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Executive Summary
Tesco PLC is a United Kingdom-based, large multinational grocery and general merchandise retail company with an annual revenue of an approximate £68.2 billion in 2023/24 and serves millions of customers in various markets (Tesco PLC 2024). In a bid to fend off a digital-first wave of rivals such as discounters and digital-first retailers, Tesco has announced new range of moves around the ConnectPlus service, a digital customer loyalty and engagement initiative using artificial intelligence, mobile technology, and real-time analytics. The website will be utilised to offer tailor-made product recommendations, participate in improving customer retention rates whilst also fortifying the competitive market position of Tesco. Successfully engaging stakeholders will be critical for the implementation of ConnectPlus. This report discusses and applies a variety of frameworks, such as Freeman's (1984) Stakeholder Theory, Mitchell, Agle and Wood's (1997) Stakeholder Salience Model, the Power–Interest Matrix, a structured Communication Plan and the RACI Matrix to identify and analyse a wide range of stakeholders; the customer, the employee, senior management, the information technology team, the information technology supplier, government regulators and government investors. Systematic and sustained stakeholder engagement is expected to deliver better customer loyalty, better organisational decision making, lower project risk and long-term sustainable business performance for Tesco.
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[bookmark: _Toc234507167]1. Introduction
The rapid growth of digital technologies has transformed the retail industry, making customer engagement, personalisation and data driven decision making essential sources of competitive advantage. Tesco PLC will soon launch ConnectPlus, an artificial AI platform for customer loyalty and engagement, to address consumer demands and promote long-term relationships. Tesco plc has become to be the largest grocery retailer in the United Kingdom, running more than 4,000 stores making revenue of £68.2 billion in 2023/24 (Tesco plc, 2024). The main aim of ConnectPlus is to extend the current Clubcard offering by personalising product recommendations, giving customers digital rewards, offering targeted promotions and informing customers in real time of what is on offer at Tesco outlets. For any digital transformation project to be a success, stakeholder identification, engagement and management is crucial as well as technology capability. This report critically reviews the stakeholder management strategies needed for Tesco ConnectPlus to launch successfully. This report identifies and categorises internal and external stakeholders, analyses their influence and interests within recognised stakeholder management models and evaluates appropriate type of engagement and communication. This report also examines stakeholder roles and responsibilities, stakeholder issues and potential conflicts, including ethical issues in customer data privacy, cyber security and the regulatory aspect of the UK General Data Protection Regulation (UK GDPR) and the Data Protection Act 2018. This report evaluates the sustainable role of stakeholder involvement in customer satisfaction, organisational performance, brand reputation and business value. This report demonstrates how the successful delivery of the ConnectPlus project can be enhanced by the effective use of established Stakeholder Management frameworks and Best Practice principles, and how this can provide Tesco with sustainable competitive advantage in the evolving Digital Retail environment.







[bookmark: _Toc234507168]2. SMART Objectives of the Tesco ConnectPlus Project
The SMART objectives of the Tesco ConnectPlus project are given below:
Table 1: SMART Objectives of the Tesco ConnectPlus Project(Self Made)
	SMART Criteria
	Objective

	Specific
	To develop and implement the AI powered Tesco ConnectPlus digital loyalty programme for personalised customer engagement.

	Measurable
	To achieve 3 million registered users within 12 months by leveraging Tesco Clubcard customers.

	Achievable
	To utilise Tesco's existing digital infrastructure, Clubcard data, and technology partnerships for successful implementation.

	Relevant
	To improve customer retention, strengthen personalised marketing, and increase online sales revenue.

	Time-bound
	To complete the platform's development, testing, and launch within a 6 month implementation period.




