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Executive Summary
This report discusses how to engage the stakeholders for the upcoming launch of ConnectPlus, an AI-based customer loyalty and engagement platform developed for Tesco. It offers a mix of customised recommendations, mobile incentives, and data analytics for customers to enhance their loyalty and drive sales in both domestic and global markets. As the project will have a significant impact on a number of people and organisations, stakeholder management will be critical throughout the project life cycle. 
The report introduces Tesco and sets out the project's SMART goals. It then identifies and classifies main actors (stakeholders) based on Mendelow's Power-Interest Matrix and the Stakeholder Salience Model. These frameworks assist in the identification of stakeholder influence, expectations and priority when delivering a project. 
The report also includes information on stakeholder roles and responsibilities, benefits, and potential challenges. It critically assesses appropriate engagement approaches using the stakeholder approach and existing models like the 4Cs model, RACI matrix and communication planning. Last, it assesses the sustainability of stakeholder engagement for the performance of the organization, for the trust of customers, and for the long-term competitive advantage. The report ends with practical tips on how to enhance the relationship between stakeholders and the effective roll-out of ConnectPlus in Tesco's international business.
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Stakeholder Engagement for the Launch of ConnectPlus at Tesco
[bookmark: _Toc233892910]1. Introduction
For a project to be successful, the people involved need to be engaged. In today's world, few organisations are able to execute large scale projects without external support. The report begins by introducing Tesco and clearly defining the SMART goals for the project. Following this, it locates stakeholders and divides them into categories using Mendelow's Power-Interest Matrix and the Stakeholder Salience Model. These tools help in discovering how much stakeholders can influence a project, what they expect from it, and which ones should be given priority while a project is being implemented. Freeman (1984) suggests that organisations increase value when they consider the interests of multiple stakeholders, instead of just the profits for shareholders.
 This report is about Tesco PLC, a major retail and e-commerce company in the UK. Tesco operates via supermarkets, convenience stores, online and digital services in several international markets to reach millions of customers. The company continues to invest in technology to improve customer satisfaction, operational efficiency, and data-driven decision-making processes (Tesco, 2025). 
Tesco will launch its latest AI-enabled customer loyalty and engagement system, ConnectPlus. The new platform will be geared towards offering personalised product recommendations, mobile rewards, and detailed customer insights So improving customer relations and creating long-term loyalty. The project will be rolled out to selected UK and international markets within a six-month timeline. As ConnectPlus is a digital solution that also leverages customer data, the project will need good cooperation between departments and external entities. 
The engagement of stakeholders is then a strategic process and not an administrative one. Ashcroft (2017) emphasizes that trusting stakeholder relationships, communications, and shared goals that are the signs of good relationships which culminate in better project outcomes. However, the absence of engaging the right stakeholders might cause delay conflicts dissatisfaction among users, and loss of reputation. This report identifies firstly Tesco's main stakeholders; examines secondly the most appropriate engagement methods; and thirdly the effectiveness of stakeholders’ management bringing about successful project delivery and improved organizational performance.
[bookmark: _Toc233892911]2. SMART Objectives 
The following SMART objectives will be addressed to achieve the goals of the ConnectPlus project:
· Within 6 months, roll out ConnectPlus to selected UK markets and international markets with in the approved project budget. 
· The programme launch will be followed by a 15% rise in active customer loyalty programme engagement in the first year. 
· Use of AI to increase customer retention by up to 10% through the delivery of offers and digital interactions tailored to individual needs. 
· Train employees for at least 90% of their readiness to use the system before deployment. 
· Maintain and build appropriate communication with all project stakeholders during the project life cycle through regular stakeholder satisfaction surveys and project milestone reviews. 
[bookmark: _Toc233892912]3. Identification and Categorisation of Key Stakeholders 
The first step of stakeholder management is stakeholder identification. A stakeholder encompasses a single person, a group or an organisation that has an impact on or is impacted by organisational activities (Freeman, 1984). Identifying stakeholders at an early stage helps project managers understand stakeholder expectations, optimise their use of resources and reduce project risks even before the deployment stage.
