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[bookmark: _Toc237425961]Executive Summary
This report formulates a stakeholder engagement plan in the proposed AI-enabled customer engagement project at Tesco PLC. The plan will enhance personalisation of the Clubcard, enhance online customer interaction and generate sustainable value without compromising responsible data management. The size of Tesco, with over 340,000 employees and over 22 million UK Clubcard households, predisposes the need to manage the stakeholders effectively. The analytical process determines that the executive management, project and IT teams, marketing and customer service employees, customers, suppliers, regulators and investors are the major stakeholders. The stakeholders are assessed based on their power, interest, responsibilities, benefits and possible conflict. The stakeholder Theory, stakeholder mapping, RACI, the 4Cs model, SWANS and OWANS are utilised to create a well-constructed engagement strategy. The report suggests constant consultation, open AI management and staff competence building. Comprehensively, sustainable stakeholder engagement has the potential to enhance customer trust, innovation, risk management and organisational performance where the stakeholder input has a real impact on project decisions.
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[bookmark: _Toc237425962]1.0 Introduction to Tesco UK 
Tesco PLC is a multinational and the largest grocery retailer in the UK, with operations in the United Kingdom, the Republic of Ireland and Central Europe. Its size also poses a complicated stakeholder environment whereby commercial performance is contingent on ties with customers, co-workers, providers, communities, regulators and investors. The 2025 Annual Report of Tesco stated 4,572 stores and its online operation, supply-chain capability, and customer insight as core strengths (Tesco PLC, 2025). Moreover, the number of colleagues that the Group employed was approximately 340,000, which shows the organisational magnitude of the process of making any significant change (Tesco PLC, 2025). Tesco had a share of 28.3% of the UK grocery market in the 12 weeks to 23 February 2025, and its sales grew by 5.8%, strengthening its competitive position but adding to the impact of bad stakeholder decisions (Kantar, 2025).
In this report, I have proposed a stakeholder engagement plan for a Tesco AI-enabled customer engagement and personalisation project. The initiative would enhance Clubcard-driven insight, enhance individualised offers and accelerate more pertinent customer interactions whilst ensuring that the appropriate controls are made on data and employee influences. Tesco already has a high level of digital capability; over 22 million households in the UK were using Clubcard in 2024, and its application had 12.7 million users in the UK (Tesco PLC, 2024). However, technological capability cannot ensure the acceptance of the stakeholders. According to Kujala et al. (2022), to ensure effective engagement, it is necessary to continue discussing and have a real impact on stakeholders. Therefore, the project will be able to strike a balance between innovation, customer value, employee interests, supplier coordination, regulatory compliance and shareholder expectations to achieve sustainable but not short-term business value.
[bookmark: _Toc237425963]2.0 SMART Objectives
[bookmark: _Toc237366338]Table 1: SMART Table
	SMART Element
	Project Objective for Tesco ConnectPlus

	Specific
	Launch an AI-enabled Tesco customer engagement platform integrating Clubcard insight and personalised offers (Duca, 2021).

	Measurable
	Increase digital engagement by 10% and customer satisfaction by 5% within six months (Aldridge and Colvin, 2024).

	Achievable
	Use Tesco’s existing Clubcard, data, IT and customer-service capabilities, supported by teams (Tesco PLC, 2025).

	Relevant
	Strengthen loyalty, convenience, personalisation and sustainable value creation (Kujala et al., 2022).

	Time-bound
	Complete development, testing and UK rollout within six months, followed by performance reviews.


