear, timely and relevant information. Different groups need different types of communication.
The Board needs concise reports about the budget, risks, progress and expected outcomes. Suppliers need detailed guidance about data requirements, deadlines and reporting methods. Employees need practical instructions and training, while customers need simple explanations of how to access repair and recycling services.
The project manager should use several communication channels, including emails, meetings, training sessions, the company website, the digital platform and store information. Important messages should be available in accessible formats and translated where necessary.
International communication requires particular care. A message that is clear in one market may be confusing or inappropriate in another. Local employees and community partners can help test messages before publication.
Communication must also be two-way. Stakeholders should have opportunities to ask questions, report problems and receive responses. Feedback forms, supplier help channels and employee meetings can support this process.
However, communication alone does not guarantee trust. Stakeholders may receive information but still feel that their views are ignored. Communication must therefore be connected to consultation and decision-making.
5.3 Collaboration
Collaboration means working with stakeholders to develop solutions. Green Path 360 should establish a cross-functional working group involving sustainability, procurement, operations, IT, marketing, suppliers, repair partners and community representatives.
The group should meet at important project stages to review progress, identify risks and agree actions. Decisions should be recorded, with responsibilities and deadlines clearly assigned.
For example, manufacturers may understand product materials, repair businesses may know which components can be replaced, and customers may explain why existing repair services are inconvenient. Store managers can assess whether collection facilities are practical and safe.
Combining this knowledge can improve the design of Green Path 360 and prevent problems before launch.
However, collaboration can be difficult when organisations have different commercial interests. Suppliers may be unwilling to share sensitive information, while partners may disagree about costs. The project should establish clear rules for confidentiality, data sharing, decision-making and responsibility.
Collaboration does not require complete agreement. It requires stakeholders to contribute relevant knowledge and participate in a fair process.

5.4 Consultation
Consultation allows stakeholders to express concerns and influence decisions. Green Path 360 should use customer surveys, employee focus groups, supplier workshops, community meetings and interviews with relevant specialists.
Each method has advantages and limitations. Online surveys can collect information from many customers quickly, but they may exclude people with limited digital access. Face-to-face meetings allow detailed discussion but require more time and may involve fewer participants.
Consultation should take place before the platform design and operating procedures are finalised. Asking for feedback after all major decisions have been made risks creating the appearance of participation without giving stakeholders meaningful influence.
The project team should prepare a feedback report explaining the main concerns raised, the changes made and the reasons some suggestions were not adopted.
This is important because stakeholders need to see that their contributions are taken seriously. It also helps the project manager demonstrate accountability.

5.5 Commitment
Commitment means that stakeholders are willing to support the initiative over time.
Senior managers can demonstrate commitment through funding, clear priorities and regular reviews. Employees can show commitment by completing training and following agreed procedures. Suppliers can commit to providing reliable information, while customers can participate in repair, reuse and recycling activities.
Commitment is more likely when stakeholders understand the purpose of the initiative and believe that the process is fair. They also need to see practical benefits from their participation.
For example, suppliers may be more willing to provide information if requirements are clear and the retailer offers guidance. Employees may be more supportive if they receive sufficient training and time to carry out additional tasks.
Commitment should not be measured only through statements of support. Practical measures include training completion, supplier data quality, repeat customer participation and the percentage of stakeholder concerns resolved.

5.6 RACI matrix
A RACI matrix clarifies who is Responsible, Accountable, Consulted and Informed for each activity. It can reduce confusion and improve coordination.

	Activity
	Project manager
	Senior sponsor
	Sustainability / procurement
	IT / data protection
	Operations / marketing

	Confirm project scope
	R
	A
	C
	C
	C

	Map stakeholders and risks
	A/R
	I
	C
	C
	C

	Set sustainability indicators
	C
	A
	R
	I
	C

	Develop and test platform
	A
	I
	C
	R
	C

	Agree supplier requirements
	C
	A
	R
	I
	C

	Train employees
	A
	I
	C
	C
	R

	Launch communication
	A
	I
	C
	C
	R

	Monitor results
	A/R
	I
	R
	C
	C




Key: R = Responsible; A = Accountable; C = Consulted; I = Informed.
The accountable person owns the final outcome, while the responsible person carries out the work. Other stakeholders are consulted or informed as appropriate.
RACI is useful for defining responsibilities, but it cannot replace effective leadership. The project manager should review the matrix whenever responsibilities change and ensure that staff have sufficient resources to complete their tasks.