[bookmark: _Toc234507169]3. Identification and Categorisation of Tesco ConnectPlus Stakeholders
[bookmark: _Toc234507170]3.1 Internal Stakeholders
The senior management and the Board of Directors play a significant role in the Tesco ConnectPlus project, being the key internal stakeholders who approve investments, set strategic goals and whose decisions mean that the project impacts on Tesco's long-term business goals. The key issues for them are ROI, competitive advantage, and brand reputation of Tesco. Leading a complex project that elements digital transformation requires the involvement of people to be active members of the project (Ashcroft 2016). The project management team oversees implementation, resource management, project schedules and communication within departments. Contrary to popular belief, a key concern of Bourne (2016) is the proposition that the necessary stakeholder engagement is a continuous process to effectively manage competing interests and deliver successful projects. The IT and digital development team will look after the design of the platform, cybersecurity for the site and for integration with Tesco's current digital infrastructure as well as for potential cyber security risks of customer data (Noland and Phillips, 2010). The marketing function also facilitates the adoption of the platform, whereas staff working in the retail stores play a key role in encouraging platform engagement, which makes employee involvement essential to platform success (Kujala et al., 2022; Laplume, Sonpar and Litz, 2008).
[bookmark: _Toc234507171]3.2 External Stakeholders
The main external stakeholders of the Tesco ConnectPlus project are customers who are primarily benefiting from personalised offers, digital rewards and improved shopping experiences whilst having high expectations for protection of their personal data. From the Stakeholder Salience Model, customers are clearly stakeholders because of their power, legitimacy and urgency, and must be engaged continuously across the project lifecycle (Mitchell, Agle and Wood, 1997). Building this communication atmosphere is a key component of successful DT efforts, Freeman et al (2021) also claim that organisations need to communicate openly with this group of stakeholders. Platform technology suppliers provide cloud infrastructure, software and artificial intelligence that is essential for platform development and reliability. The legal and reputational risks are minimised with government regulation, specifically the General Data Protection Regulation (GDPR) and the Data Protection Act 2018, under the control of the Information Commissioner's Office (ICO) (ICO, 2023; UK Government, 2018). Investors and shareholders ensure profitability and sustainable growth; business partners look at opportunities to enter into business collaborations with ConnectPlus's digital ecosystem.
[bookmark: _Toc234507172]3.3 Stakeholder Power–Interest Matrix
Tesco can make strategic allocation of resources when engaging by applying the Power – Interest Matrix as operationalised by Bourne (2016). Senior Management, the Regulators, Customers and the IT team are categorised into the quadrant "Manage Closely" because they have a high power and high interest. The investors fall into the “Keep Satisfied” quadrant, those with the most power, but not much of the operational involvement, and people in the store and the public at large are in the “Keep Informed” quadrant. 
[bookmark: _Toc234506819]Figure 1:Stakeholder power-interest matrix (Self Made)
[image: ]
Systematic mapping is vital for enabling limited engagement resources to be used effectively and efficiently in a complex stakeholder environment to ensure that those most likely to positively influence the engagement have the attention they deserve, notes Laplume, Sonpar and Litz (2008).

[bookmark: _Toc234506890]Table 2: RolesStakeholder Power–Interest Matrix for Tesco ConnectPlus(Self Made)
	Stakeholder
	Interest
	Influence
	Engagement Strategy

	Senior Management / Board of Directors
	High
	High
	Manage Closely

	Project Management Team
	High
	High
	Manage Closely

	IT and Digital Development Team
	High
	High
	Manage Closely

	Customers
	High
	High
	Manage Closely

	Information Commissioner's Office (ICO) / Regulators
	High
	High
	Manage Closely

	Marketing Department
	High
	Medium
	Keep Informed

	Store Employees
	High
	Medium
	Keep Informed

	Technology Suppliers
	High
	Medium
	Keep Informed

	Investors / Shareholders
	Medium
	High
	Keep Satisfied

	Business Partners / Suppliers
	Medium
	Medium
	Keep Informed

	General Public
	Low
	Low
	Monitor


[bookmark: _Toc234507173]3.4 Stakeholder Salience Model
The concept of primary stakeholders, who have direct contractual or operational relationships with the organisation, and secondary stakeholders who are indirectly affected by the project outcomes, is useful as introduced by Clarkson (1995). Customers, employees, and IT teams and investors are the primary stakeholders, while the media and the general public are secondary stakeholders with regards to ConnectPlus. Both have legitimate claims that should be recognised as part of a broader engagement strategy (Donaldson and Preston, 1995). Mitchell, Agle and Wood (1997) salience model is further applied to substantiate that the customers as the foremost stakeholder groups should, indeed be the focal point of Tesco's engagement activities throughout the implementing process of ConnectPlus.