[bookmark: _Toc237425964]3.0 Stakeholder Identification and Analysis
[bookmark: _Toc237425965]3.1 Stakeholder Identification
The identification of the stakeholders is a strategic suggestion to Tesco since its ecosystem has various groups of power, interest and expectations. Engagement of stakeholders must thus be an ongoing process and not a one-time consultation process. According to Kujala and colleagues (2022), successful engagement relies on mutual relations in which stakeholders have an opportunity to impact decisions. This applies to the suggested AI-powered customer engagement project since business interests would have to be weighed against the interests of the employees, customers, suppliers, regulatory and investor interests (HM Government, 2024).
The 2025 Annual Report of Tesco focuses its value creation model on customers, colleagues, communities, suppliers, shareholders and the planet. Its 4,572 outlets and its huge online business form a network of stakeholders. Employees are also a powerful internal force since there are over 340,000 (Tesco PLC, 2025). In February 2025, Tesco had a 28.3% market share of the UK grocery market, which indicates the extent of customer reliance and the risk of failure (Kantar, 2025).
[bookmark: _Toc237425966]3.2 Internal Stakeholders
[bookmark: _Toc237425967]3.2.1 Executive Management
The power and interest of the executive management are very high as it manipulates strategy, investment, risk appetite and approval. Its duty is to make sure that the project is beneficial to the purpose of Tesco and creates quantifiable value. However, management can be more focused on speed, efficiency and financial rewards, and thus this may be in conflict with the need to be more consultative or enhance stronger protection. Engagement requires the involvement of the executive but not only that (Ezeh et al., 2024).
[bookmark: _Toc237425968]3.2.2 Project Management and IT Teams
Technical influence is enjoyed by project managers, developers, data experts and cybersecurity professionals. They translate strategy into requirements, identify information risks, maintain information security and ensure distribution (Government Digital Service, Information Commissioner’s Office and Alan Turing Institute, 2025). The RACI model can help minimise ambiguity by distributing responsibility and accountability among complicated programmes (Lee et al., 2021). However, technical teams can focus on system performance without paying much attention to usability, employee anxiety or ethical issues, and thus cross-functional involvement is vital.
[bookmark: _Toc237425969]3.2.3 Marketing and Customer Service Departments
The interest is high in marketing and customer service teams due to the use of customer insight to personalise communications and solve service problems (Department for Science, Innovation and Technology, 2024a). The Clubcard ecosystem of Tesco shows the significance of online interaction, with over 22 million households with Clubcards in the UK reported in 2024 (Tesco PLC, 2024). They can enhance adoption and relevance by participating in it, but overpersonalisation may raise privacy, transparency and commercial targeting concerns.
[bookmark: _Toc237425970]3.3 External Stakeholders
[bookmark: _Toc237425971]3.3.1 Customers
The interest of customers and the overall impact of customers is high and significant since it is a commercial success that depends on buying behaviour. Tesco has a market share of 28.3%, which affirms the expansiveness of its customer base (Kantar, 2025). Customers demand value, convenience, good service and data responsibilities. Engagement is hence an opportunity to give feedback, and a chance to shape design instead of merely informing about the decisions made after delivery (Department for Science, Innovation and Technology, 2024a).
[bookmark: _Toc237425972]3.3.2 Suppliers and Third-Party Sellers
Suppliers affect availability, quality, cost and sustainability. Tesco recognises supplier relationships as a value source and source of supply-chain resilience (Tesco PLC, 2025). They can enhance the feasibility of the implementation, but there is a conflict of commercial interests over access to data, pricing and investment. Sustainable engagement thus involves negotiation and common aims as opposed to one-sided demands (Bahadorestani et al., 2020).
[bookmark: _Toc237425973]3.3.3 Government and Regulatory Authorities
Regulators and the government have high power since they can issue requirements related to competition, employment, consumer protection, cybersecurity and data processing. They are interested in the protection of society and not the commercial profit of Tesco (Petrescu et al., 2024). Early engagement can mitigate compliance risk and eliminate redesign, but regulatory requirements may make projects more expensive and less innovative.
[bookmark: _Toc237425974]3.3.4 Investors and Shareholders
Shareholders and investors have great power since their trust determines the amount of capital invested and corporate responsibility. They desire believable returns, good risk management and sustainable value creation (Wang and Qiu, 2024). However, the lack of long-term stakeholder investment may be in conflict with the short-term financial performance pressure, which makes the transparency of reporting and honest forecasts crucial.
[bookmark: _Toc237425975]3.4 Stakeholder Mapping and Analysis
The approach to power-interest that can be applied by Mendelow is capable of categorising executive management, regulators, investors and core project teams as high-power stakeholders that need to be managed closely (Lyra and Lehtimaki, 2023). Active engagement of customers and strategic suppliers should be achieved since their impact can influence adoption, reputation and performance. The lower-power community stakeholders must be informed, as their salience may be enhanced in case the project produces social or environmental effects (Kujala et al., 2022). This mapping must be revisited since the people who have power and interest in the project are not static.
[bookmark: _Toc237366339]Table 2: Stakeholder Mapping Matrix (Mendelow’s Power-Interest Matrix)
	
