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[bookmark: _Toc314882649]1.EXECUTIVE SUMMARY
The retail sector is undergoing significant digital transformation driven by advances in artificial intelligence (AI), data analytics, and mobile technologies. To enhance customer engagement and maintain competitive advantage, J Sainsbury plc intends to launch ConnectPlus, a digitally enhanced loyalty and customer engagement platform that integrates AI-driven personalisation, mobile rewards, and customer insight capabilities.
The success of ConnectPlus depends on effective stakeholder identification, analysis, and engagement throughout the project lifecycle. Stakeholders influence strategic decision-making, resource allocation, regulatory compliance, customer adoption, and organisational performance. Consequently, stakeholder engagement should be regarded as a strategic management process that creates value for both organisations and stakeholders (Freeman, 1984).
This report applies stakeholder theory, the Power–Interest Matrix, the Stakeholder Salience Model, and stakeholder engagement frameworks to evaluate key internal and external stakeholders involved in the ConnectPlus project. The report critically examines stakeholder roles, responsibilities, benefits, and challenges while assessing engagement mechanisms that promote collaboration, trust, and commitment.
Furthermore, the report evaluates the impact of sustainable stakeholder engagement on business performance, innovation, customer loyalty, and regulatory compliance. Ethical considerations relating to AI, customer privacy, and responsible data management are also explored. The findings indicate that organisations that actively engage stakeholders are better positioned to improve project outcomes, strengthen stakeholder relationships, and achieve sustainable competitive advantage (Ashcroft, 2017; Freeman et al., 2010).
The report concludes that embedding stakeholder engagement within project governance and strategic decision-making will be critical to the successful implementation and long-term sustainability of ConnectPlus.

[bookmark: _Toc1354133342]2. INTRODUCTION
J Sainsbury plc is one of the United Kingdom’s leading retail and e-commerce organisations, operating supermarkets, convenience stores, and online retail services. In an increasingly competitive and technology-driven market, retailers are investing heavily in digital innovation to improve customer experience, enhance operational efficiency, and strengthen customer loyalty (Johnson et al., 2023).
To respond to changing consumer expectations and intensifying competition, Sainsbury’s plans to introduce ConnectPlus, an AI-enabled customer loyalty and engagement platform designed to provide personalised recommendations, mobile-based rewards, and enhanced customer insights. The platform aims to increase customer retention, improve data-driven decision-making, and support long-term competitive advantage.
While ConnectPlus offers significant opportunities for growth and innovation, its success depends on the effective management of stakeholders. Freeman (1984) defines stakeholders as individuals or groups who can affect or are affected by organisational objectives. Stakeholder engagement is particularly important in digital transformation projects because organisations must balance commercial objectives with customer expectations, employee needs, technological requirements, and regulatory obligations (Bourne, 2016).
This report critically examines stakeholder engagement within the ConnectPlus project by applying stakeholder theory, stakeholder analysis frameworks, and strategic management principles. The report identifies and categorises key stakeholders, evaluates their roles and influence, and assesses engagement strategies that support collaboration and trust. In addition, it evaluates the contribution of sustainable stakeholder engagement to organisational performance and considers ethical challenges associated with AI-driven customer engagement and data management.


[bookmark: _Toc661980902]3. SMART OBJECTIVES
To support the successful implementation of ConnectPlus, the following SMART objectives have been established:

M

	S

	
Specific

	Launch ConnectPlus across selected UK and international markets within six months while ensuring integration with existing Nectar loyalty systems.


	
	
Measurable
	Increase active customer engagement with loyalty programmes by 20% within the first twelve months following launch.


	A

	
Achievable
	Improve customer retention rates by 15% through personalised recommendations and targeted reward programmes.


	R


	
Relevant
	Achieve full compliance with GDPR and all applicable data protection regulations in every operating market

	 T

	
Time bound
	Reach an employee training completion rate of at least 90% before the official platform launch date.



