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1. [bookmark: _Toc235361854]EXECUTIVE SUMMARY 
This report evaluates the role of stakeholder engagement in the successful development and implementation of ConnectPlus, an AI-driven customer loyalty and engagement platform proposed for Superdrug. As one of the Uk’s leading health and beauty retailers and part of the A.S. Watson Group, Superdrug aims to strengthen customer retention, enhance data-driven decision-making and improve its competitive position through six-month rollout of Connect Plus across selected domestic and international markets.
The report identifies and categorises the project’s key internal and external stakeholders using stakeholder management frameworks, including the Power-Interest Matrix and the Salience Model. It analyses the roles, responsibilities, benefits and challenges associated with each stakeholder group, highlighting the importance of effective collaboration throughout the project lifecycle.
To support successful implementation, the report critically evaluates stakeholder engagement strategies through the application of the SWANS and OWANS framework, the 4C Model, a communication, consultation, collaboration and defined responsibilities can strengthen stakeholder commitment, minimise conflict and facilitate organisational change.
Conflict and facilitate organisational change. Conflict management and cultural considerations associated with operating in international markets are also examined
The report evaluates the impact of sustainable stakeholder engagement on organisational performance by considering customer loyalty, employee engagement, innovation, regulatory compliance, ethical artificial intelligence, data privacy and long term competitive advantage. It concludes that sustainable stakeholder engagement, innovation, regulatory compliance, ethical artificial intelligence, data privacy and long-term competitive advantage. It concludes that sustainable stakeholder engagement is strategic capability that contributes to improved project outcomes, stronger stakeholder relationships and enhanced business performance. Finally, recommendations are provided to support the successful implementation and continuous improvement of the ConnectrPlus platform, ensuring that Superdrug delivers long-term value to both the organisation and its stakeholders.





2. [bookmark: _Toc235361855]INTRODUCTION 
According to Freeman (1984), stakeholders are individuals or groups that can affect by organisational objectives. This report analyses the key stakeholders associated with Connect Plus, evaluates the engagement strategies and assesses the impact of sustainable stakeholder management on Superdrug’s business performance. Superdrug Corporate Hub is one of the United Kingdom’s leading health and beauty retailers, offering a wide range of cosmetics. Founded in 1964, the company has grown significantly and operates more than 800 stores across the Uk and Ireland, serving customers through physical stores and digital channels. Superdrug is part of the A.S. Watson Group, 2025, one of the world’s largest international health and beauty retail organisations. This presence provides Superdrug with extensive experience in retail innovation, customer and enhance customer loyalty.
Superdrug plans to launch “Connect Plus”, to strengthen the position and enhance customer loyalty throughout a digital enhanced customer loyalty and engagement platform. ConnectPlus will integrate artificial intelligence AI-driven personalised recommendations, mobile-based rewards, real-time customer engagement tools, and advanced customers analytics. 
The success of Connect Plus represents a significant strategic change initiative requiring collaboration between internal and external stakeholders. Including senior management, employees, customers technology partners, regulators investors and suppliers. Effective stakeholder engagement is therefore essential to ensure alignment of interests, minimise resistance to change, and facilitate successful adoption across the markets.









[bookmark: _Toc235361856]3.   SWOT OBJECTIVES, SWOT ANALYSIS AND PESTEL
[bookmark: _Toc235361857]3.1 SWOT Objectives 

The smart framework proposed by Doran (1981) suggest that objectives should be Specific, Measurable, Achievable, relevant and Time-bound.
	Objectives 
	Customer Adoption 
	Customer Retention 
	Mobile Engagement 
	Data Driven decision 
	Regulatory 
Compliance 
	Revenue Growth

	



Objectives to achieve with the Connect plus implementation
	Increased registration by 40% within 12 months through targeted digital marketing campaigns and loyalty incentives 
	Improve customer retention by 15% within 12 months through personalised rewards, AI recommendations, and enhances customer engagement features.
	Increase monthly active users Connect Plus mobile platform by 30% with six months 
	Achieve 90% utilisation of costumer analytics dashboards by marketing and management teams within six of launch 
	Ensure 100% compliance with GDPR and relevant international data protection regulations before platform launch 
	Generate a 10% increase 
in repeat costumer purchases
within 12 months following 
implementation of Connect
Plus 