5.7 Communication plan
The following plan links engagement methods to the needs of each stakeholder group.

	Stakeholder
	Communication method
	Frequency
	Main purpose

	Board and senior sponsor
	Progress dashboard and meetings
	Monthly
	Review progress, costs and risks.

	Project team
	Team meetings and action log
	Weekly
	Coordinate tasks and resolve problems.

	Suppliers
	Workshops, written guidance and help channel
	Monthly during preparation
	Explain requirements and improve data quality.

	Employees
	Briefings, training and FAQs
	During months 3–6
	Support consistent implementation.

	Customers
	Website, platform, store information and surveys
	Ongoing
	Explain services and collect feedback.

	NGOs and communities
	Consultation meetings
	During design and after the pilot
	Identify local impacts and improve the programme.

	Regulators
	Formal communication and compliance reviews
	At relevant milestones
	Check applicable requirements.

	Investors
	Existing corporate reporting channels
	At agreed reporting points
	Explain material risks and performance.


Each communication should have a named owner. Urgent legal, safety or data protection concerns must be escalated immediately rather than waiting for the next scheduled meeting.
The communication plan should also be reviewed regularly. If a method is not reaching the intended group, the project manager should select a more appropriate channel.
5.8 Six-month implementation roadmap
A structured roadmap can help the project meet its launch deadline without ignoring important risks.
Month 1 – Planning and stakeholder mapping
Confirm the scope, budget, governance and SMART objectives. Identify the main stakeholders, assess their influence and interests, and establish a risk register. Assign an owner to each high-priority relationship.
Month 2 – Consultation and design
Conduct customer surveys, employee discussions, supplier workshops and community consultations. Use the findings to improve the platform, service design and communication materials.
Month 3 – Development and partnerships
Develop the platform, agree supplier data requirements and select suitable repair, recycling and community partners. Confirm responsibilities, data-sharing arrangements and local compliance requirements.
Month 4 – Testing and training
Test the platform for usability, accessibility, security and reliability. Train employees and test supplier reporting processes. Resolve significant technical and operational problems.
Month 5 – Pilot readiness
Test Green Path 360 in a limited number of selected locations. Review customer response, supplier readiness, collection capacity and service quality. Make improvements based on evidence.
Month 6 – Launch decision
The project sponsor should review the evidence and decide whether the programme is ready to launch. Essential legal, safety, data protection, technical and operational requirements must be satisfied.
If serious problems remain unresolved, the launch should be delayed or reduced in scope. Meeting a deadline should not take priority over customer safety, compliance or credible environmental performance.
After launch, the team should monitor the programme and complete an initial review within three months.
5.9 Conflict management
Conflict is likely because stakeholders have different priorities. Suppliers may be concerned about costs, employees about workload, customers about convenience and senior managers about financial performance.
The project manager should first identify the cause of a disagreement. It may result from competing interests, unclear responsibilities, missing information, limited resources or different ethical expectations.
Thomas and Kilmann (1974) identify five conflict-handling approaches: competing, accommodating, avoiding, compromising and collaborating.
Collaboration is useful when the relationship is important and there is time to find a solution. For example, a smaller supplier may struggle to provide detailed environmental data immediately. Rather than excluding the supplier, Tesco could introduce phased reporting and provide technical guidance.
Compromise may be appropriate when both parties have legitimate interests. The project team could agree to collect the most important data during the pilot and introduce additional requirements later.
Accommodation may be suitable when a minor issue matters much more to one stakeholder than to another, provided that accommodating the request does not create a serious risk.
Avoidance may provide temporary time to gather information, but it should not be used to ignore important concerns.
Competition or a firm decision may be necessary when there is an urgent safety risk, a legal breach or suspected fraud. Legal and ethical obligations should not be abandoned simply to maintain agreement.
The project manager should document the issue, evidence, options, decision and follow-up actions. Serious disputes should be escalated to the project sponsor or relevant compliance specialist.
A fair process is especially important when one party has greater power than another. Smaller suppliers, employees and community groups should have a safe route to raise concerns.
5.10 International and ethical engagement
Green Path 360 is intended for selected markets worldwide. The project should therefore maintain consistent ethical principles while adapting implementation to local circumstances.
Core principles should include truthful environmental claims, respect for personal data, safe material handling, accessibility and fair supplier treatment. However, language, collection systems, customer expectations and legal requirements may differ between markets.
For example, a market with established repair networks may support a different service model from one with limited repair infrastructure. Local teams should help determine which methods are realistic.
The project should also avoid assuming that customers in every market have the same access to digital technology. A digital platform should be supported by alternative ways to obtain information and participate.
Local adaptation should not be used to justify lower ethical standards. Instead, it should help the organisation achieve common sustainability objectives through methods that work in each market.

