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SECTION 1 — EXECUTIVE SUMMARY 
This report examines the strategic stakeholder engagement required for the successful design, launch, and adoption of ConnectPlus, Tesco’s new AI‑enhanced customer loyalty and engagement platform. As Tesco expands its digital ecosystem across local and international markets, effective stakeholder management becomes essential to ensure alignment, collaboration, and commitment throughout the project lifecycle. The report identifies and categorises key internal and external stakeholders using recognised frameworks such as the Stakeholder Interest–Influence Matrix and Mitchell et al.’s (1997) Salience Model, highlighting their varying levels of power, legitimacy, and urgency in relation to the ConnectPlus rollout.
The report outlines the roles, responsibilities, benefits, and challenges associated with each stakeholder group, emphasising the importance of cross‑functional coordination between technology teams, marketing, data governance, store operations, suppliers, and regulatory bodies. It critically evaluates engagement strategies grounded in stakeholder theory (Freeman, 1984), relationship marketing (Christopher et al., 2013), and contemporary engagement models including the 4Cs Framework, RACI Matrix, SWANS/OWANS typology, and structured communication planning. Conflict management approaches are explored to ensure cultural sensitivity, ethical data practices, and trust‑building across diverse international markets.
The report further assesses how sustainable stakeholder engagement contributes to long‑term business performance, including improved customer retention, enhanced data-driven decision-making, stronger brand differentiation, and increased organisational resilience. It concludes with strategic recommendations to strengthen Tesco’s stakeholder engagement capability, ensuring that ConnectPlus is launched effectively, ethically, and competitively within the global retail and e-commerce landscape.







SECTION 2 — INTRODUCTION 
Tesco is one of the UK’s largest and most influential retail and e‑commerce organisations, operating more than 4,000 stores domestically and serving millions of customers across Central Europe, Ireland, and Asia through its diversified retail formats and digital channels. Over the past decade, Tesco has increasingly positioned itself as a data‑driven retailer, leveraging Clubcard insights, online shopping behaviour, and advanced analytics to strengthen customer loyalty and operational efficiency. As global retail continues to shift towards personalised digital engagement, Tesco is preparing to launch ConnectPlus, an AI‑enhanced customer loyalty and engagement platform designed to transform how customers interact with the brand across local and international markets.
ConnectPlus integrates personalised recommendations, mobile‑based rewards, predictive analytics, and real‑time customer insight tools. Its purpose is to enhance customer retention, improve decision‑making, and differentiate Tesco within an increasingly competitive global retail landscape. The platform will be deployed across selected markets within six months, requiring coordinated collaboration between internal departments, external partners, regulators, and international market teams. Given the scale and complexity of this digital transformation initiative, effective stakeholder engagement is essential to ensure alignment, trust, and commitment throughout the project lifecycle.
Stakeholder engagement is a critical component of project success, particularly in multinational retail environments where cultural expectations, regulatory requirements, and technological capabilities vary significantly. Drawing on stakeholder theory (Freeman, 1984), relationship marketing principles (Christopher et al., 2013), and contemporary engagement frameworks, this report critically examines how Tesco can identify, analyse, and engage key stakeholders to support the successful rollout of ConnectPlus. It explores the benefits, challenges, and ethical considerations associated with stakeholder engagement and evaluates how sustainable engagement practices contribute to long‑term business performance. Through a structured and academically grounded approach, the report provides strategic insights to support Tesco’s senior leadership and project management teams in delivering a globally scalable and customer‑centric digital platform.




SECTION 3 — SMART OBJECTIVES 
The ConnectPlus project will be guided by the following SMART objectives to ensure a structured and measurable rollout across Tesco’s local and international markets:
1. Specific: Successfully design, test, and deploy the ConnectPlus platform across selected UK, Central European, and Asian markets.
2. Measurable: Achieve a minimum 20% increase in digital customer engagement and 15% uplift in Clubcard mobile app usage within six months of launch.
3. Achievable: Leverage Tesco’s existing digital infrastructure, data analytics capabilities, and cross‑functional expertise.
4. Relevant: Strengthen customer loyalty, enhance personalisation, and support Tesco’s digital transformation strategy.
5. Time‑bound: Complete full deployment and stakeholder alignment within six months.
	Strengths
	Weaknesses

	Strong existing digital infrastructure (Tesco Clubcard, app ecosystem).
	High implementation cost and resource dependency across multiple departments.