	High Interest
	Low Interest

	High Power
	Manage Closely
· Executive Management
· Project Manager
· Regulatory Authorities
	Keep Satisfied
· Investors & Shareholders

	Low Power
	Keep Informed
· Employees (IT, AI & Customer Service Teams)
· Customers
· Suppliers & Third-party Sellers
	Monitor (Minimum Effort)
· Media
· Local Communities
· Industry Associations


[bookmark: _Toc237425976]4.0 Stakeholder Roles, Responsibilities, Benefits and Challenges
[bookmark: _Toc237425977]4.1 Roles and Responsibilities of Key Stakeholders
The stakeholder engagement needs to be carefully planned with well-established responsibilities, as lack of clarity in ownership may lead to duplication, delays and lack of accountability. In the proposed Tesco AI customer engagement project, strategic direction should be given by the executive management; investment approval and project progress will be monitored to ensure that it supports the broader commercial and sustainability agenda of Tesco. According to the 2025 report on Tesco, the size of its operations is huge, as it has about 340,000 colleagues, which implies that the decisions made by the executives can impact a significant number of people (Tesco PLC, 2025). The Project Manager must be able to convert strategic objectives into deliverables, coordinate stakeholders, track risks and keep implementation within the agreed scope, time and budget. The RACI model is especially handy since it separates responsibility and accountability, eliminating doubt about who is in charge of making decisions (Lee et al., 2021).
The platform should be designed, tested and maintained by IT, data and cybersecurity teams, and be secure, reliable, and provide the right data controls. The marketing and customer-service teams are expected to capture customer needs into practical functionality and track the existence of the personalisation that does indeed enhance customer experience. It is significant as in 2024, Tesco announced 12.7 million UK app users, which provides a great opportunity to engage digitally but also great expectations related to the quality of services (Tesco PLC, 2024). Feedback should be given by customers, and they should be involved in testing, and suppliers should assist in technical and operational integration. Compliance oversight should be offered by regulators, and long-term value creation, risk and financial performance should be interrogated by investors (Oberholzer and Sachs, 2023).
[bookmark: _Toc237425978]4.2 Benefits and Challenges of Stakeholder Involvement
The participation of stakeholders can enhance the quality of projects since the various groups will bring with them various knowledge, experience and expectations. Before implementation, customers can detect usability issues, employees can detect operational hindrances, suppliers can point out integration limitations, and regulators can point out compliance risks. According to Bahadorestani et al. (2020), stakeholder engagement is especially beneficial in the context of conflicting interests since systematic involvement can reveal disagreements in the initial stages and contribute to making more environmentally friendly decisions. In the case of Tesco, this would help minimise expensive redesign and reinforce adoption.
However, participation poses difficulties as well. Extensive consultation may add time, expenses and complexity of decision-making to the project. Strong interests can take over negotiations, and weaker groups can be pushed to the periphery even though they can be greatly impacted (Kujala et al., 2022). The aspect of profiling customers poses more issues since AI can bring about the risks of privacy, bias, inaccurate predictions, and insufficient transparency. The ICO (2025) highlights the need to ensure fairness, accountability and transparency during the AI lifecycle when organisations are employing AI. Hence, stakeholder engagement is not a mere communication process that must be performed by Tesco. It ought to establish real challenges, feedback and corrective action, and maintain a clear managerial responsibility over the ultimate decisions (Kortetmaki et al., 2023). This equilibrium is fundamental in attaining stakeholder legitimacy and effective project delivery.
[bookmark: _Toc237425979]5.0 Stakeholder Engagement Strategy as Project Manager
[bookmark: _Toc237425980]5.1 Stakeholder Engagement Process 
As the Project Manager, I would start by developing a stakeholder register that addresses the power, interest, expectations, influence and potential risks of each group. Involvement would then be re-evaluated at each stage of the project as the priorities of the stakeholders may vary. According to Kujala et al. (2022), engagement is not a single communication exercise but a process that will change over time. Tesco thus ought to employ discovery before developing, consult during designing, participate during testing and evaluation after implementation. According to Hollmann et al. (2022), it is essential to establish stakeholder groups, purposes, duties and channels of communication in an engagement plan.
Close management is needed of the high-power stakeholders such as executives, regulators and leaders of the project. Active involvement is needed with customers, strategic suppliers and employees since their behaviour and experience will directly influence adoption (Shafique and Gabriel, 2022). Low-power stakeholders are to be notified and tracked since their impact can grow when the issue becomes acute or it starts to be noticed publicly. Leonisou et al. (2020) suggest that any stakeholder knowledge can be empowering and enhance innovation when it is part of organisational decision-making, not just gathered.
[bookmark: _Toc237425981]5.2 Communication Plan
The communication must be made stakeholder-focused. Executives need to be provided with brief information on costs, benefits and risks. Technical requirements and security information are needed by IT teams. Customers require the availability of explanations of benefits, data use and controls (van der Ven, 2024). Regulators require evidence of compliance; suppliers need integration requirements and delivery milestones. Investors need to have reliable information on financial performance and risk.
[bookmark: _Toc237366340]Table 3: Communication Plan
Communication Plan
	Stakeholder
	Key information/communication needs
	Communication method
	Frequency
	Responsible person
	Purpose / expected outcome