	







Justification 
	Addresses the opportunity of expanding digital customer engagement while elevating the costumers base as suggests (Doran, 1981)
	As (Kotler and Keller, 2016). Suggested personalised experiences may increase significantly customer loyalty and repeat purchasing behaviour
	This objective support digital transformation strategy and responds to increasing consumer preference for mobile shopping experience as suggest Chaffey and (Ellis-Chadwick, 2019).
	Effective use of analytics enhances strategic decision-making and organisational performance as suggests (Laudon and Laudon, 2022).
	Compliance reduces legal risk and strengthens stakeholder trust as suggest European Parliament and Council (2016)
	As (Kotler and Keller, 2016).
suggests customer loyalty 
programmes and personalised 
marketing is strongly 
associated with increase 
costumer lifetime value 
and revenue growth 










[bookmark: _Toc235361858]3.2 SWOT Analysis, Internal and External environment 


The SWOT analysis demonstrates that Superdrug possesses significant strengths, including an established loyalty programme, strong brand recognition, and support from the A.S. Watson Group, giving us favourably position for the implementation of Connect Plus. However, weaknesses relating to technological complexity, employee readiness, and data management must be carefully addressed. Externally, the increasing demand for personalised digital experiences offers an opportunity for costumer engagement and business growth. Nevertheless, threats such as cybersecurity risk, regulatory challenges and intense market competition highlight the importance of effective stakeholder engagement and robust governance throughout the project lifecycle (Gurel and Tat, 2017).



[bookmark: _Toc235361859]3.3 Fishbone Diagram 


Economic 
Inflation might affected the consumers behaviours 
(L Onita,2023).
Technology cost.

Social
The customers expect personalised shopping experience, mobile convenience, and tailor rewards. (K Hardcastle et al,2025).
 In the other people concern about data privacy an ethical use of AI 
(D Elliot, E Soifer,2022).    
Political
GDPR(General Data Protection Regulation) The Information Commissioner’s Office(2026).
UK business must comply, adding considering regulations in overseas





Legal
The Platform must comply 
· GDPR
· Consumer protection laws
· E-commerce regulations 
Failure to comply could result in financial penalties, reputational damage and loss of stakeholder confidence 
As suggested (RM Kerti, 2025).

Technological 
Connect Plus, must require continuous investment and cybersecurity 
(RJ Kauffman et al,2015). 
Cybersecurity treats, AI accuracy, system integration
Environmental 
Connect Plus can support paperless rewards, digital receipts and targeted promotions that reduce wasted. To strengthen stakeholder trust and brand reputation (K Saeedi, 2024).
Sustainability expectations 
Paperless operations