ConnectPlus stakeholders can be segmented into two groups: internal and external. Their internal stakeholders are the senior management, project manager, product development team, IT experts, marketing team, sales team, customer service team, finance, legal and compliance team, and store managers. These stakeholders are directly involved in planning, development of the system, testing, implementation, training of employees and continuous project governance.
External stakeholders are customers, technology vendors, suppliers, regulatory bodies, shareholders, logistics, payment providers and local communities. These groups, which are not within the organisation, have a great impact on project success through financial backing, technical assistance, legal aspects, customer adoption and business relationships.
The stakeholder prioritisation is based on Mendelow's Power-Interest Matrix, which categorises stakeholders by their levels of interest in the project's outcomes and their level of power over the project (Mendelow, 1991). This framework will help Tesco to allocate communication and engagement resources in a more efficient way and ensure that the stakeholders who have a bigger influence are attended to.
[bookmark: _Toc233892913]3.1 Applying Mendelow's Power–Interest Matrix
The Mendelow's Power–Interest Matrix is a popular tool to decide on the management of stakeholders in a project. The model categorises stakeholders by their level of power and their level of interest and enables project managers to communicate and engage stakeholders effectively and efficiently (Mendelow, 1991): 
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Fig 1. Meandalow’s Power-Interest Matrix for Tesco Stakeholders. 
High Power–High Interest (Manage Closely)
Notably, this group is made up of senior executives, project sponsor, project manager and IT programme leader. They make decisions, approve budgets, allocate resources and oversee projects through these stakeholders. They are required for support as they have the power to make changes, resolve major issues and impact organisational priorities. Having these stakeholders lose faith in the project tends to lead to its delay or even its cancellation. Because of this, periodic reporting should be done, formal meetings held, and project risks escalated without delay. 
High Power–Low Interest (Keep Satisfied)
Shareholders, financial investors and regulatory authorities are very influential on Tesco but are not involved in the day-to-day activities of the project. They are primarily concerned with legal obligations, financial results, data security, and business's future value. These stakeholders should be kept informed of Tesco's governance reports, regulatory updates, regular performance reviews. This instils confidence in them, which helps to lower financial and legal risks during implementation.
Low Power–High Interest (Keep Informed)
Employees, store managers, marketing teams, customer service staff, and customers are examples of people who have a great interest in the project because ConnectPlus will immediately change the way they perform their daily duties and experience their interaction with the company. These groups have been given limited decision-making authority but they greatly contribute to the success of the project through their system adoption and customer feedback. Tesco should therefore communicate regularly through workshops, training sessions, newsletters, and customer campaigns to encourage engagement and minimise resistance to change.
Low Power–Low Interest (Monitor)
Limited involvement with local communities or indirect business partners may occur in implementation. Although there is less communication that is required, Tesco should keep an eye on their concerns to see if any new issues are arising that may impact upon the project. This approach balances the process so that communication is focused on the key stakeholder groups and positive relationships are maintained with all other groups.
[bookmark: _Toc233892914]3.2 Applying the Stakeholder Salience Model
The Stakeholder Salience Model (Ronald Mitchell, Bradley Agle and Donna Wood, 1997) takes into account three elements: power, legitimacy and urgency. Those stakeholders with all three of the characteristics should be managed immediately as they are likely to have the most influence on the project's outcome.
Tesco's executive management and project sponsor have all three attributes for ConnectPlus. They have decision making power, have legitimate organisational responsibility and are needed for timely delivery to achieve strategic objectives. Such stakeholders are thus to be given the highest priority in management.
ConnectPlus processes customer information with AI technologies, which also gives regulatory authorities, like the Information Commissioner's Office, high legitimacy and power. To prevent financial fines and damage to reputation, it is vital to comply with UK data protection legislation. It is therefore important for Tesco to proactively involve regulators during the project.