	Executive Management
	Project progress, budget utilisation, risks, expected benefits, major stakeholder concerns and decisions requiring approval
	Executive dashboard, formal progress report and review meeting
	Monthly, plus at major decision points
	Project Manager
	Maintain strategic control, secure resources and enable timely decisions

	Project Management Team
	Milestones, resource requirements, dependencies, risks, stakeholder issues and changes to scope
	Project meetings, Microsoft Teams, project dashboard and issue log
	Weekly
	Project Manager
	Coordinate delivery and prevent delays, duplication and accountability gaps.

	IT, Data and Cybersecurity Teams
	Technical specifications, AI performance, data quality, cybersecurity risks, system testing and integration requirements
	Technical workshops, Teams meetings, testing reports and shared documentation
	Weekly
	IT Project Lead
	Ensure the platform is technically reliable, secure and suitable for Tesco’s existing systems.

	Marketing Department
	Customer insights, campaign requirements, personalisation results, customer responses and proposed changes
	Marketing workshops, performance dashboards and campaign reviews
	Fortnightly
	Marketing Lead
	Align AI personalisation with Tesco’s customer strategy and improve campaign relevance.

	Customer Service Colleagues
	System functionality, customer concerns, common complaints, escalation procedures and training requirements
	Training sessions, staff briefings, feedback surveys and internal forums
	Fortnightly during implementation
	Customer Service Manager
	Identify practical service problems and prepare colleagues for operational changes.

	Customers / Clubcard Members
	Project benefits, personalised offers, data usage, privacy controls, changes to customer experience and feedback opportunities
	Tesco app, Clubcard communications, email surveys, online feedback and customer testing panels
	Monthly and at key implementation stages
	Customer Experience Lead
	Build trust, test usability and ensure that customer needs influence development.

	Suppliers and Technology Partners
	Integration requirements, technical standards, delivery milestones, responsibilities, security expectations and performance requirements
	Supplier meetings, contractual reviews, technical workshops and progress reports
	Fortnightly
	Procurement / Supplier Manager
	Maintain supply continuity and ensure external partners meet Tesco’s project requirements.

	Government and Regulatory Authorities
	Data protection, AI governance, consumer protection, cybersecurity controls and risk assessments
	Formal submissions, compliance meetings and regulatory reports
	At key project stages and when required
	Compliance Manager
	Demonstrate regulatory compliance and identify potential legal risks before implementation.