Fishbone Diagram (Ishikawa Cause-and-Effect Diagram) alongside a Pestel mighty help with the analysis for the success of Connect Plus platform, as it helps visualise and analyse the root causes of external environmental factors (M Coccia,2018).
[bookmark: _Toc235361860]3.4 Pestel
Political
 The UK government supports digital innovations and artificial intelligence while enforcing regulations on data privacy and consumer protection. In the international environment requires compliance with different national regulations and trade policies. Superdrug must ensure Connect Plus complies with legal requirements in the international market without forgetting maintains strong relationships with the stakeholders.
Economic
Inflation, rising living cost adding economic uncertainty influence consumer spending on health and beauty products. In another hand costumer’s pursuit personalised promotions and services and loyalty rewards that offer greater value for money. Another thing to take in consideration is the fluctuations of the currency may affect international operations. Connect plus can improve customer retention by personalised offers and rewards, although economic pressures may influence consumer engagement and investment decisions.
Environmental 
The numbers of consumers concern about products environmental responsibility and cruelty free are rising. Digital platforms may help improve our footprint. 
Another concern to take in consideration is the energy and resources consumption through data centres and cloud services. Stakeholders increasingly expect organisations to demonstrate sustainable digital practices is possible.
Superdrug can promote digital loyalty cars to reduce paper waste while selecting energy-efficient cloud providers, invest in development to find other way to maintain a data centre sustainable and promotes these from costumers and investors.
Social 
Consumer expect personalised shopping experience, seamless omnichannel services and mobile-first interactions. Although, the growing concerns regarding data privacy, ethical AI and digital inclusion among different age groups. The platform should provide transparent data practices accessible digital services and personalised recommendations to strengthen the costumer trust and engagement.
Technological 
Advances in AI, machine learning, cloud computing, big data analytics and mobile technologies enable retailer to offer personalised customer experiences. However cybersecurity threats rising. Connect Plus relies heavily on AI and customer analytics, making continuous technological investment and robust cybersecurity crucial for a successful implementation.
4. [bookmark: _Toc235361861]STAKEHOLDERS, INTERNAL AND EXTERNAL STAKEHOLDERS TABLE, MENDELOW’S POWER-INTEREST MATRIX AND MITCHELL, AGLE AND WOOD’S STAKEHOLDER SALIENCE MODEL 
Stakeholders are individuals, groups or organisations that can influence or are influenced by an organisation’s activities and objectives. After the theory of (Freeman,1984). “Any group or individual who can affect or is affected by the achievement of the organisation’s objectives”. Although is still relevant have been criticised as it is not taken in consideration between stakeholders; which has got different levels of influence or legitimacy. Therefore, models as Stakeholder Salience Model were developed to distinguish who you need prioritise according to their power, legitimacy and urgency (Mitchell, Agle and Wood, 1997).
[bookmark: _Toc235361862]4.1 Internal, Intermediate and External Stakeholders 

[bookmark: _Toc235361863]4.2 Mitchel, Agle and Wood’s Stakeholder Salience Model 
This framework It is more analytical and as suggested (Mitchell, Agle and Wood, 1997). purpose the importance what are going to give to the stakeholder it is going to depend on power, legitimacy and urgency.

	Stakeholder 
	Power 
	Legitimacy 
	Urgency 
	Stakeholder Category 

	Partner Company A.S Watson Group
	High
	
	
	Dormant

	Board of Directors, CEO, Data protection Officer and It Director 
	High
	High
	High
	Definitive

	Investor, 
Finance investor, Marketing Director and International Operations Director 
	High
	High
	
	Dominant

	Costumers, Store Employees, Customer Service Team and Store Management 
	
	High
	High
	Dependent

	Cybersecurity; incident response Team(During a cyberattack)
	High
	
	High
	Dangerous 

	Local Communities, Charitable Partners 
	
	High
	
	Discretionary 

	Individual Costumer raising complaints and Consumer Advocacy Groups  
	
	
	High
	Demanding










[bookmark: _Toc235361864]4.3 Mendelow’s Power-Interest Matrix for the Connect Plus Platform Launch 
This Framework identifying and prioritising stakeholders according to their ability to influence organisational decisions of interest in project outcomes (Johnson et al,2020).
                                                     HIGH POWER 

                                                    
KEEP SATISFIED 	MANAGE CLOSELY· Board of Director
· CEO
· Project Manager
· IT Department 
· AI Team 
· Investors                                           
· Partner Company 
· Government Regulators
· Financial Institutions

                                      


HIGH INTEREST 


         MONITOR                                                             KEEP INFORMED · Media
· Competitors 
· Local Competitors
· Environmental Groups 

              · Customers 
· Marketing Team 
· Store Managers 
· Customers Service
· Suppliers 
· Logistics Partners 