	Large customer base with established loyalty behaviours.
	Potential resistance from store staff due to increased workload and training needs.

	Advanced data analytics and AI capabilities already embedded in Tesco’s operations.
	Integration challenges across international markets with varying technological maturity.

	Strong brand reputation and trust in the UK retail sector.
	Dependence on third‑party technology vendors for cloud, AI, and cybersecurity functions.

	Opportunities
	Threats

	Growing global demand for personalised digital retail experiences.
	Increasing regulatory scrutiny around data privacy, AI ethics, and GDPR compliance.

	Potential for new revenue streams through targeted promotions and supplier partnerships.
	Strong competition from Amazon, Aldi, Lidl, and other retailers investing in digital loyalty platforms.

	Enhanced customer insight enabling better strategic decision‑making.
	Cultural differences affecting adoption rates in international markets.

	Ability to expand ConnectPlus into new markets and enhance global competitiveness.
	Cybersecurity risks, including data breaches and algorithmic bias concerns.



Table1 :SWOT 
	Factor
	Key Issues for Tesco’s ConnectPlus

	Political
	Data protection laws (UK GDPR), international regulatory differences, digital taxation policies, government digital‑innovation incentives.

	Economic
	Inflation affecting tech investment, cost of digital infrastructure, global supply chain pressures, customer spending behaviour.

	Social
	Rising demand for personalisation, varying digital literacy levels, cultural differences in reward preferences, customer trust in AI.

	Technological
	Rapid AI advancements, cybersecurity risks, mobile app integration, cloud infrastructure reliability, omnichannel expectations.

	Environmental
	Rapid AI advancements, cybersecurity risks, mobile app integration, cloud infrastructure reliability, omnichannel expectations.

	Legal
	Compliance with GDPR, AI ethics regulations, consumer protection laws, international data‑transfer restrictions, contractual obligations with vendors.



Table 2: PESTEL Analysis for ConnectPlus Platform
The PESTEL analysis highlights several external forces that directly shape how Tesco must engage stakeholders during the ConnectPlus rollout. Political and legal factors — particularly GDPR, AI ethics, and international data regulations — require Tesco to keep regulators informed, consult them regularly, and provide continuous updates to ensure compliance. Economic pressures and technological complexity mean internal teams such as IT, finance, and cybersecurity must be managed closely, with frequent progress reviews and risk assessments.
Social and cultural differences across Tesco’s international markets reinforce the need to keep local teams informed and updated, adapting communication styles and reward strategies to ensure customer adoption. Environmental expectations require Tesco to consult suppliers and brand partners to align digital rewards with sustainability goals. Finally, technological advancements and cybersecurity risks demand that technology vendors and digital partners are kept informed, updated, and engaged collaboratively to maintain platform stability and trust.
Overall, the PESTEL factors emphasise the importance of continuous communication, proactive updates, and regular consultation with high‑influence stakeholders, ensuring ConnectPlus remains compliant, competitive, and culturally relevant across all markets.

















SECTION 4 — IDENTIFICATION & CATEGORISATION OF KEY INTERNAL AND EXTERNAL STAKEHOLDERS 
The successful design, launch, and adoption of Tesco’s ConnectPlus platform requires a comprehensive understanding of the diverse stakeholders who influence, contribute to, or are affected by the project. Stakeholder theory (Freeman, 1984) emphasises that organisations must identify and manage relationships with all parties who can impact strategic outcomes. For a global retail and e‑commerce initiative, this involves mapping internal and external stakeholders across multiple markets, functions, and regulatory environments. This section applies two recognised frameworks—the Interest–Influence Matrix and Mitchell et al.’s (1997) Salience Model—to categorise stakeholders according to their power, legitimacy, urgency, and strategic importance.
4.1 Stakeholder Identification
Internal Stakeholders
· Executive Leadership (CEO, CIO, CDO, Board of Directors)
· Project Management Office (PMO)
· IT & Digital Transformation Teams
· Data Analytics & AI Development Teams
· Cybersecurity & Data Governance Teams
· Marketing & Customer Insight Department
· Clubcard Loyalty Team
· Store Operations Managers (UK & International)
· HR & Training Department
· Finance Department
· Supply Chain & Logistics Teams
· Customer Service & Contact Centre Teams
External Stakeholders
· Customers (UK and international markets)
· Technology Vendors & Software Partners
· Regulators (ICO, GDPR authorities, international data regulators)
· Suppliers & Brand Partners
· Payment Providers (e.g., Visa, Mastercard)
· Telecommunications Providers (mobile app integration)
· International Market Authorities
· Industry Bodies (Retail associations, digital commerce groups)
· Media & Public Relations Stakeholders
4.2 Interest–Influence Matrix
The Interest–Influence Matrix categorises stakeholders based on their level of interest in the ConnectPlus project and their ability to influence its outcomes.
	Stakeholder Group
	Interest Level
	Influence Level
	Engagment Strategy