6. Impact, Benefits, Risks and Ethical Considerations
6.1 Business performance and customer trust
Effective stakeholder engagement may improve business performance by helping the organisation understand customer needs, identify operational problems and develop more useful services.
Green Path 360 could strengthen customer trust by making product information clearer and providing convenient repair or recycling options. Christopher, Payne and Ballantyne (2013) explain the importance of relationships and stakeholder value in relationship marketing. This supports the idea that long-term relationships can be strategically important.
However, better engagement does not automatically guarantee higher sales or lower costs. Software, training, collection facilities and supplier support require investment. Customers may also choose not to participate.
Tesco should therefore evaluate customer satisfaction and repeat participation alongside costs, operational performance and environmental outcomes. Financial benefits should be reported only when supported by evidence.
6.2 Circular economy and environmental outcomes
Green Path 360 could support the circular economy by extending product life, encouraging reuse and improving the collection of suitable materials.
The Ellen MacArthur Foundation (2013) explains that circular economy approaches aim to keep products and materials in use and reduce waste. This provides a relevant theoretical basis for the initiative.
However, the project must distinguish between activities and outcomes. The number of customers registering or items collected does not prove that environmental impact has improved.
Useful indicators could include:
· The quantity of products repaired or reused.
· The weight and type of materials collected.
· The proportion of collected materials successfully processed.
· The amount of waste avoided, where it can be reliably measured.
· Transport and processing impacts.
· Customer participation and satisfaction.
The initiative should prioritise waste prevention and product life extension where practical. Recycling remains important, but it should not be presented as a complete solution to unnecessary consumption.
6.3 Responsible supply chains
Supplier transparency can help identify environmental and social risks. The OECD (2018) recommends risk-based due diligence for responsible business conduct.
Green Path 360 could help improve product information and encourage suppliers to address weaknesses in their practices. Procurement teams could prioritise higher-risk suppliers and products and agree corrective actions when problems are identified.
However, reporting requirements may create disproportionate costs for smaller suppliers. Complex requirements could lead to exclusion and reduce supplier diversity.
The project should provide clear templates, practical training, reasonable deadlines and a phased approach. Serious misconduct must still be investigated and addressed. Support should help suppliers improve rather than excuse harmful practices.
6.4 Innovation and social value
Collaboration can encourage innovation by bringing together manufacturers, repair businesses, customers, logistics providers and community organisations.
For example, repair partners may identify products that are difficult to maintain, while customer feedback may reveal barriers to using existing services. These insights could lead to better product information and more accessible repair options.
Community partnerships may also support education, local employment and reuse activities. However, these partnerships must be genuine. NGOs should remain free to criticise the programme and should not be expected to endorse the company in exchange for support.
The initiative should also consider people who cannot or do not wish to use app. Accessible alternatives are necessary to avoid excluding customers from the benefits.
6.5 Greenwashing, data protection and fairness
Greenwashing is a significant ethical and reputational risk. It occurs when environmental claims create a misleading impression of a product or organisation’s environmental performance.
The UK Competition and Markets Authority’s Green Claims Code states that environmental claims should be clear, accurate and supported by evidence (CMA, 2021).
Green Path 360 should distinguish between a product that is technically recyclable and one that can actually be collected and processed in a particular market. Claims should be checked before publication and updated when evidence changes.
The digital platform may also collect customer information. The organisation should collect only necessary data, explain how it will be used, restrict access and apply appropriate security and retention controls. Applicable data protection laws must be checked in each market.
Fair treatment is equally important. Employees should not face unrealistic targets without adequate resources, and suppliers should understand their responsibilities before agreeing to participate.
Ethical engagement requires transparency about both success and failure. Reporting only positive results may damage trust if stakeholders later discover that the programme did not achieve its stated objectives.
6.6 Measuring the impact of stakeholder engagement
Evaluation should combine engagement measures, operational indicators and environmental outcomes.
Engagement indicators could include stakeholder participation, response times, satisfaction and the percentage of important concerns addressed. Operational indicators could include employee training completion, supplier data quality and platform reliability. Environmental indicators should measure meaningful outcomes such as product reuse, recycling quality and waste avoided.
The project team should record a baseline before the pilot. It should then compare performance over time and, where practical, against similar locations that have not yet introduced the initiative.
Quantitative information should be combined with interviews and surveys. Numbers can show what happened, but qualitative feedback may explain why a service worked or failed.
Indicators should also be checked for unintended consequences. For example, a target based only on the weight of collected material could encourage the collection of materials that cannot be recycled effectively.
The project manager should publish an initial review within three months of launch. The review should identify successes, weaknesses and corrective actions, with named owners and deadlines.