LOW POWER 




[bookmark: _Toc235361865]4.4 Justification on the view of the stakeholders 
To make successful the launch of the platform of Connect Plus with should Identifying, Classifying clearly every group of stakeholders. The presented frameworks help us; orientates and organized them after different theories and models. 
In the Stakeholders identification; we are having three different Types: as Internal, Intermediate and External. This give us an understanding of who and where, are positioned all the stakeholders around the company. For after we could categorize them with the frameworks and give us a better view of Stakeholders and how classifying them.
The Stakeholder Salience Model developed by (Mitchell, Agle and Wood, 1997). provides a dynamic approach to stakeholder prioritising them according to their Power, Legitimacy and Urgency. Adding Mendelow’s Power-Interest Matrix, recognises that stakeholder importance can change throughout the project life cycle.
For this project, the Board of Directors, Chief Executive Officer, Project Manager, Legal and Compliance Team, and IT Director are classified as Definitive Stakeholders as they possess all three attributes. In addition, they have all authority to allocate resources, make strategic decisions and ensure compliance with data protection regulations while requiring immediate attention throughout the platform’s implementation and development.
Customers and store employees are identified as Dependent stakeholders, as they have legitimate interests and urgent concerns regarding platform usability and data privacy but limited organisational power. In contrast the investor possesses significant power and legitimacy but with lower urgency, making them Dominant Stakeholders.
ADVANTAGES OF THE SALIENCE MODEL 
· Prioritises stakeholders more effectively than simple stakeholder list
· Recognises that stakeholder importance changes over time
· Support strategic decision-making during complex projects
· Highly recommended for digital transformation projects involving multiple stakeholder group
· Complement the Power-Interest Matrix by adding dimensions of legitimacy and urgency 
LIMITATIONS 
· Assessment of power, legitimacy and urgency can be subjective
· Stakeholder positions may change rapidly during project delivery, requiring regular review
· The model does not prescribe specific communication methods 
· It may oversimplify complex stakeholder relationships in multinational projects.
Mendelow’s Power-Interest Matrix provides a practical framework. For this project, the Board of Directors, Chief Executive Officer, Project Manager and IT Department are categorised as Manage closely as they possess substantial organisational power and are directly responsible for the platform’s successful development and implementation. Their active participation is essential for the strategic decision-making, resource allocation and governance.
Customers, store employees and marketing teams are positioned within the keep informed after they have limited decision-making authority, Although, they significantly affected by introduction of the AI-powered loyalty platform. Must keep maintaining a continuous communication and consultation with these stakeholders, as It might help us reduce resistance and encourage acceptance. 
Investor and regulators are classifying as keep Satisfied because they hold a considerable influence through financial investment and regulatory oversight. Although they may not participate in daily projects activities, is essential maintained their confidence through regular reporting and compliance updates. Therefore, The Matrix framework enables Superdrug to allocate engagement resources efficiently by tailoring communication strategies to the needs and influence of each stakeholder group. 

As Advantages:
· Prioritises stakeholders according to influence and interest 
· Helps allocate communication and engagement resources effectively 
· Widely used to understand and apply in project management 
· Supports decision-making during complex projects
Limitations:
· Categorising stakeholder may involve subjective judgement 
· The Model does not account for legitimacy or urgency 
· Stakeholder positions can change throughout the project lifecycle 






5. [bookmark: _Toc235361866]  PLAN TO ENGAGE THE STAKEHOLDERS; SWANS AND OWANS ,RACI Matrix and 4C Model  

[bookmark: _Toc235361867]5.1 Swans and OWANS
Effective stakeholder engagement requires continuous communication, monitoring and adaptation throughout the project lifecycle (Project Management Institute,2021.)
	Stakeholders 
	SWANS(Current needs and expectations)
	OWANS (what Superdrug needs from Stakeholders)
	Engagement Strategy 
	Communication Method 
	Frequency 

	Board of Directors 
	Clear return on investment, strategic alignment and risk management 
	Strategic leadership, funding approval and governance 
	Monthly progress reports, executive dashboards and strategic workshops
	Board meetings and KPI dashboards 
	Monthly 

	Executive Management 
	Timely delivery, cost control and performance monitoring 
	Decision-making, resource allocation and sponsorship 
	Steering committee meeting and milestone reviews 
	Executive briefings 
	Bi-weekly 