	Executive Leadership & Board
	High
	High
	Manage closely — frequent updates, strategic reviews, decision‑making involvement.

	IT & Digital Transformation Teams
	High
	High
	Manage closely — daily coordination, technical workshops, collaborative planning.

	Data Governance & Cybersecurity Teams
	High
	High
	Manage closely — compliance consultations, risk assessments, continuous monitoring.

	Marketing, Customer Insight & Clubcard Teams
	High
	Medium
	Manage closely — compliance consultations, risk assessments, continuous monitoring.

	Store Operations (UK & International)
	High
	Low
	Keep informed — training updates, operational guidance, change‑management support.

	Customer Service Teams
	Medium
	Low
	Keep informed — process updates, FAQs, customer query training.

	Customers (UK & International)
	High
	Low
	Keep informed — transparent communication, app updates, user testing feedback.

	Technology Vendors & Software Partners
	Medium
	Medium
	. Consult — integration meetings, service-level reviews, technical alignment.

	Regulators (ICO, GDPR, International Authorities)
	High
	High
	Manage closely — compliance reporting, early consultations, legal reviews.

	Regulators (ICO, GDPR, International Authorities)
	Meduim
	Low
	Monitor / Inform — promotional updates, data-sharing guidance.

	Media & Advocacy Groups
	Low
	Medium
	Monitor — reputation monitoring, proactive communication during issues.


Table 3. Interest /influence Matrix table

Table 4: RACI Matrix for ConnectPlus Platform Rollout
4.3 Salience Model (Mitchell, Agle & Wood, 1997)
The Salience Model categorises stakeholders based on power, legitimacy, and urgency, helping determine who deserves priority attention.
Definitive Stakeholders (Power + Legitimacy + Urgency)
· Executive Leadership
· Regulators (ICO, GDPR authorities)
· IT & Digital Transformation Teams
These stakeholders possess all three attributes and must be engaged continuously. Regulators, for example, have legal legitimacy, high power, and urgent concerns regarding data privacy and AI ethics.
Dominant Stakeholders (Power + Legitimacy)
· Marketing & Loyalty Teams
· Data Governance Teams
· Finance Department
They have strong influence and legitimate roles but may not have urgent claims unless issues arise.
Dependent Stakeholders (Legitimacy + Urgency)
· Customers
· Store Operations Managers
· Customer Service Teams
These groups rely on Tesco to act on their needs. Their concerns—such as usability, fairness, and transparency—are urgent but they lack direct power.
Dangerous Stakeholders (Power + Urgency)
· Media
· Public Advocacy Groups (data ethics, consumer rights)
They can rapidly escalate issues (e.g., data breaches, AI bias) and influence public perception.
Discretionary Stakeholders (Legitimacy Only)
· Suppliers
· Industry Bodies
They have legitimate interests but limited urgency or power.
Dormant Stakeholders (Power Only)
· Technology Vendors
They possess technical power but may not have urgent or legitimate claims unless contractual issues arise.
4.4 Summary of Stakeholder Categorisation
Using both frameworks provides a multi‑layered understanding of stakeholder dynamics:
· The Interest–Influence Matrix highlights operational and strategic involvement.
· The Salience Model identifies which stakeholders require priority attention due to power, legitimacy, and urgency.
Together, these frameworks ensure Tesco can strategically manage relationships, allocate resources effectively, and anticipate potential conflicts or risks during the ConnectPlus rollout. This structured categorisation forms the foundation for the next section, which explores stakeholder roles, responsibilities, benefits, and challenges in greater depth.



