The platform is created to enhance customer experience, giving them a legitimate reason to use it. Their feedback will be the key to meeting the goal of ConnectPlus to boost customer loyalty and retention. As individual customers have some formal power, their informal power is significant, given that they make their purchases and publish their opinions, affecting Tesco's commercial success.
Additionally, technology vendors and software development partners are critical stakeholders as they can offer specialist know-how, digital infrastructure, and technical support. If there are delays or technical problems in the supply chain, this could have an impact on schedules for implementation, as well as on project costs. Therefore, working together and straightforward contractual obligations are crucial.
Combine Mendelow's Matrix with the Salience Model to get a fuller picture of influence of stakeholders. The Salience Model allows to understand the priorities of communication and helps identify who needs to be addressed immediately by managers, thanks to Mendelow. Adopting both frameworks will help Tesco to prepare for targeted engagement to help them successfully implement these strategies in local and international markets.
[bookmark: _Toc233892915]4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders 
After identifying the key stakeholders the project management has to ensure that they know exactly what each is responsible for. When stakeholders know exactly what they are responsible for it brings the project with less confusion, best accountability and effective team working (Harrison and Lock, 2017). The project manager is a coordinative function of project activities and takes the responsibility of monitoring project progress, for project risks and for project communication between stakeholder groups.
Senior management assume strategic leadership by approving project goals, financial resources provision, and make sure that ConnectPlus helps Tesco to achieve its long-term digital vision. As the project manager is responsible for leadership the performance of the project should be assured and the problems in the project should be managed effectively. They remain at the same time a way of benefits and a pain point. They are expecting tricky transparent practices to own their personal data.
The product development and IT teams design, test, integrate and maintain the ConnectPlus platform. Their technical expertise guarantees that the system is operating smoothly and offers the required security and performance. The marketing team helps to raise customers' awareness and drive uptake through targeted communications and the customer service team offers support to customers when implementing and following the launch.
The collective input of these internal stakeholders provides specialist expertise which helps Tesco to deliver the project effectively. The varying priorities can, however, pose coordination challenges, and so effective engagement with stakeholders is vital at all stages of implementation.
External stakeholders are also relevant as they can impact on the success of the implementation of ConnectPlus. The platform is used mainly by its customers. Their role is to accept the new system, feedback and take part in the loyalty programme. They keep interacting with them, thereby providing valuable customer information that helps with better business decisions and personalised marketing strategies. Christopher, Payne and Ballantyne (2013) state that long-term customer relationships are valuable in the long-run because they build customer loyalty and encourage repeat transactions.
Technology partners and software vendors provide a reliable digital infrastructure, system performance and technical issue resolutions. By leveraging their expertise, Tesco can implement cutting-edge AI features without building all of them from scratch. Suppliers play a part too in maintaining the accurate data of products, their cost or pricing and their availability throughout the platform.
Data protection and consumer protection laws are regulated by the authorities including the Information Commissioner's Office which means that Tesco is subject to these rules. Compliance ensures privacy of customers, boosts public trust and lowers legal liability. Shareholders contribute to the project by giving the project money and seeing if ConnectPlus is profitable and contributing to the company's goals.
Unmet expectations cause a barrier to user acceptance. Such expectations reinforce that stakeholder management has to be much more than communication. For a project manager, commercial objectives, legal constraints, technology and customer expectation have to be taken into consideration throughout the development life cycle. There may be technical delays or cybersecurity problems with technology partners which can impact implementation timelines. The requirements of regulation can also change throughout the project, adding to the cost of compliance and further system modifications.
[bookmark: _Toc233892916]5. Critical Explanation of the Stakeholder Engagement Process and Conflict Management
Stakeholder engagement does not end when the project is finished, but starts during the planning stage and continues after the project. It includes understanding the expectations of stakeholders, establishing good relationships, communicating well, and adapting to the evolving needs of stakeholders. It is important for organisations to build long-term relationships with stakeholders, and not just share information (Johnson-Cramer, Berman and Post, 2017).