These objectives provide a clear framework for measuring project success while ensuring alignment between stakeholder expectations and organisational strategy.
[bookmark: _Toc920192352]4. STAKEHOLDER IDENTIFICATION AND ANALYSIS
The successful implementation of ConnectPlus depends on effective stakeholder identification, analysis, and management. Stakeholder analysis enables project managers to understand stakeholder priorities, anticipate risks, and develop appropriate engagement strategies (Freeman, 1984; Bourne, 2016). In digital transformation projects, stakeholder management is critical due to organisational change, technological innovation, and regulatory requirements (PMI, 2021).
For ConnectPlus, stakeholder analysis is essential because AI-driven personalisation, customer data management, and international deployment create diverse stakeholder expectations. Therefore, Sainsbury’s must balance commercial objectives with customer needs, employee concerns, technological requirements, and regulatory obligations (Donaldson and Preston, 1995).
This report applies Mendelow’s (1991) Power–Interest Matrix and Mitchell, Agle and Wood’s (1997) Stakeholder Salience Model to evaluate stakeholder influence and priorities. Using both frameworks provides a broader understanding of stakeholder importance and supports effective engagement strategies.
[bookmark: _Toc932424252]4.1 Stakeholder Classification
Stakeholders involved in ConnectPlus can be classified as internal or external stakeholders. Internal stakeholders contribute directly to project planning, development, implementation, and operations, while external stakeholders influence outcomes through customer adoption, regulation, investment, and partnerships (Eskerod and Jepsen, 2013).
Table 1:
	Internal stakeholders
	External stakeholders

	· Board of Directors,
· Executive Leadership Team,
· Project Manager,
· IT Team,
· Cybersecurity Team,
· Marketing Team,
· Data Analytics Team,
· Human Resources, Employees
	· Customers, 
· Regulators (ICO and international data authorities),
· Investors,
· Technology Vendors,
· Suppliers,
· Consumer Advocacy Groups,
· Business Partners


These stakeholders influence project success through resource provision, compliance, adoption, technological capability, and organisational reputation.
Effective classification supports stakeholder prioritisation and engagement planning. However, stakeholder importance should not be assessed only by formal authority, as customers and regulators can significantly influence digital projects through trust, public opinion, and compliance expectations.


[bookmark: _Toc181126226]4.2 Power–Interest Matrix
Mendelow’s (1991) Power–Interest Matrix is a widely used stakeholder analysis tool that categorises stakeholders according to their level of influence and interest in a project. The framework assists project managers in prioritising stakeholders and determining appropriate engagement strategies.
[bookmark: _Toc423628708]Figure 1: Power–Interest Matrix
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For ConnectPlus, the Board of Directors, Executive Leadership Team, and regulators represent high-power, high-interest stakeholders requiring close management through active involvement in strategic decisions. Investors and technology partners should be kept satisfied through regular updates, while customers, employees, and suppliers require ongoing engagement due to their influence on adoption and implementation success. Although the media and wider public have lower direct power, they should be monitored due to their potential impact on reputation.
[bookmark: _Toc68825293]4.3 Critical Evaluation of Stakeholder Mapping Approaches
Although Mendelow’s (1991) Power–Interest Matrix is useful for identifying stakeholder priorities, it has limitations in digital transformation contexts. The model assumes stakeholder power is relatively stable; however, customers can quickly gain influence through online communities and discussions about data privacy.
Mitchell, Agle and Wood’s (1997) Stakeholder Salience Model provides a broader perspective by considering power, legitimacy, and urgency. For ConnectPlus, combining these frameworks with continuous stakeholder monitoring enables Sainsbury’s to better understand changing stakeholder expectations and manage emerging risks.

[bookmark: _Toc395800633]4.4 Stakeholder Salience Model
Application of Stakeholder Theory to Digital Retail Transformation
Freeman’s (1984) stakeholder theory argues that organisations achieve sustainable success by creating value for multiple stakeholders rather than focusing only on shareholders. This is relevant to ConnectPlus because Sainsbury’s must balance commercial objectives with ethical responsibilities.
However, stakeholder theory provides limited guidance when stakeholder interests conflict (Donaldson and Preston, 1995). Therefore, Sainsbury’s should prioritise stakeholders based on strategic importance, ethical considerations, and their impact on project success rather than attempting to satisfy all stakeholders equally.