SECTION 5 — ROLES, RESPONSIBILITIES, BENEFITS & CHALLENGES OF KEY STAKEHOLDERS 
The successful rollout of Tesco’s ConnectPlus platform depends on the coordinated involvement of multiple internal and external stakeholders, each contributing distinct expertise, resources, and decision‑making authority. Understanding their roles, responsibilities, benefits, and potential challenges is essential for effective project management and stakeholder engagement.
5.1 Internal Stakeholders
Executive Leadership & Board of Directors
Roles & Responsibilities: Provide strategic direction, approve budgets, oversee risk, and ensure alignment with Tesco’s digital transformation strategy. Benefits: Their support ensures organisational legitimacy, resource allocation, and strategic prioritisation. Challenges: Competing priorities, risk aversion, and pressure for rapid results may create tension with operational teams.
Project Management Office (PMO)
Roles: Coordinate project planning, timelines, resource allocation, and cross‑functional collaboration. Benefits: Ensures structured governance and accountability. Challenges: Managing interdepartmental dependencies and balancing diverse stakeholder expectations.
IT, Digital Transformation & AI Development Teams
Roles: Build, test, and integrate ConnectPlus; ensure system reliability, scalability, and interoperability across markets. Benefits: Provide technical expertise and innovation capability. Challenges: Tight deadlines, complex integrations, and varying international infrastructure.
Data Governance & Cybersecurity Teams
Roles: Ensure GDPR compliance, ethical AI use, data protection, and risk mitigation. Benefits: Protect Tesco’s reputation and customer trust. Challenges: Navigating diverse international regulations and managing data‑related risks.
Marketing, Customer Insight & Clubcard Loyalty Teams
Roles: Develop customer engagement strategies, personalise rewards, and drive adoption. Benefits: Enhance customer loyalty and brand differentiation. Challenges: Aligning global marketing strategies with local cultural expectations.
Store Operations & Customer Service Teams
Roles: Support customer onboarding, resolve queries, and ensure seamless in‑store integration. Benefits: Provide frontline insight into customer behaviour and operational realities. Challenges: Increased workload, training needs, and resistance to new digital processes.
Finance Department
Roles: Manage budgets, assess ROI, and monitor financial risks. Benefits: Ensures financial sustainability of the project. Challenges: Balancing cost control with innovation investment.
5.2 External Stakeholders
Customers
Roles: Adopt and use ConnectPlus; provide behavioural data and feedback. Benefits: Gain personalised rewards, convenience, and improved shopping experiences. Challenges: Concerns about data privacy, digital literacy, and trust in AI‑driven recommendations.
Technology Vendors & Software Partners
Roles: Provide technical infrastructure, cloud services, and integration support. Benefits: Offer specialised expertise and innovation. Challenges: Contractual dependencies, service reliability, and integration complexity.
Regulators (ICO, GDPR Authorities, International Data Bodies)
Roles: Enforce compliance, data protection, and ethical AI standards. Benefits: Ensure legal legitimacy and customer protection. Challenges: Diverse regulatory requirements across markets and evolving AI legislation.
Suppliers & Brand Partners
Roles: Participate in promotional campaigns and data‑driven product placement. Benefits: Gain insights into customer behaviour and targeted marketing opportunities. Challenges: Data‑sharing concerns and alignment with Tesco’s digital strategy.
Media & Public Advocacy Groups
Roles: Influence public perception and highlight ethical concerns. Benefits: Provide external accountability and transparency. Challenges: Negative publicity in cases of data breaches or algorithmic bias.
5.3 Summary
Each stakeholder group brings essential value to the ConnectPlus project, from strategic leadership and technical expertise to customer insight and regulatory oversight. However, their involvement also introduces challenges such as conflicting priorities, cultural differences, data privacy concerns, and operational pressures. Understanding these dynamics enables Tesco to design targeted engagement strategies that foster collaboration, trust, and commitment throughout the project lifecycle.