ConnectPlus engagement process should start by conducting a detailed Stakeholder Analysis. To be successful in stakeholder management, co-operation, transparency and constant review are prerequisites not a one-off consultation. As soon as the stakeholder groups are identified through the use of the Mendelow's Matrix and the Salience Model, the project manager has to decide the level of influence, the expectation, communication needs and concerns of each stakeholder and then develop an engagement plan with the stakeholders which defines the approach, the responsibilities and when to review the communication. Early planning engagement helps minimize uncertainty and helps potential conflicts be resolved before project delivery.
Communication is a key aspect of effective stakeholder engagement. Freeman (1984) states that organisations establish more effective relationships with their stakeholders if there is open, timely and trustful communication. Hence, Tesco needs to create a formal communication strategy that outlines who will be informed of the information, the purpose of the communication, how often it will take place, and the channels that will be used to communicate the information. This may involve haning executive managers receive project reports monthly time or projects teams deliver progress meeting everyweek. Also, communication with customers using e-mail to outside world, cell-phone to outside world, poster through website or social media and so on. Communication helps people to understand change aversion easier.
Another model that is beneficial for stakeholder involvement is the 4C's model. The model encompasses the terms communication consultation collaboration and commitment. Communication can act as a mechanism for communicating reliable information to all stakeholders in the implementation of the project. Consultation is used when collecting ideas and addressing concerns before key decisions are made. Through collaboration stakeholders become involved in all the activities throughout the implementation of the project So generating ownership and confidence. Lastly, but still surely an important factor is commitment that deals with maintaining the relationship with the stakeholders for quite some time after project completion. By using all four elements together, engagement is at a higher level than the use of one element alone.
It's also important for the project manager to clarify roles within the project team using a RACI matrix. The RACI is a matrix used to identify the Responsible, Accountable, Consulted, and Informed individuals on each of the significant project activities (Project Management Institute, 2021). Refined responsibilities ensure that work isn't duplicated, that there is clarity around the accountability of tasks and avoid miscommunication between departments. For instance, the IT team could be involved in developing systems, but senior management would be liable for the strategic decisions. Marketing teams are engaged in customer launch planning; customer service teams are notified of implementation dates prior to launch.
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Fig 2. RACI Matrix for ConnectPlus
These engagement tools are very useful in making sure that things are coordinated but if they are not used in conjunction with other tools, they are not enough. Expectations of the stake holders on a project can change during the project, In particular if technology, laws and market change. The project manager should need to keep engaging systematically with the stake holder through interview/polls, scorecards and meetings. Tesco will then be able to tailor their stake holder involvement strategy before minor concerns turn into major project risks.
Two-way communication is an important component of an effective engagement strategy. It is not enough for stakeholders to be told what project decisions are being made, they should be given opportunities to be engaged in the project decision making process. Staff can participate in workshops, try them out and provide ongoing feedback. Opinion will be gathered from customers via surveys, online comments and user testing prior to the complete roll-out of ConnectPlus. This way, project team will be able to catch issues early and gain trust of the project stakeholders. As stated by Bourne (2015), engaging stakeholders in decision making can build trust and enhance project results, as stakeholders feel their voice is being heard.
Relationship management is an ongoing process that should take place during the whole project life cycle. Stakeholder priorities may shift throughout the process of a project from planning to implementation to evaluation (Ashcroft, 2017). For instance, ease of use might be at the forefront of the customer's mind first, with the issue of data protection coming into play when customer information is being processed. Through regular stakeholder reviews, Tesco can track these expectations and tailor engagement activities to suit them. This flexibility can minimize uncertainty and ensure the successful completion of projects.
Conflict management is the other significant aspect of engagement with stakeholders. In large digital projects, there will be numerous participants all with their own priorities and therefore disagreements and conflict is inevitable. The senior management might be more concerned about the cost and timelines of the project, while IT professionals may be more concerned about the technical aspects of the project. Marketing teams might want more features to enhance customers' experience, while finance teams might want more budget control. The customer might want more personalisation and at the same time be asking for more protection of their personal information. When these conflicting interests are not properly handled, the performance of the projects may be impacted.