[bookmark: _Toc683517516]Table 2: Stakeholder Salience Model

	Stakeholder type
	Stakeholder
	Characteristics

	Definitive Stakeholders
	Board of Directors, Regulators
	Possess power, legitimacy, and urgency

	Dominant Stakeholders
	Executive Leadership Team, Investors
	Possess power and legitimacy

	Dependent Stakeholders
	Customers, Employees
	Possess legitimacy and urgency but lower formal power

	Latent Stakeholders,
	Media, Local Communities
	Limited influence but potential future importance




Definitive stakeholders, including regulators and the Board of Directors, require the highest attention because they possess power, legitimacy, and urgency. Executives and investors are dominant stakeholders due to their strategic and financial influence, while customers and employees are dependent stakeholders with legitimate concerns regarding privacy and organisational change.
Latent stakeholders, such as the media and wider communities, may quickly gain influence if concerns arise about AI ethics or cybersecurity (Mitchell, Agle and Wood, 1997). Therefore, stakeholder priorities should be reviewed continuously throughout the ConnectPlus lifecycle.




[bookmark: _Toc2022830713]4.5 Critical Evaluation
[image: ]The Stakeholder Salience Model provides a more sophisticated understanding of stakeholder importance than traditional power-based approaches. However, its application to digital transformation projects reveals an important limitation. The model tends to underestimate the influence of customers in modern digital ecosystems. Although customers may appear as dependent stakeholders, their collective behaviour can significantly affect organisational performance through customer retention, brand advocacy, and social media engagement.
As a result, project managers should avoid relying exclusively on formal power structures when prioritising stakeholders. Successful stakeholder engagement requires recognising both formal authority and emerging sources of influence within digital environments.

[bookmark: _Toc1816409955]4.6 Implications for ConnectPlus
The stakeholder analysis demonstrates that ConnectPlus operates within a highly interconnected stakeholder environment characterised by competing expectations and priorities. Internal stakeholders focus primarily on project delivery, operational performance, and strategic outcomes, whereas external stakeholders emphasise customer experience, ethical data management, regulatory compliance, and long-term value creation.
The analysis also highlights a fundamental tension between innovation and accountability. While Sainsbury’s seeks to leverage AI and customer analytics to improve personalisation, stakeholders increasingly expect transparency, privacy protection, and ethical decision-making. Failure to address these concerns could undermine stakeholder trust and jeopardise project success.
Consequently, stakeholder engagement should be embedded within project governance structures from the earliest stages of planning through implementation and post-launch evaluation. By understanding stakeholder influence, interests, and expectations, project managers can develop targeted engagement strategies that promote collaboration, reduce resistance, and support sustainable organisational performance.

[bookmark: _Toc68872695]5. ROLES, RESPONSIBILITIES, BENEFITS AND CHALLENGES OF KEY STAKEHOLDERS
The roles and responsibilities of stakeholders demonstrate that ConnectPlus requires coordinated involvement across strategic, operational, technical, and regulatory areas. The Board of Directors and Executive Leadership Team provide strategic governance by approving investment decisions, ensuring alignment with organisational objectives, and supporting organisational commitment (Johnson et al., 2023).
The Project Manager plays a central coordinating role by integrating stakeholder expectations, managing communication, and ensuring that project activities remain aligned with scope, time, and quality objectives. Effective project stakeholder management is essential because conflicting expectations can negatively influence project performance if not addressed proactively (Eskerod and Jepsen, 2013).


5.1 Table 3: Roles, Responsibilities, Benefits and Challenges

	Stakeholders 
	Main roles and responsibilities
	Benefit brought to the project
	Potential challenges 

	Board of Directors
	Approve strategy, budgets and governance decisions
	Strategic direction and resource allocation
	Risk aversion and budget constraints

	Executive Leadership Team
	Oversee implementation and business alignment
	Decision-making authority and organisational support
	Conflicting strategic priorities

	Project Manager
	Coordinate project activities and stakeholder engagement
	Project control and communication
	Managing diverse stakeholder expectations

	IT and Data Analytics Teams
	Develop, test and maintain the platform
	Technical expertise and innovation
	System integration challenges