[bookmark: _Toc234506820]Figure 2:Stakeholder power-interest matrix (Self Made)
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[bookmark: _Toc234507174]4. Roles, Responsibilities, Benefits and Challenges of Key Stakeholders
ConnectPlus is a successful program when roles and responsibilities are well defined among stakeholders as well as its benefits and challenges. By being aware of these and collaborating with them in the appropriate way, Tesco can reduce risks and ensure effective stakeholder engagement while working the project.
[bookmark: _Toc234506891]Table 3: Roles, Responsibilities, Benefits and Challenges of Key Stakeholders (Self Made)
	Stakeholder
	Roles and Responsibilities
	Benefits
	Challenges

	Project Manager
	Coordinates stakeholder engagement, maintains the stakeholder register, develops communication plans and resolves conflicts.
	Ensures effective decision making and project coordination.
	Managing conflicting stakeholder expectations may increase project complexity (Bourne, 2010).

	Customers
	Participate in platform testing, provide feedback and use ConnectPlus services.
	Receive personalised rewards, offers and improved shopping experiences.
	AI based data profiling may reduce trust without transparent privacy measures (Bhattacharya, Korschun and Sen, 2009).

	IT and Digital Development Team
	Develops, integrates, tests and maintains the ConnectPlus platform while ensuring cybersecurity.
	Builds digital capabilities and supports long term innovation.
	Legacy system integration, cybersecurity risks and limited resources may delay implementation (Hill and Jones, 1992).

	Store Employees
	Promote ConnectPlus, educate customers and support platform adoption in stores.
	Develop digital skills and improve customer service capabilities.
	Resistance to technological change may reduce customer promotion effectiveness (Kujala et al., 2022; Christopher, Payne and Ballantyne, 2013).

	Technology Suppliers
	Provide AI solutions, cloud infrastructure and technical support.
	Strengthen long term commercial partnerships with Tesco.
	Delivering complex technical solutions within strict project deadlines requires transparency and collaboration.





[bookmark: _Toc234507175]5. Stakeholder Engagement Strategy and Management Process
[bookmark: _Toc234507176]5.1 Stakeholder Engagement Process: Bourne's (2016) Five-Step Framework
Bourn's (2016) five step process for engaging stakeholders through a structured and iterative approach to relationship management across the project lifetime represents the most theoretically sound way to engage stakeholders throughout the project. This framework is a good fit for ConnectPlus because it has a variety of stakeholder groups and the customer information that backs the platforms is extremely sensitive.
Step 1: Stakeholder Identification  
The development of a stakeholder register where all persons and groups who are affected by or who will impact the ConnectPlus project are documented is the process of stakeholder identification. The register comprises stakeholder roles, expectations, influence and communication needs. Because it is a problem of not having all the stakeholders identified, Bourne (2016) suggests project conflict and scope creep. Ashcroft (2016) suggests that the register should be kept regularly updated to include additional stakeholders throughout the project lifecycle.
Step 2: Stakeholder Prioritisation  
Following identification, stakeholders are prioritised according to their power and interest using the Power Interest Matrix. High level executives, customers, IT and regulators get the maximum amount of engagement and lower influence stakeholders get monitored accordingly. Prioritisation is advocated by Freeman (1984) as a technique to use to ensure a more efficient allocation of engagement resources. The importance of targeting both primary and secondary stakeholders to achieve effective stakeholder engagement is also noted by Clarkson (1995).
Step 3: Stakeholder Mapping  
Stakeholder mapping is a Visualisation of stakeholder relationships, influences and possible conflicts with the ConnectPlus project. It details essential interactions, including customers with the ICO, IT teams and technology suppliers, and high amounts management and investors. Kuenkel, Gerlach and Frieg (2011) recommend that stakeholder mapping helps to facilitate collaboration and shared understanding among stakeholders. The same is true for collaborative mapping as suggested by Greenwood (2007), who states that collaborative mapping also enhances quality of engagement and organisational learning.