The Thomas-Kilmann Conflict Mode Instrument (TKI) is one effective way of dealing with conflict. Thomas and Kilmann (1974) recognize five methods of dealing with conflict: competing, collaborating, compromising, avoiding, and accommodating. The best way to do this for the ConnectPlus project is to engage in collaboration to ensure that any solutions developed benefit the project as a whole. Working together in problem solving builds trust, builds bond, and facilitates ongoing cooperation.
When the time to make decisions is urgent, compromise may be suitable as well. In some cases, for instance, the marketing and IT departments could work out a phased rollout plan in which key platform features are rolled out early followed by other functions later. This enables the project to move forward and acknowledge priority goals of various stakeholder groups.
But, generally, conflict should be minimised. Failure to resolve disputes can bring frustration and unwillingness to change during implementation. Same thing, excessive competition among departments can cause the deterioration of communication and make employees less willing to collaborate. Project managers need to foster open discussion, rational decision-making and respectful negotiation within the project.
Stakeholder engagement is interrelated with risk management. Risk may be further increased by inadequate communication, lack of training, and stakeholders' non-commitment (Bourne, 2015). This way, Tesco should maintain a stakeholder risk register where potential risks are identified, their probability and impact are evaluated, and mitigating steps are planned. This can involve extra employee training, more robust cyber security systems, frequent compliance checks and planning for technology failures. The Project Management Institute (2021) says that stakeholder management can be included in risk management, which enhances project resilience and helps to improve project decision-making.
Besides, digital communication tools work as an excellent method to deepen stakeholder engagement. By using collaborative project management software, customer relationship management (CRM) systems, and online dashboards, stakeholders can be offered immediate information. The technologies provide transparency and have the ability to facilitate collaboration across Tesco's global business. Even so, one must always remember that there should not be a total substitution of face-to-face communication. For instance, when it is a matter of addressing delicate issues, conflicts, or making strategic decisions, face-to-face meetings remain essential.
Noteworthy, effective stakeholder engagement is a process that requires ongoing communication, involvement, handling of conflicts, and periodic review. The use of structured engagement frameworks coupled with practical communication tools will enable Tesco to develop greater stakeholder relationships, minimize project risk and optimize the successful implementation of ConnectPlus.
[bookmark: _Toc233892917]6. Sustainable Stakeholder Engagement and Business Performance 
Sustainable stakeholder engagement is about building relationships with stakeholders that go beyond the completion of a project. Engagement is not an activity done for a short period of time, but rather part of the business as usual. Freeman (1984) suggests that organisations add value for the long-term when they reconcile the needs of the customer, employees, the investor, the supplier and wider society.
Sustainable engagement benefits Tesco's business and customers' trust. ConnectPlus will rely on people willingly giving personal information for personalised service. Transparency in the collection, storage and usage of customer data will therefore continue to be critical even after the platform is launched. Trust leads to ongoing participation and to loyalty on the part of the customer, which can generate sustainable competitive advantage (Nijssen and Frambech, 2017).
A commitment of employees is also supported by continued engagement with stakeholders in a way that is sustainable. When employees feel involved in decision making within the organisation, they are more likely to be supportive of change initiatives and to be involved in continuous improvement in the organisation. Christopher, Payne and Ballantyne (2013) state that the role of relationship management is to value creation for both the organisation and its stakeholders. For ConnectPlus, staff who are regularly communicating and properly trained are more likely to be comfortable with the new platform and will be able to assist with the implementation process with customers.
Customers are still the key external stakeholders since their acceptance is critical to fulfilling ConnectPlus' goals. Tesco should thus go on gathering customer feedback after implementation by conducting satisfaction surveys, analysing reviews of its mobile app, customer service calls and its loyalty programme analytics. By providing continuous feedback, the organisation is able to enhance the functionality of the system and react to the changing customer expectations. This approach of providing a customer-centred solution is beneficial in building long-term customer relationships and repeat sales.