	Investors and Shareholders
	Investment levels, expected financial benefits, strategic contribution, project risks and long-term value creation
	Investor presentations, annual reporting and performance updates
	Quarterly
	Finance Director / Executive Management
	Maintain investor confidence and demonstrate that technology investment supports sustainable value.

	Employees / Colleagues
	Reasons for the project, impact on roles, training, job implications, implementation timetable and opportunities to provide feedback
	Colleague briefings, intranet updates, surveys and town-hall sessions
	Monthly
	HR and Project Manager
	Reduce resistance, improve understanding and encourage employee participation.


Tesco must not engage in promotional messages that portray AI as something that is automatically good. The explanations of data and AI must be clear since privacy and fairness influence customer confidence. The directions given by the ICO (2025) emphasise accountability, transparency and risk management in the processing that concerns AI.
[bookmark: _Toc237425982]5.3 Stakeholder Engagement Plan
Communication, consultation and collaboration should be incorporated in the plan. Personalisation can be tested by customer panels, operational blockers by employees, integration needs and compliance supervisors by suppliers and compliance controls by regulators (Kotzian, 2024). The feedback is to be documented in a stakeholder issue log with the concern, response, owner and deadline. This generates evidence that involvement alters decisions as opposed to becoming nominal consultation. Torelli et al. (2020) caution that stakeholder engagement may turn superficial when organisations report consultation, but they are not demonstrating substantive influence. Inclusive engagement should also be employed by Tesco. Face-to-face sessions and easy feedback channels should be added to digital surveys to ensure that participation is not solely based on digital capacity. Pyke et al. (2021) show the importance of taking the knowledge of stakeholders and local experience into resilience-building. In the case of Tesco, this implies engaging frontline colleagues and customers, as opposed to senior assumptions alone.
[bookmark: _Toc237425983]5.4 RACI Matrix
[bookmark: _Toc237366341]Table 4: RACI Matrix
	Activity
	Executive
	Project Manager
	IT/Data
	Marketing
	Compliance