Step 4: Communication and Engagement  
The ConnectPlus project uses communication strategies specific to each of its stakeholder groups. Senior management is provided with monthly reports, weekly meetings with IT teams, monthly training for employees, monthly surveys for the customers and app alerts, regular updates to suppliers and regulators. Compliance reporting is according to the requirements of GPDR (ICO, 2023 UK Government, 2018) According to Manetti and Bellucci (2016), the use of digital communication brings benefits for better response and engagement of the stakeholders.
Step 5: Monitoring Engagement Effectiveness  
The last step involves tracking stakeholder engagement metrics such as customer registration, retention, employee training completion, platform performance, and adhering to regulatory compliance. Periodic reviews enable to recognise concerns and challenges that stakeholders voice and may arise during implementation early enough to minimise its risk potential. Bourne (2010) stated that continuous evaluation allows for timely corrective actions, thus improving the relationships with the stakeholders and put them at an advantage in delivering successful projects.
[bookmark: _Toc234507177]5.2 Communication Plan
Stakeholder engagement is not possible without effective and targeted communication. Chemically structured channels, methods and frequencies have been defined by the plan below, based on the needs of each stakeholder group (Kujala et al., 2022). Christopher et al. (2013) state that communication should be two-way and not one-way, with stakeholder feedback strongly shaping project decision making.
[bookmark: _Toc234506892]Table 4: Communication Plan (Self Made)
	Stakeholder
	Information Shared
	Method
	Frequency

	Senior Management
	Strategic progress, KPIs, risks
	Board meetings, written reports
	Monthly

	IT Team
	Technical updates, sprint progress
	Workshops, sprint reviews
	Weekly

	Store Employees
	Training guidance, operational updates
	Training sessions, intranet
	Monthly

	Customers
	New features, rewards, data policy
	App notifications, surveys
	Ongoing

	Regulators (ICO)
	Compliance updates, audit reports
	Formal written reports
	Quarterly

	Technology Suppliers
	Delivery milestones, technical specs
	Technical meetings
	Bi-weekly

	Investors/Shareholders
	Financial performance, growth metrics
	Investor briefings, reports
	Quarterly


[bookmark: _Toc234507178]5.3 RACI Matrix
The RACI Matrix helps to define what everyone is accountable for and what everyone is responsible for during all major ConnectPlus activities, improving clarity and reducing role ambiguity and the risk of no one being held accountable, which will delay successful delivery. The primary goal of projects that involve many stakeholders is effective governance, which requires well-defined accountability structures, as borne out by the argument made by Bourne (2016). Using the RACI applies to all parties so that they each know exactly what their role will be in a specific activity of the project, avoiding duplication and omissions.
[bookmark: _Toc234506893]Table 5: RACI Matrix (Self Made)
	Activity
	Project Manager
	IT Team
	Marketing
	Customers
	Regulators