SECTION 6 — STAKEHOLDER ENGAGEMENT & CONFLICT MANAGEMENT 
Effective stakeholder engagement is essential for the successful rollout of Tesco’s ConnectPlus platform across diverse local and international markets. As Project Manager, the engagement process must be structured, culturally sensitive, and grounded in recognised theoretical frameworks. This section critically explains how stakeholders will be engaged throughout the project lifecycle and evaluates methods for managing conflicts that may arise. It draws on stakeholder theory (Freeman, 1984), relationship marketing (Christopher et al., 2013), the 4Cs model, RACI matrix, SWANS/OWANS typology, and contemporary engagement planning principles.
6.1 The Stakeholder Engagement Process
Stakeholder engagement is not a single activity but a continuous cycle of identification, analysis, communication, collaboration, and evaluation. For ConnectPlus, the engagement process will follow a structured five‑stage model:
Stage 1: Stakeholder Identification and Prioritisation
Using the Interest–Influence Matrix and Salience Model (Mitchell et al., 1997), stakeholders are categorised based on their power, legitimacy, and urgency. This ensures that high‑priority stakeholders—such as executive leadership, regulators, IT teams, and marketing—receive intensive engagement, while lower‑priority groups are monitored appropriately.
Stage 2: Understanding Stakeholder Needs and Expectations
Tesco must analyse stakeholder motivations, concerns, and cultural contexts. For example:
· Regulators prioritise data protection and ethical AI use.
· Customers value transparency, usability, and personalised rewards.
· International market teams require localisation and cultural adaptation.
· Store operations need training and operational clarity.
This aligns with Ashcroft’s (2017) relational lens, which emphasises understanding stakeholder relationships to build trust and commitment.
Stage 3: Developing the Stakeholder Engagement Plan
A formal engagement plan outlines:
· Communication frequency
· Engagement methods
· Responsibilities
· Escalation routes
· Cultural considerations
· Feedback mechanisms
This ensures consistency and accountability across markets.
Stage 4: Implementation of Engagement Activities
Engagement activities include:
· Workshops and cross‑functional meetings
· Digital collaboration platforms (Teams, SharePoint)
· Training programmes for store staff
· Customer focus groups and beta testing
· Regulatory consultations
· Supplier briefings
· Executive steering committees
These activities foster collaboration and reduce uncertainty.
Stage 5: Monitoring, Evaluation, and Continuous Improvement
Engagement effectiveness is measured through:
· Stakeholder satisfaction surveys
· Adoption metrics
· Feedback loops
· Issue logs
· Risk assessments
Continuous improvement ensures that engagement remains relevant throughout the project lifecycle.
6.2 Engagement Frameworks and Models
6.2.1 The 4Cs Model (Communication, Collaboration, Consultation, Commitment)
The 4Cs model provides a practical structure for engaging stakeholders:
Communication
Clear, timely, and transparent communication is essential. Tesco will use:
· Weekly project updates
· Monthly steering committee reports
· Real‑time dashboards
· Multilingual communication for international markets
Communication must be tailored to stakeholder needs. For example, executives require strategic summaries, while IT teams need technical detail.
Collaboration
Cross‑functional collaboration ensures shared ownership. Tesco will establish:
· Joint working groups (IT, marketing, data governance)
· Co‑design workshops with international teams
· Supplier collaboration sessions
Collaboration reduces siloed decision‑making and enhances innovation.
Consultation
Consultation ensures stakeholders feel heard. Tesco will conduct:
· Customer focus groups
· Regulatory consultations
· Store manager feedback sessions
· Supplier advisory panels
Consultation aligns with relationship marketing principles (Christopher et al., 2013), which emphasise co‑creation of value.
Commitment
Commitment is achieved when stakeholders understand the project’s value and feel invested in its success. This requires:
· Clear benefits communication
· Training and support
· Recognition of stakeholder contributions
Commitment is essential for adoption and long‑term sustainability.