	Project approval
	A
	R
	C
	C
	C

	Requirements
	C
	A/R
	R
	R
	C

	AI development
	I
	A
	R
	C
	C

	Customer testing
	C
	A
	R
	R
	C

	Compliance review
	A
	R
	C
	I
	R

	Launch
	A
	R
	C
	C
	C

	Performance review
	A
	R
	R
	R
	C


RACI makes clear who is responsible, accountable, consulted and informed. As shown by Lee et al. (2021), it can be of value in terms of ensuring reduced ambiguity levels, but it must be adaptable to encourage collaboration.
[bookmark: _Toc237425984]5.5 Conflict Management Strategies
Conflict is to be anticipated and not taken as a sign of project failure. An illustrative example is the fact that executives might focus on quick financial payoff, employees might focus on job security, customers might focus on data privacy, and IT departments might focus on technical feasibility. Stakeholder conflict may thus be a legitimate difference in values as opposed to ineffective collaboration (Bahadorestani et al., 2020). Collaborative problem-solving is the strategy of choice. The Project Manager ought to begin by establishing the underlying interest, evaluating evidence and formulating options that generate acceptable value to several parties (Fobbe et al., 2024). Where there is no consensus, matters must be taken up to a certain level under established governance policies. The emphasis should be on evidence instead of only stakeholder power during negotiation. Fisher et al. (2020) prove the significance of collaborative governance and conflict-management systems in which the interests of the stakeholders clash. Tesco also needs to have a formal issue and decision log. The stakeholders, evidence presented, alternatives considered, decision made, and reasons should be documented in each major conflict. This brings clarity and will avoid repetitive conflicts (Rathobei et al., 2024). However, collaboration is not synonymous with letting all the stakeholders veto decisions. The executive management should not hand over the responsibility of making strategic decisions, and the legitimate issues should be addressed in writing.
[bookmark: _Toc237425985]5.6 Application of Stakeholder Theory, 4Cs Model, SWANS and OWANS
The Stakeholder Theory of Freeman focuses on creating value for the stakeholders instead of considering shareholders as the only priority. In the project at Tesco, this entails balancing the value returned to shareholders and that of customers, the welfare of employees, relations with suppliers and responsible use of data (Aaltonen et al., 2024). However, stakeholder theory may be challenging to utilise when conflicting interests of stakeholders are involved. Instead of purporting that all demands can be fulfilled, the Project Manager should thus create clear priorities and articulate trade-offs (Kujala et al., 2022). Communication, consultation, collaboration and commitment are the 4Cs approach that can offer a pragmatic engagement framework. Communication is used to provide correct information, consultation is used to get the stakeholder opinion, collaboration is used to involve the stakeholders in problem-solving, and commitment is used to show that the agreed actions are taken (Awa et al., 2024). The flow is important since communicating to the customers about an AI system is not a meaningful engagement.
As a diagnostic tool, SWANS (strengths, weaknesses, aspirations, needs and solutions) may be utilised. The company has a developed customer and digital ecosystem, which is its strength, and a weakness is the complexity of managing data and expectations of stakeholders (Valentinov and Roth, 2024). Stakeholder aspirations are improved personalisation and convenience, and needs are privacy, security and reliability in service. Innovation needs to be linked with protection solutions. OWANWS, with its opportunities, weaknesses, aspirations, needs and solutions, can be used to supplement SWANWS with a focus on future opportunities. The significant potential is enhanced customer loyalty and insight, yet transparency or AI governance weaknesses might corrode trust (Valentinov, 2023). The frameworks are thus to be applied with stakeholder mapping and not as alternatives to it. Constant contact, identification of conflicts and their quantifiable follow-up are essential to sustainable stakeholder engagement (Leonisou et al., 2020).
[bookmark: _Toc237425986]6.0 Impact of Sustainable Stakeholder Engagement on Business Performance
[bookmark: _Toc237425987]6.1 Justification of the Statement
Sustainable stakeholder engagement has the potential to enhance the performance of Tesco since the business relies on its customers, colleagues, suppliers, regulators and investors to generate revenue, knowledge, resources and legitimacy. However, interaction does not necessarily add value. It is useful when stakeholder input is used in decision-making, and it brings about visible improvements. According to Kujala et al. (2022), modern interaction is not about sharing information but creating value together and through relationships. The size of Tesco bolsters this argument. The total number of colleagues is over 340, 000, and the sustainability reporting of the Group in 2026 is characterised by a high level of activity in terms of customers, communities, and suppliers (Tesco PLC, 2026). Tesco has also achieved a 68% decrease in operational emissions relative to its 2015/16 starting point in 2026, showing how priorities regarding stakeholders and sustainability can be linked to quantifiable performance (Tesco PLC, 2026). This type of scale implies that poor engagement can have far-reaching operational or reputational impacts. Engagement with customers is a crucial point in the suggested AI project. By 2024, Tesco claimed to have over 22 million UK Clubcard households, and 12.7 million UK app users (Tesco PLC, 2024). These sites offer considerable customisation possibilities. However, an increased utilisation of customer data may raise the issues of privacy, fairness and transparency. Guidance by the ICO (2025) suggests that accountability, transparency and risks should be considered in the lifecycle by an organisation that uses AI. Tesco should thus engage customers to learn about the personalisation process rather than believing that the more information, the more value.