	IT and Digital Team 
	Clear technical requirements, sufficient resources and realistic timelines 
	Technical expertise, system integration and innovation 
	Agile sprint meetings, technical workshops and collaborative planning 
	Microsoft Teams, Jira and workshops
	Weekly

	Store Managers 
	Training, confidence and understanding of AI tools 
	Leadership during implementation and employee support 
	Classroom training, e-learning and FAQs 
	Training sessions and intranet 
	Monthly 

	Customers 
	Data privacy, personalised offers and ease of use 
	Platform adoption, loyalty and feedback 
	Beta testing, surveys mobile app updates and loyalty rewards 
	Mobile app, email and social media 
	Continuous 

	Technology Vendors 
	Clear project scope and collaborative relationships 
	Reliable technology, cybersecurity and system support 
	Technical governance meetings and service reviews 
	Virtual meetings
	Monthly 

	Suppliers 
	Forecasting information and integration planning 
	Data sharing and supply chain collaboration
	Supplier engagement meetings 
	Email and quarterly reviews 
	Quarterly 

	Legal and Compliance 
	Early involvement and regulatory compliance 
	Legal guidance, privacy assurance and risk mitigation
	Privacy impact assessments and compliance audits 
	Compliance meetings 
	At project milestone 

	Executive Management 
	Time delivery, cost control and performance monitoring 
	Decision-making, resource allocation and sponsorship 
	Steering committee meetings and milestone reviews 
	Executive 
Briefings 
	Bi-weekly 



The SWANS and OWANS framework provides a structured method for planning stakeholder engagement by considering both stakeholder expectations and organisational expectations. SWANS focused on understanding what stakeholders want and need from the organisation, while OWANS identifies what the organisation requires from its stakeholders to achieve project organisation, while OWANS identifies what the organisation requires from its stakeholders to achieve project success. 
For the Connect Plus project, Superdrug must first understand the needs of each stakeholder group. For example, customers expects personalised recommendations, secure handling of personal data and an intuitive digital experience. In return, Superdrug requires customers to adopt the platform, provide feedback and engage with the loyalty programme. Likewise, the It team expects clear requirements and sufficient resources, while the organisation depends on their technical expertise to deliver a secure and reliable platform.
The engagement strategies are tailored to each stakeholder group’s level of influence, interest and duties. High-power stakeholders such as store employees are engaged through training and consultation to improve commitment and reduce resistance to change. This approach aligns with Freman’s Stakeholder theory, which argues that organisations achieve better outcomes by creating value for all stakeholders rather than focusing on shareholders (Freeman,1984).
However, SWANS and OWANS should not be used in solitude. As the framework identifies stakeholder expectations and contributions but does not prioritise stakeholders according to power legitimacy or urgency. Therefore, it should be complemented with stakeholder mapping techniques as Mendelow’s Power-Interest or Mitchell et al.’s Salience Model. Combining these approaches enables the project manager to prioritise stakeholders while developing tailored engagement and requires continuous communication, monitoring and adaptation throughout the project lifecycle (Project Management Institute,2021.; Bourne,2015).
[bookmark: _Toc235361868]5.2 Plan of Communication and RACI matrix 

	Stakeholders 
	Information required 
	Sender 
	Expected Outcome 

	Board of directors 
	Project progress, budget, risk, strategic milestones
	Project Manager 
	Continued funding and governance support 

	Executive Management 
	Project status, KPIs, resource requirements, issues 
	Project Manager 
	Effective decision-making and resource support 

	IT and Digital Team 
	Technical requirements, sprint progress, testing outcomes 
	IT Project Lead 
	Successful platform development and integration

	Marketing Department 
	Launch plans, customer insights, promotional campaigns
	Marketing 
Manager 
	Successful marketing campaign 

	Store Managers 
	Rollout schedule, training plans, operational guidance 
	Operations Manager 
	Smooth store implementation

	Store employees
	Training material, FAQs, implementation updates 
	HR Manager 
	Employee readiness and confidence  