	Employees
	Support implementation and customer interactions
	Operational knowledge and service delivery
	Resistance to change and training requirements

	Customers
	Use the platform and provide feedback
	Revenue generation and platform adoption
	Privacy and data security concerns

	Regulators
	Monitor compliance with laws and regulations
	Legal legitimacy and risk reduction
	Strict compliance requirements

	Technology Vendors
	Supply infrastructure and technical solutions
	Specialised knowledge and technological capability
	Dependence on external providers

	Investors
	Provide financial support and oversight
	Funding and confidence in project success
	Pressure for short-term financial returns



Customers are critical to ConnectPlus because adoption depends on trust in ethical data use and AI-driven recommendations (Freeman et al., 2010).
Employees support implementation, but effective training and change management are required to reduce resistance and improve adoption (Kotter, 2012).
Regulators and technology partners provide compliance and technical expertise, although external reliance may create risks. Therefore, strong governance and collaboration are essential (Bourne, 2016).


[bookmark: _Toc1298769105]6. STAKEHOLDER ENGAGEMENT STRATEGY
Stakeholder Engagement Maturity Approach
Effective engagement develops through progressive stages:


For ConnectPlus, Sainsbury’s should move beyond simple communication and consultation by encouraging collaboration with customers and employees. For example, customers could participate in pilot testing and provide feedback before full market implementation. This approach supports Christopher, Payne and Ballantyne’s (2013) relationship marketing perspective, which emphasises long-term value creation through stakeholder relationships.

[bookmark: _Toc547846048]61. Stakeholder Engagement Plan
The stakeholder engagement plan identifies how different stakeholder groups will be engaged throughout the project lifecycle.
Table 4
	Stakeholder Group
	Engagement Objective
	Engagement Method
	Frequency

	Board of Directors
	Strategic oversight and approval
	Executive reports and meetings
	Monthly

	Executive Leadership Team
	Decision-making and performance monitoring
	Steering committee meetings
	Bi-weekly

	Employees
	Build understanding and commitment
	Workshops, training sessions and briefings
	Monthly

	Customers
	Gather feedback and improve adoption
	Surveys, focus groups and app feedback tools
	Continuous

	Regulators
	Ensure legal compliance
	Formal consultations and compliance reporting
	As Required

	Technology Vendors
	Coordinate technical activities
	Progress meetings and technical reviews
	Monthly



The engagement plan ensures that stakeholder communication remains structured and aligned with project objectives. High-power stakeholders require strategic engagement, while high-interest stakeholders require frequent information sharing and consultation.


[bookmark: _Toc1968795756]6.2 Communication Plan
Communication is one of the most important components of stakeholder engagement. Effective communication reduces uncertainty, improves transparency, and supports informed decision-making.
Table 5: Communication Plan
	Stakeholder
	Information Required
	Communication Method
	Frequency

	Board of Directors
	Strategic progress, risks and budgets
	Executive reports
	Monthly

	Executive Team
	Performance indicators and milestones
	Meetings and dashboards
	Bi-weekly

	Employees
	Training updates and implementation plans
	Workshops, emails and intranet updates
	Monthly

	Customers
	Platform features and rewards information
	Mobile app, website and email campaigns
	Continuous

	Regulators
	Compliance and audit information
	Formal reports and documentation
	Quarterly



A structured communication plan ensures that stakeholders receive relevant information at the appropriate time. It also reduces misunderstandings and supports stronger stakeholder relationships.



[bookmark: _Toc916028817]6.3 RACI Matrix
The RACI Matrix provides clarity regarding stakeholder responsibilities and accountability. By defining who is Responsible, Accountable, Consulted, and Informed, project managers can reduce confusion and improve governance.
Table 6:  RACI Matrix
	Activity
	Responsible
	Accountable
	Consulted
	Informed

	AI Model Development
	Data Analytics Team
	Chief Technology Officer
	Regulators
	Board of Directors

	Platform Development
	IT Team
	Project Manager
	Technology Vendors
	Executive Team

	Customer Rollout
	Marketing Team
	Marketing Director
	Customer Service Team
	Customers

	Employee Training
	Human Resources Team
	HR Director
	Department Managers
	Employees

	GDPR Compliance
	Legal Team
	Compliance Officer
	ICO
	Board of Directors




The RACI Matrix is particularly valuable for complex projects because it reduces ambiguity and improves accountability across functional teams.