7. Recommendations and Conclusion
7.1 Recommendations
The following recommendations are proposed for Green Path 360:
1. Establish clear governance. Appoint a senior sponsor, project manager and cross-functional steering group. Assign clear owners for stakeholder relationships, project activities and major risks.
2. Engage stakeholders early. Consult customers, employees, suppliers, NGOs and community representatives before finalising the design. Explain how feedback has influenced decisions.
3. Review stakeholder mapping regularly. Use Mendelow’s matrix and the Stakeholder Salience Model throughout the project. Update the analysis when new risks or stakeholders emerge.
4. Support smaller suppliers. Provide practical guidance, proportionate reporting requirements and realistic deadlines while maintaining clear ethical standards.
5. Use a controlled pilot. Test the platform, staff training, accessibility, service capacity and compliance before expanding. Delay or reduce the launch if serious risks remain.
6. Protect trust. Check environmental claims, data protection, accessibility and local legal requirements before launching in each market.
7. Measure real outcomes. Monitor participation and satisfaction alongside verified environmental indicators, supplier improvements, operational performance and costs.
8. Adapt implementation locally. Maintain common ethical principles while adapting communication, partnerships and services to local culture and infrastructure.
7.2 Conclusion
Green Path 360 could help Tesco improve sustainability performance and strengthen relationships with customers, suppliers, employees and communities. However, success will depend on effective stakeholder engagement, practical infrastructure and credible evidence rather than a digital platform or marketing campaign alone.
Stakeholder theory explains why organisations should consider groups that affect or experience their decisions. Mendelow’s matrix and the Stakeholder Salience Model help prioritise engagement, while RACI, communication planning and conflict management provide practical methods for delivering the project.
The initiative could improve customer trust, supplier transparency, innovation and circular economy activities. Nevertheless, costs, international differences, supplier capacity, digital exclusion, data protection and greenwashing create important risks.
These risks should be managed through early consultation, clear responsibilities, local adaptation and transparent reporting. The project should be evaluated through meaningful environmental and social outcomes as well as customer participation and business performance.
Overall, Green Path 360 should be treated as a long-term strategic programme. Tesco should expand it only when evidence shows that it is safe, operationally feasible and producing meaningful results. By listening to stakeholders and responding openly to concerns, the organisation can improve the likelihood that the initiative creates lasting value for business, society and the environment.
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