	Customers 
	Platform benefits, loyalty rewards, privacy information 
	Customer Experience Manager 
	Increased customer engagement 

	Technology Vendors 
	System requirements, Project milestones, service expectations
	IT Project Lead 
	Reliable technical support 

	Suppliers 
	Demand forecasts, stock planning, data integration 
	Procurement Manager 
	Improved collaboration

	Legal and Compliance 
	GDPR compliance, data protection updates, audits 
	Compliance Manager
	Regulatory compliance 



A communication plan ensures that stakeholders receive information through appropriates channels at the correct time. According to the PMBOK Guide, effective communication is fundamental to stakeholder engagement because it builds trust, reduces uncertainty and supports informed decision-making (Project Management Institute,2021).
[bookmark: _Toc235361869]5.3 Table 2: RACI Matrix for Connect Plus Project, To who and which duty they are responsible for: 
Key 
· R= Responsible (Complete the task)
· A= Accountable (Ultimately answerable)
· C=Consulted (Provides advice/input)
· I= Informed (kept updated)














[bookmark: _Toc235361870]5.4 Timeline of Activities 

[bookmark: _Toc235361871]5.6 Explanation
The RACI Matrix demonstrates how responsibility and accountability change throughout the six-month implementation of the platform. During the planning stage, the Project Manager is accountable for initiating the project and coordinating stakeholder engagement, while the Board of Directors and Executive Management provide governance and strategic direction. As the project moves into development, responsibility shift primarily to the IT, AI and technology vendors teams responsible for delivering the digital platform.
During Months 4 and 5, operational stakeholders become increasingly involved. HR leads employee training, Store Managers coordinate implementation at branch level, and customers participate in pilot testing, providing valuable feedback for improvements before the global rollout. Finally, Month 6 focuses on organisation-wide deployment, supported by Marketing, Suppliers and Store Employees to maximise customer adoption and ensure operational continuity.
Using a RACI Matrix helps eliminate uncertain regarding role and responsibilities, thereby improving coordination, accountability and stakeholder engagement throughout the project life cycle. According to the (Project Management Institute,2021).clearly defining responsibilities enhances governance, reduces duplication of effort and improves project success. However, because stakeholder roles may evolve during complex digital transformation projects, the RACI Matrix should be reviewed regularly and complemented by dynamic stakeholder engagement tools such as the Communication Plan and SWANS/Owans framework (Bourne,2015).
[bookmark: _Toc235361872]5.7  “4C Table for engagement the stakeholders” 

	4C Element 
	Purpose 
	Key Stakeholders 
	Engagement Activities 
	Expected Outcome 

	Communication 
	Ensure stakeholders receive timely, accurate and clear information throughout the project 
	Board of Directors, Executive Management, Store Managers, Employees, Customers, Technology Vendors 
	Monthly projects reports, executive dashboards, newsletters, Microsoft Teams meeting, emails, social media updates and the Platform mobile app 
	Increased awareness, trust, transparency and reduced uncertainty regarding the implementation of the platform

	Consultation 
	Gather stakeholder opinions and incorporate feedback into project decision
	Customers, Stores Employees, Store Managers, Marketing Team, IT Team, Legal and Compliance 
	Customer surveys, focus groups, workshops, supplier 
	Improved decision-making, stronger stakeholder relationships and platform that better meets stakeholder needs

	Collaboration 
	Encourage stakeholders to work together to achieve common projects objectives 
	IT Team, AI Team, Marketing department, Technology Vendors, Suppliers, HR Department 
	Agile sprint meetings, cross-functional workshops, supplier partnerships, joint planning sessions, collaborative problem-solving and
	Enhanced innovation, knowledge sharing, improved coordination and successful project delivery 

	Commitment 
	Develop long-term stakeholder support and ownership of the Connect Plus platform
	Employees, Customers, Investors(AS Watson), technology vendors Executive Management, 
	Leadership sponsorship, staff training, recognition programmes, customer loyalty rewards, performance reviews, post-implementation support and continuous improvement initiatives 
	Sustainable stakeholder engagement, increased platform adoption, employee commitment and long-term business success