[bookmark: _Toc980389468]6.4 Application of the 4Cs Model
The 4Cs Model provides a practical framework for building strong stakeholder relationships.
Table 7: 4Cs Stakeholder Engagement Model
	Element
	Purpose
	ConnectPlus Application

	
Communication
	Share information and build awareness
	Progress reports, meetings and dashboards

	
Consultation
	Obtain stakeholder feedback
	Surveys, workshops and focus groups

	
Collaboration
	Encourage joint decision-making
	Cross-functional project teams

	
Commitment
	Build long-term support and trust
	Training, incentives and stakeholder partnerships



The 4Cs model promotes active stakeholder participation rather than passive information sharing. Through consultation and collaboration, stakeholders become partners in project success rather than simply recipients of project outcomes.


Table 8: SWANS and OWANS Analysis for ConnectPlus

	
Stakeholder Wants & Needs (SWANS)
	
Stakeholder Group
	
Organisation Wants & Needs (OWANS)

	
Personalised rewards, privacy, convenience
	
Customers
	
Loyalty, retention, growth

	
Training, support, fair treatment
	
Employees
	
Commitment, productivity, adoption

	
Partnership, payments, communication
	
Suppliers
	
Reliability, quality, efficiency

	
Compliance, transparency, ethical conduct
	
Regulators
	
Guidance, legitimacy, risk reduction

	
Return on investment, growth
	
Investors
	
Capital, confidence, strategic support



The SWANS and OWANS framework highlights the reciprocal relationship between stakeholders and organisations. SWANS identifies stakeholder expectations and requirements, while OWANS examines what the organisation expects from stakeholders. For ConnectPlus, balancing these interests is essential for building trust, improving collaboration, and achieving sustainable business performance (Neely et al., 2002; Ashcroft, 2017).




[bookmark: _Toc1644434168]6.5Conflict Management
Conflict is unavoidable in stakeholder environments because different groups may have competing objectives, priorities, and expectations. Effective conflict management is therefore essential for maintaining relationships and ensuring project success. The Thomas–Kilmann Conflict Mode Instrument identifies five approaches to managing conflict: competing, collaborating, compromising, avoiding, and accommodating (Thomas and Kilmann, 1974).
Table 9: Conflict Management Framework
Application in ConnectPlus
CONFLICT STYLE



Resolving privacy concerns through joint problem-solving
Collaboration


Compromising 

Balancing stakeholder expectations and project constraints



Accommodating 

Preserving important stakeholder relationships



Competing 


Used only when urgent compliance or security decisions are required


Deferring minor issues until further information becomes available

Avoiding




For ConnectPlus, collaboration is the most suitable conflict management approach because it promotes shared solutions to issues such as AI personalisation and data privacy through consultation and transparency.
Stakeholder engagement should be treated as a continuous process. By applying engagement frameworks and conflict management strategies, Sainsbury’s can strengthen stakeholder relationships throughout the ConnectPlus lifecycle (Bourne, 2016).


[bookmark: _Toc1713068911]6.6 Industry Evidence of Effective Stakeholder Engagement
[image: Stakeholder Engagement Pictures | Download Free Images on Unsplash]Retail loyalty platforms demonstrate the strategic value of stakeholder-centred engagement. Tesco’s Clubcard ecosystem provides an example of how customer data can be transformed into personalised services and improved customer relationships. Through customer insights and targeted offers, Tesco has strengthened loyalty while developing a deeper understanding of consumer behaviour. 
Similarly, Sainsbury’s existing Nectar ecosystem demonstrates the importance of customer engagement and data-driven relationship management. ConnectPlus provides an opportunity to enhance this approach through AI-enabled personalisation. However, these examples also highlight the importance of responsible data governance, as poor management of customer information can damage trust and brand reputation.