The involvement of the employees can also impact performance. AI can save time and enhance service, yet the workers might be afraid of losing their jobs, being monitored, or having their duties reassigned (Mahajan et al., 2023). Consultation and training can be used to diagnose operational issues and enhance acceptance. The danger is that when there is repeated consultation without action being taken, it may heighten frustration. Tesco ought thus to clarify decisions and show how employee feedback has influenced implementation. Resilience and innovation can be enhanced through supplier engagement where the suppliers may be more knowledgeable in operations than Tesco. Integration and continuity risks can be detected at an early stage through collaborative planning (Schniederjans and Khalajhedayati, 2021). However, it may become costly and complex when dealing with a wide network of suppliers. Tesco must hence focus on strategic suppliers and define requirements. Shareholder activity promotes responsibility. Investors would like to see evidence that technology spending will yield returns that are sustainable. Fobbe and Hilletofth (2021) claim that to create sustainable value, conflicting expectations across stakeholder networks have to be balanced. Tesco needs to therefore record the financial and non-financial performance as opposed to operating on short-term returns alone.
[bookmark: _Toc237425988]6.2 Impact of Sustainable Stakeholder Engagement on Organisational Performance
First, customer loyalty can be enhanced by engagement. Relevance and usability can be enhanced through customer testing, which will help achieve the suggested 10% digital-engagement objective. However, too much personalisation might be intrusive. Open data habits are hence vital in upholding confidence (ICO, 2025). Second, involvement can enhance innovation. Experience problems are identified by customers, operational constraints are identified by employees and technical dependencies are identified by suppliers. Leonis et al. (2020) associate engagement of stakeholders with innovation since the knowledge of stakeholders can enhance opportunities identification and development. Third, risk management can be enhanced through engagement. Regulators are able to detect weaknesses in compliance, cybersecurity specialists can detect vulnerabilities, and customers can detect usability risks. Early recognition can diminish the costly corrective intervention. Instead, AI governance needs to be incorporated in project design and not seen as an end approval practice (ICO, 2025). 
Fourth, participation can contribute to employee competence. Resistance can be decreased, and confidence in new technology can be enhanced through participation and training (Hristov and Appolloni, 2021). This, however, is subject to believable implementation. Staff members who offer feedback but do not see any action can become less supportive. Fifth, participation can enhance reputation and resiliency. The sustainability reporting of Tesco shows that it remains focused on customers, communities, colleagues and the wider value chain (Tesco PLC, 2026). However, the aim of engagement should not be reputation but its result. Torelli et al. (2020) warn that stakeholder engagement is symbolic when organisations seek the opinions of stakeholders without giving them the opportunity to make material decisions. Tesco ought to then consider engagement using quantifiable metrics, such as customer satisfaction, employee adoption, supplier performance, complaints, compliance incidents, project benefits and investor confidence (Kyaw et al., 2021). This transforms an activity of engagement into a performance mechanism. The engagement of stakeholders in a sustainable manner is most effective when the participation plays a role in the decisions made, risks are tackled openly, and results are discussed regularly.
[bookmark: _Toc237425989]7.0 Recommendations and Conclusion
In conclusion, the project of customer engagement with the help of artificial intelligence can help Tesco generate sustainable value, and technology will not ensure success on its own. The adoption, innovation, risk management and trust can be supported by meaningful stakeholder participation. Tesco should integrate stakeholder mapping, RACI, communication, conflict management, and responsible AI governance. Ongoing analysis is needed to make sure that stakeholder engagement affects decision-making and can lead to quantifiable organisational performance.
[bookmark: _Toc237425990]7.1 Continuous Stakeholder Engagement Framework
Tesco ought to establish an enduring stakeholder structure for the AI project, which is backed by a live stakeholder register and bi-monthly reviews. The reviews are supposed to evaluate customer reviews, employee reviews, supplier reviews, regulatory changes and investor expectations. Mapping will need to be revised since the implemented stakeholder power and interest may vary (Kujala et al., 2022).
[bookmark: _Toc237425991]7.2 AI Governance and Data Transparency
Tesco needs to set up an AI governance committee that includes IT, legal, data protection, customer service, and assurance professionals. This should be documented through risk evaluation of AI applications, bias testing, data-minimisation checks and human supervision. The use of personalisation should be effectively explained to the customers. This helps to maintain transparency and accountability (ICO, 2025).
[bookmark: _Toc237425992]7.3 Employee Capability Development
Before rolling out AI, Tesco should include formal AI training on how to use the system, data protection, ethical risks and escalation, and procedures. The level of employee feedback must be evaluated prior to and following the implementation (van Lieshout et al., 2021). The ongoing training would enable employees to adjust to the role changes as well as make sure that the investment in technology builds long-term organisational capability, as opposed to efficiency in the short-term.
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