	Platform Design
	A
	R
	C
	C
	I

	Data Governance Framework
	A
	R
	I
	I
	C

	Testing and Quality Assurance
	A
	R
	C
	R
	I

	Customer Communication Campaign
	A
	C
	R
	I
	I

	Regulatory Compliance Reporting
	A
	C
	I
	I
	R

	Platform Launch
	A
	R
	R
	I
	I


R = Responsible | A = Accountable | C = Consulted | I = Informed
[bookmark: _Toc234507179]5.4 Managing Stakeholder Conflicts
Stakeholder conflicts are common in complex digital transformation projects such as ConnectPlus. The primary piece of conflict is between Tesco’s aim of harnessing customer information to supply them with bespoke services and the customers' expectations of confidentiality and data security. To mitigate this, Tesco should establish clear privacy policies, gain explicit customer consent and offer options for customer data management that are accessible, consistent with the UK GDPR, and outlined under the Data Protection Act 2018 (ICO 2023; UK Government 2018). A similar issue to consider is the amount of investment needed for quick financial returns versus that required for the project team to develop and test it. Freeman et al. contend the need for sustainable stakeholder engagement is to favor long term partnerships over short term business pressures (2021). Additionally, in Freeman (1984), it is said that organisations that do not resolve stakeholder conflict will forfeit their legitimacy. Hence, transparent governance and structured communication and clear conflict resolution processes should be implemented to ensure that the interests of various stakeholders are balanced and that there is trust throughout the ConnectPlus implementation process (Spence and Rinaldi, 2014).


[bookmark: _Toc234507180]6. Critical Evaluation: Benefits, Challenges and Ethical Issues of Stakeholder Engagement
[bookmark: _Toc234507181]6.1 Benefits of Stakeholder Engagement
Although stakeholder engagement is a strength of the ConnectPlus project, it also has some barriers. A key issue is balancing sometimes competing interests between investors who want quick returns, customers with high expectations for data security and privacy, and the IT team needing development time. Demonstrating stakeholder governance and balanced decision making to manage these competing interests are arguments of Hill and Jones (1992). Another difficulty in communication is the cross-over of different functions, locations and levels within the organisations that participate in ConnectPlus. Kuenkel et al. (2011) note that differences in communication preferences and expectations can hinder effective engagement. Resistance to digital change by employees could also impact the success of the project, because at times they may think that new technologies threaten the current working procedures (Crane and Matten, 2007). Furthermore stakeholder engagement has a demand for a significant amount of resources within the organisation such as time, resources and expertise, and therefore the ability to trade-off the engagement activities with project delivery and operational considerations are crucial for Tesco.
[bookmark: _Toc234507182]6.2 Challenges of Stakeholder Engagement
Despite these advantages, there are organisational obstacles to stakeholder engagement. The most basic is to handle the opposing demands of stakeholders. The investment community's expectations of fast revenue revenue growth rates are at variance with customer expectations regarding strong data security, and the IT staff claiming sufficient development sprints. Hill and Jones (1992) note that they must be addressed through an advanced multi-directional stakeholder-agency process which makes it explicit and acknowledged that stakeholders can have divergent interests.
Additional difficulty comes with “communication complexity.” ConnectPlus is a cross-market product and cultural differences between UK markets and international markets lead to considerable differences in the reception and the interpretation of engagement communications (Kuenkel, Gerlach and Frieg, 2011). One other challenge documented is employee resistance to technological change: Crane and Matten attribute that in big retail businesses, staff often view digital transformation as a threat to their existing routines, a process that would require proactive and empathetic change management methods. There are also certain activities involved in stakeholder engagement that require significant organisation resources such as time, human resources and investment, which could also divert from project delivery activities.
[bookmark: _Toc234507183]6.3 Ethical Considerations
Ethical aspects play a pivotal role in the effective execution of the ConnectPlus platform. The primary one is related with customer details privacy, with regards to personalisation via data collection and analysis.The major is customer details privacy, aboutpersonalisation in relation to data collection and analysis. Under the UK GDPR and the UK Data Protection Act 2018, Tesco is required to adhere to the requirements of transparency in the collection of data; safe storage and handling of data; and customer consent to data collection (ICO, 2023; UK Government, 2018). Another ethical issue is algorithmic bias, which affects customer groups not given the best treatment in the AI-driven recommendations. Regular audit and monitoring of AI systems is recommended to tackle fairness and accountability, like Crane and Matten (2007) suggested. Particularly, digital inclusion is also a priority because not all customers possess the requisite digital skills and/or access to technology resources. According to Spence and Rinaldi (2014) the organisations should ensure that access to digital services is equal for all stakeholders. Moreover, embedding ethical governance in stakeholder engagement boosts the organisational reputation, and contributes to its sustainable long-term business performance (Eccles, Ioannou and Serafeim, 2014).