[bookmark: _Toc1319398148]7. SUSTAINABLE STAKEHOLDER ENGAGEMENT AND BUSINESS PERFORMANCE
Sustainable stakeholder engagement involves maintaining long-term relationships through trust, communication, and shared value creation. In modern retail environments, business success depends not only on financial outcomes but also on stakeholder satisfaction, ethical practices, and organisational legitimacy (Freeman, 1984).
For Sainsbury’s, the success of ConnectPlus requires continuous stakeholder engagement beyond the initial launch. Sustainable engagement can improve customer loyalty, employee commitment, regulatory compliance, innovation capability, and competitive advantage.

[bookmark: _Toc333654827]7.1 Impact on Customer Performance
Customers are central stakeholders because platform adoption determines the commercial success of ConnectPlus. AI-driven recommendations and personalised rewards can improve customer experience, increase engagement, and strengthen loyalty.
However, customer acceptance depends on trust. Concerns regarding data privacy, algorithmic transparency, and information security may reduce adoption if not addressed effectively. Therefore, Sainsbury’s should maintain transparent communication regarding data usage and provide customers with control over their personal information.
[image: 500+ Customer Experience Pictures | Download Free Images on Unsplash]
Customer feedback mechanisms should also be integrated into platform development because continuous involvement enables the organisation to respond to changing expectations and improve service quality (Christopher, Payne and Ballantyne, 2013).

[bookmark: _Toc918193566]7.2 Employee Engagement and Organisational Performance
Employees are essential for translating digital innovation into effective customer experiences. Sustainable engagement improves employee understanding, reduces resistance to change, and supports successful technology adoption.
Without appropriate training and involvement, employees may perceive ConnectPlus as a threat rather than an opportunity. Applying structured change management principles, such as Kotter’s (2012) change model, can help develop employee commitment and ensure successful implementation.
Engaged employees are more likely to support customers, resolve platform issues, and contribute operational knowledge that improves project outcomes.


[bookmark: _Toc1700379750]7.3 Impact on Regulatory Compliance and Corporate Governance
Digital platforms involving AI and customer data require strong regulatory engagement. For ConnectPlus, compliance with GDPR and international data protection requirements is essential to avoid legal penalties and reputational damage.
Early engagement with regulators enables Sainsbury’s to identify compliance risks and develop responsible data practices. Effective stakeholder governance also supports ethical decision-making regarding AI transparency, privacy protection, and customer rights (Donaldson and Preston, 1995).
Therefore, regulatory engagement contributes not only to compliance but also to organisational legitimacy and stakeholder trust.

[bookmark: _Toc699814928]7.4 Impact on Innovation and Competitive Advantage
Stakeholder engagement can enhance innovation by encouraging collaboration and knowledge sharing. Customers provide insights into preferences, employees contribute operational expertise, and technology partners provide specialist capabilities.
By incorporating stakeholder knowledge into decision-making, Sainsbury’s can improve ConnectPlus functionality and respond more effectively to market changes. Organisations that successfully manage stakeholder relationships are more adaptable and better positioned to achieve sustainable competitive advantage (Johnson et al., 2023).

[bookmark: _Toc1634501304]7.5 Ethical Considerations in Stakeholder Engagement
[image: Business Ethics, why they are so important? - Esade]Although stakeholder engagement provides significant benefits, the use of AI-driven technologies within ConnectPlus introduces ethical considerations that require effective governance. AI-generated recommendations must be monitored to minimise algorithmic bias and ensure that decisions are fair, inclusive, and aligned with organisational values.  
This requires clear accountability structures, ethical review processes, and continuous evaluation of AI outcomes. Therefore, ethical stakeholder management should extend beyond communication and involvement by embedding responsible technology practices into project governance. By establishing appropriate controls and monitoring mechanisms, Sainsbury’s can ensure that ConnectPlus delivers innovation while maintaining responsible and sustainable digital transformation.