[bookmark: _Toc235361873]5.8 Timeline Development 

[bookmark: _Toc235361874]5.9 Argument of the 4C Model 
This Model provides a structured framework for stakeholder engagement by progressing from information sharing to long-term commitment.
 Effective communication established transparency and trust by ensuring stakeholders receive timely and accurate information about project objectives, progress and risks. The project Management Institute(2021) argues that effective communication is fundamental to get a successful stakeholder engagement because it reduces uncertainty and facilitates informed decision making.
Consultation enables stakeholders to contribute their knowledge and perspectives throughout the project lifecycle. Superdrug for this specific project, can consult customers through pilot testing and surveys, while employees and store managers provide operational feedback during training and implementation. This participative approach improves stakeholder satisfaction and supports better project outcomes (Freeman, 1984).
Collaboration extends stakeholder involvement by encouraging joint decision-making and shared responsibility. Cross-functional collaboration between the IT team, marketing department, suppliers and technology vendors facilities innovation, improves problem-solving and ensures that technical and operational requirements are aligned. Bourne(2015) suggest that collaborative stakeholder relationships contribute to higher levels of trust and project performance.
The final stage, commitment, aims to secure long-term stakeholder support beyond project completion. Superdrug can strengthen commitment through continuous training, leadership sponsorship, customer loyalty incentives and ongoing system improvement . Kotter(1996) argues that integrating change within organisational culture is essential for sustaining new initiatives and achieving long-term success.
Although the 4C Model provides a useful framework for planning stakeholder engagement, it does not distinguish stakeholders according to their influence or power. Therefore, it should be used alongside stakeholder prioritisation tools such as Mendelow’s Power-Interest Matrix and Mitchell et al.’s Salience Model to ensure engagement strategies are tailored to stakeholder importance and changing project dynamics. 
[bookmark: _Toc235361875]6.   EVALUATION OF IMPACT OF SUSTAINABLE STAKEHOLDER ENGAGEMENT ON BUSINESS
 