[bookmark: _Toc234507184]7. Impact of Sustainable Stakeholder Engagement on Tesco Business Performance
Effective engagement with stakeholders is vital to the successful implementation of the Tesco ConnectPlus project throughout the project lifecycle. The 4C's Stakeholder Engagement Process is an approach that can be used to develop a process for creating good relationships and getting rid of the obstacles for people to participate and support effective project delivery (Communication, Collaboration, Consultation, Commitment). (Friedman and Miles, 2006) The result of implementing this framework will be to build trust, make better decisions, alleviate the conflicts between stakeholders and create value for the organisation in the long term.
[bookmark: _Toc234506821]Figure 3:The 4C Stakeholder Engagement Process (Self Made)
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Communication: Communication is the primary tool to create effective stakeholder engagement for the Tesco ConnectPlus project. Tesco should set up the clear, transparent and continuous communication among many groups of interest, from top management, customers, employees to technology suppliers, investors and regulators. Reports should be generated regularly for senior management to make key decisions and on-going training and operational updates to encourage uptake of the platform amongst employees. Customers need to be reached via app notifications, email, surveys, and customer support, keeping them up-to-date on promotions, new features, and data privacy policies. To ensure successful implementation and compliance with the law, regular technical and compliance updates should be provided to the technology suppliers and regulators. A structured process improves stakeholder relationships and project success according to Bourne (2016). Likewise, Manetti and Bellucci (2016) have described how digital communication channels, in case that involvement is encouraged and information is disseminated in time, increase the stakeholders' responsiveness. It is therefore important to communicate effectively to build trust, minimise misunderstandings, facilitate cooperation and improve the overall success of the ConnectPlus project.
Collaboration: Collaboration is essential for ensuring that all stakeholders work together to achieve the objectives of the ConnectPlus project. Achieving success needs close collaboration among senior management, project management, IT and digital development team, the marketing staff, technology suppliers, workers and consumers. A cross functional collaboration allows the stakeholders to share knowledge, cooperate to get the problems fixed fast and improve the project's performance. Technological suppliers can bring technical expertise, employees can bring on board operational expertise and customers can add feedback to drive platform improvements. Collaborative working can also help build innovation by having the different stakeholder voices present when developing projects. According to Kuenkel et al. (2011) dialogue among stakeholders assists in making the performance of an organisation better by having a shared learning and decision making. Similarly, the Cargill Aqua Nutrition Sustainability Report (2020) highlights an example of a value chain approach, showing that in doing so, long-term sustainable outcomes can be achieved. Engaging in teamwork, sharing and responsibility will help Tesco to enhance the efficiency of projects, to build a good relationship with stakeholders, and to deliver and sustain successfully ConnectPlus.
Consultation: Consultation provides a mechanism to involve stakeholders in decisions all along the way of the ConnectPlus implementation. Customers should be regularly engaged via surveys, focused groups, beta testing and feedback forms so as to gain insight into their expectations and enhance the functionality of the platform for them. Employees should also be consulted regarding operational challenges, training needs, processes of customer support etc., technology suppliers are able to offer technical suggestions, and regulators are able to offer guidance on legal/data protection requirements. The advantages of continuous consultation are that Tesco can anticipate concerns from stakeholders before begin anew and alleviate potential project risks and enhance decision making. By collaborating with stakeholders in decision-making processes, organisations generate more innovative and resilient solutions, as stated by Greenwood (2007). Likewise, Kujala et al. (2022) show that involving stakeholders in the governance process enhances governance, relationships between stakeholders and project results. The ability to incorporate the stakeholders' needs and perspectives into project planning and continuous improvement will enable Tesco to enhance customer satisfaction, operational performance, and ensure that ConnectPlus will deliver the desired result for the various stakeholders ensuring that it satisfies legal and ethical requirements.
Commitment: Commitment is Tesco's commitment to keeping stakeholder relationships beyond the launching of ConnectPlus.Commitment is Tesco's long term commitment to stakeholder relations outside of ConnectPlus implementation. There are steps to take to gain commitment, with continuous engagement, transparent governance, responsible data management, and ethical artificial intelligence practices. Tesco needs employee training, good customer service and continuous platform development to ensure that all the stakeholders have confidence and engage in business in the long term. Compliance with data protection laws is also important, as is regular discussions of customer privacy and platform performance, a clear requirement that should always be met. Trust in the way Tesco treats data and a consistent improvement in service is an effective way of making customers more loyal. According to Spence and Rinaldi (2014) the key aspects of stakeholder commitment are transparency, accountability and mutual benefit. Freeman et al. (2021) also argue that sustainably competitive advantage is realised by firms with long-term relationships with stakeholders that are hard to replicate. By staying committed to the needs of stakeholders, Tesco can increase customer loyalty, boost the organisation's reputation, fuel the eternal innovation and generate long-term value with the ConnectPlus digital-loyalty platform.