1, Communication. Clear, transparent  information shared with stakeholders
2. Consulation. Listening, gathering. feedback, understanding and expectations
3. Collaboraation. Working together to co -create solution s and reduce resisitance
4. Commitiment
Stakeholdedrs support, adopy and champion the project
Back to communication. Continous updates to maintain trust and aligment

6.2.2 RACI Matrix
Table 4: RACI Matrix for ConnectPlus Platform Rollout

The RACI matrix clarifies roles and responsibilities:

	Task / Responsibility Area
	Responsible (R)
	Accountable (A)
	Consulted (C)
	Informed (I)

	Platform Design & Development
	IT & Digital Teams
	CIO / Head of Digital
	Data Governance, Marketing
	Executive Leadership

	AI Personalisation & Analytics
	Data Analytics Team
	Chief Data Officer
	Marketing, IT
	Executive Leadership

	Cybersecurity & GDPR Compliance
	Cybersecurity & Data Governance
	Chief Data Officer
	Legal, Regulators
	Executive Leadership

	Customer Engagement Strategy
	Marketing & Clubcard Teams
	Chief Marketing Officer
	Data Analytics, Store Ops
	Executive Leadership

	International Market Adaptation
	International Market Leads
	Regional Directors
	Marketing, IT
	Store Operations

	Store Training & Onboarding
	HR & Training Teams
	HR Director
	Store Operations
	All store Staff

	Supplier & Brand Partner Integration
	Supplier Relations Team
	Commercial Director
	Marketing, IT
	Suppliers

	Customer Support & Issue Resolution
	Customer Service Teams
	Customer Experience Director
	IT, Store Ops
	Customers

	Budgeting & Financial Oversight
	Finance Team
	CFO
	Executive Leadership
	PMO

	Project Governance & Reporting
	PMO
	Programme Director
	All Departments
	All Stakeholdders




This matrix ensures clarity, reduces duplication, and supports conflict prevention.
6.2.3 SWANS and OWANS Typology
The SWANS/OWANS model categorises stakeholders based on their willingness and ability to support the project.
SWANS (Supportive, Willing, Able, Necessary Stakeholders)
· Executive leadership
· IT teams
· Marketing teams
· Data governance teams
These stakeholders are highly supportive and essential for project success.
OWANS (Opposed, Weak, Against, Necessary Stakeholders)
· Store operations (initial resistance due to workload)
· Customers (concerns about data privacy)
· Regulators (strict compliance requirements)
· Media (risk of negative publicity)
OWANS stakeholders require targeted engagement to mitigate resistance.
SWANS represent stakeholders who are supportive, willing, able, and necessary for the ConnectPlus rollout. They have positive expectations, cooperate with project activities, and actively contribute expertise and resources. In contrast, OWANS are opposed, weak, against, yet still necessary stakeholders whose expectations may be negative or uncertain. They may resist due to workload concerns, data‑privacy fears, or cultural differences. Applying the SWANS/OWANS model enables Tesco to strengthen collaboration with supportive stakeholders while providing targeted communication, reassurance, and consultation to those who are hesitant, ensuring balanced engagement and reducing project risk.

6.3 Communication Strategies Across Cultural and Market Contexts
Tesco operates in diverse markets, including the UK, Central Europe, and Asia. Cultural differences influence communication preferences, decision‑making styles, and expectations.
High‑Context vs Low‑Context Communication
· High‑context cultures (e.g., Thailand, Malaysia) rely on implicit communication and relationship‑building.
· Low‑context cultures (e.g., UK, Czech Republic) prefer direct, explicit communication.
Tesco must adapt communication styles accordingly.
Language and Localisation
All communication materials must be:
· Translated accurately
· Culturally adapted
· Sensitive to local norms
For example, reward messaging may differ between markets due to cultural attitudes toward promotions.
Regulatory Variations
Different markets have varying data protection laws. Tesco must:
· Engage regulators early
· Provide transparent data usage explanations
· Adapt AI models to local legal requirements
6.4 Conflict Management Strategies
Conflicts are inevitable in large digital transformation projects. Effective conflict management ensures project continuity and stakeholder satisfaction.
6.4.1 Sources of Conflict
Common sources include:
· Misaligned expectations
· Resource constraints
· Cultural misunderstandings
· Data privacy concerns
· Technical integration issues
· Competing departmental priorities
6.4.2 Conflict Resolution Approaches
Interest‑Based Negotiation
Focuses on underlying interests rather than positions. For example:
· IT teams want stability
· Marketing wants speed Negotiation finds a balanced solution.
Mediation and Facilitation
The PMO can mediate conflicts between departments, ensuring fairness and transparency.
Escalation Protocols
Clear escalation routes ensure timely resolution:
· Operational issues → PMO
· Strategic issues → Executive Steering Committee
· Compliance issues → Data Governance & Legal
Cultural Sensitivity
Conflict resolution must consider cultural norms. In high‑context cultures, indirect approaches may be more effective.
6.5 Building Trust and Ethical Engagement
Trust is central to stakeholder engagement. Tesco must demonstrate:
· Transparency in data usage
· Ethical AI practices
· Respect for cultural differences
· Clear communication of benefits
· Accountability for mistakes
Ethical considerations include:
· Avoiding algorithmic bias
· Ensuring fairness in personalised rewards
· Protecting vulnerable customers
· Complying with GDPR and international laws
6.6 Summary
Effective stakeholder engagement for ConnectPlus requires structured planning, cultural sensitivity, and continuous communication. By applying models such as the 4Cs, RACI, SWANS/OWANS, and stakeholder theory, Tesco can foster collaboration, manage conflicts, and build trust across diverse markets. This ensures that ConnectPlus is launched successfully, ethically, and sustainably.