[bookmark: _Toc235361876]6.1 Performance and recommendations 
Sustainable stakeholder engagement plays a fundamental role in enhancing organisational performance by promoting long-term relationships, trust and collaboration among internal and externa; stakeholder.
According to (Freeman,1984), organisations create sustainable value when they consider the interest of all stakeholders rather than focusing on shareholder returns. For Superdrug, the successful implementation of the Connect Plus platform depends not only on technological innovation but also on maintaining meaningful engagement with employees, customers, suppliers , regulators and investors throughout the project lifecycle. Effective stakeholder engagement contributes to improved customer satisfaction, stronger organisational resilience and enhanced competitive advantage.
One of the most significant benefits of sustainable stakeholder engagement is improved customer loyalty and retention. Connect Plus uses artificial intelligence to provide personalised recommendations and tailored rewards, increasing the relevance of customer interactions. However, customers are data privacy and the ethical use of AI. By engaging customers through transparent communication, privacy notices, consent mechanisms and feedback channels, Superdrug can strengthen trust and encourage long-term participation in the loyalty programme. Trust is recognised as a key determinant of customer loyalty, particularly in digital retail environments where consumers voluntarily share personal information (Freeman, 1984). Consequently, sustainable engagement is likely to increase customer lifetime value, repeat purchases and brand advocacy, ultimately improving financial performance. 
Employee engagement also has a direct influence on business performance. Store employees and managers play a critical role in introducing customers to platform and encouraging adoption. Sustainable engagement through training, consultation and recognition programmes increases employees understanding of the platform and reduces resistance to organisational change. (Kotter, 1996) argues that employee involvement and effective communication are essential for integrates organisational change successfully. In the context of Superdrug, well-trained employees are more likely to provide consistent contributes to higher customer satisfaction, improved operational efficiency and greater employee motivation.
From an operational perspective, sustainable stakeholder engagement strengthens collaboration across the supply chain. Technology vendors, suppliers and digital partners contribute specialist expertise requires for the platform development, cybersecurity and system integration. Developing long-term collaborative relationships encourages knowledge sharing, innovation and continuous improvement rather than a transactional interactions. (Porter and Kramer,2011). argue that organisations create shared value when they develop partnerships that generate benefits for both the business and its stakeholders. For Superdrug, effective collaboration with technology providers can improve system reliability, reduce implementation risks and enable future innovation in digital retail services. 
Sustainable stakeholder engagement also supports better decision-making and organisational resilience. Customers, employees and suppliers generate valuable information that can improve the platform throughout its lifecycle. Feedback obtained through customer surveys, pilot testing and employee consultations enables Superdrug to identify technical issues, usability concerns and emerging customer expectations before the platform is fully implemented. (Bryson,2004). suggests that stakeholder participation enhances decision quality because organisations benefit from diverse knowledge and perspective. This reduces project risks and increases the chances of successful implementation across home and international markets.
However, sustainable stakeholder engagement also presents several challenges. Maintaining continuous engagement with diverse stakeholder groups requires significant financial investment, management time and organisational resources. Superdrug operates within markets where cultural expectations, communications styles and regulatory requirements differ. (Hofstede, 2011). argues that cultural differences influence stakeholder expectations and organisational behaviour, meaning engagement strategies that are effective in the UK may not be equally successful in international markets. Therefore, stakeholder engagement strategies must remain flexible and culturally sensitive to ensure consistent business performance across different regions.
Another challenge concerns balancing competing stakeholder interest. As we have seen it costumers demand personalised digital services while expecting robust protection of their personal information. Investors may prioritise financial returns, regulators focus on legal compliance and ethical data management. Employees may also express concerns regarding the increasing use of artificial intelligence and automation within retail operations. (Freeman,1984). recognises that stakeholder interests frequently conflict, requiring managers to make balanced decision that create value for multiple stakeholder groups. Failure to achieve this balanced could damage organisational reputation, reduce customers trust and negatively affect long term business performance.
Ethical considerations are particularly important for AI enable platform such as Connect Plus. Artificial intelligence relies on extensive customer data to generate personalised recommendations, raising concerns regarding privacy, transparency, bias and algorithmic decision making. Compliance with the UK General Data Protection Regulation (UK GDPR)
Sustainable stakeholder engagement also contributes to Superdrug’s wider Environmental, Social and Governance (ESG) objectives. Investors evaluate organisations according to their ESG performance, while customers are becoming more supportive of businesses that demonstrate responsible corporate behaviour. By engaging stakeholders in sustainability initiatives, responsible sourcing, digital inclusion and ethical AI governance. Superdrug can strengthen its corporate reputation and enhance long term competitive advantage. This supports the concept of creating shared value, could achieve improve business performance while meeting social outcomes (Porter and Kramer, 2011). 
[bookmark: _Toc235361877]6.2 final recommendations
To successfully, engage the stakeholders through customer loyalty, employee commitment innovation capability, regulatory compliance and organisational resilience while supporting the platform across domestic and international markets. These benefits depend upon:
· maintaining ethical governance
· adapting engagement strategies to diverse stakeholder expectations 
· Continuously reviewing stakeholder relationships throughout the project life cycle 

[bookmark: _Toc235361878]7.   SUMMARY 
For introducing the Connect plus and the surrounding environment you can verifying through Firstly, organised and point your objectives and after SWOT and Pestel  for giving us a bigger view where are the  company challenges and what it wants to achieve in whole in point 2. 
After in Point 3, we identifying the stakeholder and then, by two different frameworks we are  they requires all stakeholders. These frameworks to complement each other and covers different views.
In Point 4 until 5,  created a plan to engage the stakeholders following SWANS and Owens also, RACI matrix and 4C plan and adding the timeline in each framework.
In Point 6, discussing on sustainability through the life cycle of the implementation of the Connect Plus platform. 
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