[bookmark: _Toc234507185]8. Recommendations and Conclusion
[bookmark: _Toc234507186]8.1 Recommendations
Based on the analysis outlined in this report, the following five strategic proposals for successful implementation of Tesco ConnectPlus are recommended:
1.Establish continuous stakeholder communication channels: Tesco should make sure to set up ongoing communication channels for stakeholders outside the project's six months, ensuring that customers, employees, regulators and suppliers are actively engaged during the life of the platform (Dmytriyev, Freeman and Hörisch, 2021).
2. Create a dedicated ConnectPlus stakeholder management team: Ensure that process for stakeholder management has a cross functional team with clear responsibilities for stakeholder management activities, conflict management and communication planning, ensuring there is a defined institutional commitment to stakeholder management activities.
3.Conduct regular customer feedback reviews: Quarterly surveys using questionnaires and continuous in-app feedback (Andriof and Waddock, 2017).
4.Invest in comprehensive employee digital training: Long-term and intensive training programmes should be developed for all stores' employees to ensure they can confidently promote and support the uptake of ConnectPlus across the retail network.
5.Maintain ethical AI and data governance standards: Tesco will need to ensure full adherence with the general data protection regulation (GDPR) in the UK, and the Data Protection Act 2018 (DPA), which subjects the use of AI algorithms to supervision, with a specific AI ethics review procedure and regular algorithmic audits (UK Government, 2018; ICO, 2023).
[bookmark: _Toc234507187]8.2 Conclusion
This report has proved important in reinforcing the understanding of the importance of effective stakeholder engagement in the Tesco ConnectPlus project for planning, implementation and long-term sustainability. The report culminated in a grouping and prioritisation of internal and external stakeholders where the importance of stakeholder influence, expectations and responsibilities were discussed to achieve project objectives. A structured approach to develop effective communication, collaboration and governance throughout the project lifecycle was provided by applying recognised stakeholder management frameworks: the Power Interest Matrix, Stakeholder Salience Model, Bourne's Five Step Stakeholder Engagement Framework.The report also assessed the value of, and the issues associated with stakeholder engagement, concluding that effective participation improves decision making, customer trust, innovation and organisational performance, but also brings challenges that include stakeholder interests, communications complexity and resource needs. Ethical issues, such as data privacy, governance and regulations, were deemed critical areas that must be addressed to ensure stakeholder trust and legitimacy. The analysis also highlighted that a sustainable stakeholder engagement positively affects the financial performance, operational efficiency and brand reputation of Tesco as well as long term value creation within an organisation. Overall, the report argued that a responsible strategy that involves transparent communication, continued engagement with stakeholders and a responsible approach to governance will help Tesco's orchestrate ConnectPlus successfully, deepen customer relationships and gain sustainable competitive advantage in the fast-changing digital retail landscape.
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