SECTION 7 — IMPACT OF SUSTAINABLE STAKEHOLDER ENGAGEMENT ON BUSINESS PERFORMANCE 
Sustainable stakeholder engagement is a strategic asset that significantly enhances Tesco’s business performance, particularly in the context of launching ConnectPlus across diverse markets. Sustainable engagement goes beyond short‑term communication; it involves building long‑term, trust‑based relationships that support organisational resilience, innovation, and competitive advantage. This section critically evaluates how sustained engagement with internal and external stakeholders contributes to operational efficiency, customer loyalty, ethical compliance, and strategic growth.
7.1 Enhanced Customer Loyalty and Retention
Customers are central to the success of ConnectPlus. Sustainable engagement—through transparent communication, personalised rewards, and ethical data practices—strengthens customer trust and loyalty. Relationship marketing theory (Christopher et al., 2013) emphasises that long‑term customer relationships create superior value compared to transactional interactions. When customers feel confident that Tesco uses their data responsibly and provides meaningful personalised experiences, they are more likely to adopt and continue using ConnectPlus.
Improved loyalty directly impacts business performance through:
· Increased repeat purchases
· Higher Clubcard engagement
· Greater cross‑channel shopping (online and in‑store)
· Stronger brand advocacy
In international markets, culturally sensitive engagement ensures that ConnectPlus resonates with local expectations, further enhancing customer retention.
7.2 Improved Operational Efficiency and Cross‑Functional Alignment
Sustainable engagement with internal stakeholders—such as IT teams, store operations, marketing, and data governance—reduces friction and improves operational efficiency. When stakeholders collaborate consistently, share knowledge, and align their objectives, Tesco benefits from:
· Faster decision making
· Reduced project delays
· Improved integration between digital and physical retail operations
· Enhanced problem solving capability
The relational lens (Ashcroft, 2017) highlights that strong internal relationships reduce coordination costs and improve organisational performance. For ConnectPlus, this means smoother deployment, fewer technical issues, and more effective customer support.
7.3 Strengthened Innovation and Digital Transformation
Digital transformation requires continuous innovation, which is only possible when stakeholders are engaged sustainably. Cross‑functional collaboration encourages creativity and knowledge sharing. For example:
· IT teams innovate through AI and predictive analytics.
· Marketing teams develop new engagement strategies.
· Store operations provide real-time customer insight.
· Suppliers contribute product level data for personalised promotions.
Sustainable engagement ensures these groups remain committed to innovation, enabling Tesco to maintain a competitive edge in the global retail and e‑commerce market.
7.4 Ethical Compliance and Risk Reduction
In a data‑driven platform like ConnectPlus, ethical considerations are paramount. Sustainable engagement with regulators, data governance teams, and consumer advocacy groups ensures compliance with GDPR and international data laws. This reduces risks such as:
· Data breaches
· Algorithmic bias
· Misuse of customer information
· Reputational damage
Ethical engagement also enhances customer trust, which is essential for long‑term adoption of digital platforms. By proactively engaging regulators and adhering to ethical AI principles, Tesco strengthens its reputation as a responsible retailer.
7.5 Increased Global Scalability and Market Adaptation
Tesco operates in culturally diverse markets. Sustainable engagement with international teams ensures that ConnectPlus is adapted to local:
· Cultural norms
· Regulatory requirements
· Customer behaviours
· Technological infrastructure
This localisation improves adoption rates and reduces the risk of market‑specific failures. Sustainable engagement also builds long‑term relationships with local authorities, suppliers, and partners, supporting Tesco’s global expansion strategy.
7.6 Enhanced Financial Performance and ROI
Sustainable stakeholder engagement contributes to improved financial performance through:
· Higher customer lifetime value
· Increased digital sales
· Reduced operational inefficiencies
· Lower compliance risks
· Improved project success rates
When stakeholders are aligned and committed, projects are delivered on time and within budget. ConnectPlus becomes a profitable investment rather than a costly digital initiative.
7.7 Organisational Reputation and Brand Differentiation
In a competitive retail environment, reputation is a key differentiator. Sustainable engagement enhances Tesco’s brand image by demonstrating:
· Transparency
· Ethical responsibility
· Customer centricity
· Innovation leadership
Positive stakeholder relationships—especially with customers, regulators, and media—strengthen Tesco’s public perception. This is particularly important in international markets where trust must be earned.
7.8 Long‑Term Organisational Resilience
Sustainable engagement builds resilience by creating strong networks of support across the organisation and its external environment. When stakeholders trust Tesco and feel valued, they are more likely to support the company during challenges such as:
· Market disruptions
· Technological failures
· Regulatory changes
· Economic downturns
Resilient organisations recover faster and maintain competitive advantage.
7.9 Summary
Sustainable stakeholder engagement is not merely a project requirement—it is a strategic driver of business performance. For Tesco, long‑term engagement enhances customer loyalty, operational efficiency, innovation, ethical compliance, global scalability, financial performance, and organisational resilience. By embedding sustainable engagement practices into the ConnectPlus rollout, Tesco strengthens its position as a leading global retailer and ensures the platform’s long‑term success.