The supply chain partners, like suppliers and technology partners, are also accountable for delivering sustainable business performance. Besides, long-term partnership development helps to foster innovation, enables information flow and makes the supply chain more resilient. Tesco Yet should not see suppliers just as transaction partners but should rather develop collaborative relationships by visiting one another for performance reviews, planning meetings and setting common improvement goals. This relationship would strengthen the supply chain's resilience and may provide the foundation for future digital innovation.
Another consideration in sustainable stakeholder engagement is regulatory compliance. Customer data and AI are key to ConnectPlus. As a result, the company will ensure data protection, cyber security and consumer protection laws are complied with during the platform's life. Regular audits, compliance training and external security assessments make sure that stakeholder trust is secured and legal and reputation risks are minimized. Harrison and Lock (2017) suggest that stakeholder trust may be built through proactive governance as this is demonstrating organizations' accountability and good decision-making.
Sustainability in engagement also affects organizational performance. Strong stakeholder relationships positively affect employee retention, customer satisfaction, organizational efficiency and reputation. Those customers that trust Tesco will likely remain loyal to the company, make recommendations to their friends and become more active in loyalty programs. Same here, leadership that is consistent with positive communication is more likely to result in higher levels of employee productivity and commitment to the organization. Projects that are successful and have good governance also instill greater confidence among investors.
Strategically there is a competitive advantage as it is hard for competitors to establish similar relationships that have already been built and are founded on trust and collaboration with stakeholders. Sound stakeholder relationships take time to build, they can be copied as technology, but they must be built through sound practice and ethical behaviour and by being reliable and consistent in your communication. Freeman (1984) thus proposes that stakeholder relationships should be considered as strategic organisational resources instead of merely as organizational activities.
While doing so offers several advantages, there are also a few difficulties to sustaining stakeholder engagement. New technologies, changing customer behavior, and stricter regulatory requirements contribute to continuously changing stakeholders' needs and expectations. If a company decides not to change its approach towards stakeholder engagement, it will lose not only their trust but also their faith in the company's ability to perform well. Tesco should constantly monitor and evaluate their stakeholder management strategy with the help of some performance indicators like customer satisfaction, employee engagement, stakeholder satisfaction, project outcome, and compliance indicators. By evaluating the organisation continuously, it can identify improvement opportunities and can maintain strong relationship with the stakeholders over time.
[bookmark: _Toc233892918]7. Recommendations and Conclusion 
Tesco will need to establish and maintain good relationships with stakeholders during the project's entire life cycle in order to achieve success with ConnectPlus. A number of recommendations are made on the basis of the analysis presented in this report:
Tesco need to reflect their stakeholder engagement plan at every significant project milestone to make sure that the communication strategies are aligned to the stakeholder expectations. Second, employees need more training before and following implementation to ensure they are comfortable with the AI technologies and are prepared to assist customers. Third, customer feedback should be collected via several digital channels continuously and be fed into future enhancements of the system. Fourth, collaboration with technology partners needs to be reinforced by regular performance reviews, innovation planning and joint innovation efforts (Vangen and Huxham, 2023). Lastly, a structured performance dashboard should be employed to track stakeholder performance indicators such as customer satisfaction, employee engagement, project delivery and regulatory compliance.
In conclusion, stakeholder involvement is key to successfully delivering ConnectPlus. By using a stakeholder prioritisation tool such as Mendelow's Power–Interest Matrix and the Stakeholder Salience Model, Tesco can effectively allocate stakeholder engagement resources and focus on stakeholder priorities. In addition to good communication, participative conflict management and ongoing assessment, sustainable stakeholder engagement improves organisational performance, minimises project risk and contributes to maintaining long-term competitive edge. The management of stakeholders therefore should be an issue from a strategic level during project implementation and also in future business operations.
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