[bookmark: _Toc2065205789]7.6 Measuring Stakeholder Engagement Success
To ensure that stakeholder engagement activities deliver value, Sainsbury’s should establish performance indicators that measure stakeholder satisfaction, platform adoption, and business outcomes.
Table 10: Sustainable Stakeholder Engagement KPIs
	KPI
	Purpose

	Customer Retention Rate
	Measure improvements in customer loyalty

	Customer Lifetime Value (CLV)
	Assess long-term customer profitability

	Net Promoter Score (NPS)
	Evaluate customer satisfaction and advocacy

	Employee Engagement Score
	Measure workforce commitment and motivation

	Platform Adoption Rate
	Assess ConnectPlus utilisation

	Stakeholder Satisfaction Score
	Evaluate effectiveness of engagement activities

	GDPR Compliance Incidents
	Monitor regulatory performance

	Data Breach Incidents
	Measure information security effectiveness



These indicators enable management to evaluate whether stakeholder engagement activities contribute to organisational objectives and identify areas requiring improvement.




[bookmark: _Toc1324729099]7.7 Critical Evaluation
Sustainable stakeholder engagement provides significant benefits for organisational performance by improving customer loyalty, employee commitment, innovation capability, and regulatory confidence. Stakeholder theory suggests that organisations achieve long-term success when they create value for multiple stakeholder groups rather than focusing only on financial outcomes (Freeman, 1984).
[image: Critical evaluation: Information sources | Medicines Learning Portal]
However, stakeholder engagement also involves challenges, including resource requirements, conflicting stakeholder expectations, and difficulties managing diverse cultural and regulatory environments. For a global digital platform such as ConnectPlus, engagement activities require continuous investment in communication, training, governance, and relationship management.
Despite these challenges, effective stakeholder engagement remains a strategic advantage. Organisations that successfully manage stakeholder relationships are more capable of reducing risks, improving decision-making, and achieving sustainable competitive advantage (Bourne, 2016).



[bookmark: _Toc1834107152]8. Recommendations:
Based on the stakeholder analysis, the following recommendations are proposed:
1. Establish an AI Governance Committee
Create a cross-functional committee involving senior managers, technology specialists, legal teams, and customer representatives to oversee ethical AI use and data governance (Donaldson and Preston, 1995).
[image: Conclusions and recommendations Stock Photos, Royalty Free Conclusions and recommendations Images | DepositPhotos]2. Implement Continuous Stakeholder Feedback
Develop ongoing customer and employee feedback channels to support platform improvement and strengthen stakeholder relationships (Christopher, Payne and Ballantyne, 2013).
3. Apply Structured Change Management
Use Kotter’s (2012) change model to support employee adoption, reduce resistance, and encourage commitment to ConnectPlus.
4. Strengthen Ethical AI Oversight
Conduct regular AI audits to ensure fairness, transparency, and compliance while maintaining customer trust.
5. Adapt International Engagement Strategies
Tailor stakeholder engagement approaches to local cultural and regulatory requirements while maintaining consistent governance standards (Hofstede, 2011).

[bookmark: _Toc2092394137]9. Conclusion: 
The ConnectPlus project provides Sainsbury’s with an opportunity to strengthen customer engagement, improve data-driven decision-making, and enhance competitive advantage.
[image: Statement and Conclusion Reasoning, Concepts, Tricks, and Strategies]This report demonstrated that effective stakeholder engagement is essential for successful digital transformation. Using stakeholder theory, the Power–Interest Matrix, Stakeholder Salience Model, RACI analysis, SWAN analysis, and the 4Cs framework, key stakeholders and engagement strategies were identified and evaluated.
The findings show that stakeholder engagement supports customer loyalty, employee commitment, innovation, regulatory compliance, and sustainable business performance. However, challenges relating to data privacy, ethical AI, and stakeholder conflicts require effective management.
Ultimately, by embedding stakeholder engagement into governance and decision-making, Sainsbury’s can build trust, create value, and support the long-term success of ConnectPlus. 
[bookmark: _Toc2051963782]
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STAGE 4 EMPOWERING


Stakeholders become active partners in shaping project outcomes



STAGE 1 INFORMING


Stakeholders receive project information through reports, announcements, and communication channels.


STAGE 2 CONSULTING


Stakeholders provide feedback through surveys, workshops, and discussions.


STAGE 3 COLLABORATING


Stakeholders actively participate in decision-making and solution development.
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