SECTION 8 — RECOMMENDATIONS & CONCLUSION 
8.1 Recommendations
To ensure the successful global rollout of ConnectPlus, Tesco should adopt the following strategic recommendations:
1. Strengthen Cross‑Functional Collaboration Tesco should formalise cross‑departmental working groups involving IT, marketing, data governance, store operations, and international market teams. This will reduce siloed decision making and accelerate problem solving during deployment.
2. Enhance Cultural and Market Adaptation Tesco must tailor communication, training, and customer engagement strategies to local cultural norms and regulatory environments. Investing in local market research and multilingual communication will improve adoption and trust.
3. Prioritise Ethical Data Governance Tesco should implement transparent data policies, ethical AI guidelines, and continuous regulatory engagement. This will mitigate risks related to privacy, algorithmic bias, and compliance across international markets.
4. Invest in Continuous Stakeholder Engagement Stakeholder engagement should extend beyond launch. Regular feedback loops, customer insight analysis, and staff training updates will ensure long‑term platform sustainability and performance.
5. Strengthen Conflict Management Mechanisms Tesco should establish clear escalation routes, mediation processes, and conflict‑resolution training for project teams. This will reduce delays and maintain stakeholder commitment.
6. Monitor and Evaluate Engagement Effectiveness Tesco should use KPIs such as customer adoption rates, stakeholder satisfaction scores, and operational efficiency metrics to evaluate engagement success and inform continuous improvement.
8.2 Conclusion
The ConnectPlus platform represents a significant step in Tesco’s digital transformation journey, offering enhanced personalisation, customer insight, and competitive differentiation. Its successful rollout depends on effective stakeholder engagement across diverse internal and external groups. By applying stakeholder theory, engagement frameworks, and ethical principles, Tesco can build trust, foster collaboration, and ensure alignment throughout the project lifecycle. Sustainable stakeholder engagement not only supports the immediate success of ConnectPlus but also strengthens Tesco’s long‑term organisational resilience, global scalability, and customer loyalty. Through strategic engagement, ethical governance, and continuous improvement, Tesco can position ConnectPlus as a leading digital loyalty platform in the global retail and e‑commerce landscape.
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