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1.  Introduction 

Marks & Spencer (M&S) is one of the best-known and most trusted retailers in the United Kingdom. It was founded in 1884 and today operates over 1,400 stores across more than 50 countries, selling food, clothing, home products, and financial services. Every week, millions of customers shop with M&S because of its reputation for good quality, fair prices, and strong values. The company also runs Plan A, its well-known programme focused on sustainability, ethical trading, and helping communities. In recent years, the way people shop has changed fast. Customers now want easier, faster, and more personal experiences, and they use mobile phones and websites much more than before. Competitors such as Tesco, Amazon, and Next are using new technology to attract customers and keep them loyal. To stay successful and grow, M&S needs to keep up with these changes and offer something better than others. This report is about a new project called Connect Plus. This is a digital customer loyalty and engagement platform that M&S will launch in six months’ time. It will use smart technology to learn what each customer likes, give them special rewards, send personalized offers, and help the company understand what shoppers need most. The platform will work on mobile apps, the M&S website, and in-store screens, and it will first launch in the UK, Ireland, France, and India. As Project Manager, my job is to make sure everyone involved – both people working inside M&S and partners or customers outside – works together well. This report will identify all key stakeholders, explain their roles, and show how I will engage them. It will also look at the benefits, challenges, and ethical rules involved, and explain how good engagement will help the project succeed and improve business performance. All work follows academic theories and real business practice, using simple language so the plan is clear and easy to follow.



2. SMART

 Objectives  To make sure the ConnectPlus project is successful, I have set clear objectives that follow the SMART rule – Specific, Measurable, Achievable, Relevant, and Time-bound. 

1. Identify and list all internal and external stakeholders within the first 2 weeks, using the Interest-Influence Matrix and Salience Model to group them correctly.


 2. Design and apply clear engagement plans and communication methods for every group by week 4, adapted to suit different cultures and laws in the UK, Ireland, France, and India.

 3. Reach 90% agreement and support from key stakeholders before the design stage is finished, checked through feedback forms and formal sign-off.
 4. Follow all data protection laws (such as GDPR and local rules) in every country throughout the whole project, checked by the legal team at every stage.


3. Identify the list of key internal and external stakeholders :

3.1 Definition and Theory :

To understand who is involved in the ConnectPlus project, it is important to first understand what a stakeholder is. Freeman (1984), who created Stakeholder Theory, defines a stakeholder as “any person or group that can affect or is affected by the achievement of the organization's objectives”. This means anyone who has an interest, power, or connection to the project – whether they work inside the company or are outside it  is a stakeholder.

 Ashcroft (2017), in The Relational Lens, explains that successful projects depend on knowing who these people are and understanding how much power and interest they have. If we do not identify them correctly, we might miss important people, which can cause delays, extra costs, or failure. For this report, I will use two main frameworks to categorize them clearly: 

1. Interest-Influence Matrix: 

This tool groups stakeholders based on two things: 
◦ Level of Interest: How much do they care about the project or how much does it affect them? 
◦ Level of Influence: How much power do they have to change decisions, stop work, or help the project succeed? This helps us decide how much time and effort we should spend on each group.

 2. Salience Model (Mitchell et al., 1997): 

This model looks at three features: ◦
 Power: Can they force things to happen or stop them? ◦ Legitimacy: Do they have a formal or rightful connection to the project? 
◦ Urgency: Do they need answers or action quickly? Stakeholders with all three features are called Definitive Stakeholders and are the most important to manage. 

Below is the full list of stakeholders for the ConnectPlus project, divided into Internal (inside M&S) and External (outside M&S).
3.2 Internal Stakeholders
 These are people or teams who work for Marks & Spencer. They are directly involved in planning, building, or running the platform. 
1. Senior Leadership Team & Board of Directors 
• Who they are: Chief Executive Officer (CEO), Chief Information Officer (CIO), Chief Customer Officer, and department directors. 
• Interest: They want the project to support M&S’s strategy, make profit, improve the brand name, and follow all laws. They care about return on investment (ROI) and reputation.
 • Influence: Very High. They approve the budget, make final decisions, and can stop or change the project at any time. 
• Salience: Definitive (Power + Legitimacy + Urgency). They must be managed closely.
 • Category: High Interest / High Influence > Manage Closely 2. Digital & Technology Team 
• Who they are: Software developers, IT designers, data scientists, cyber security experts, and system administrators.
 • Interest: They want to build a system that works well, is safe from hackers, is easy to use, and fits with M&S’s existing computer systems. They care about technical quality and deadlines. 
• Influence: High. Without them, the platform cannot be built or updated. They decide what is possible technically.
 • Salience: Definitive.
 • Category: High Interest / High Influence > Manage Closely

3. Marketing & Customer Insight Team
 • Who they are: Brand managers, loyalty programme specialists, customer research staff, and communication teams. 
• Interest: They want the platform to attract customers, increase sales, and make the M&S brand look modern and caring. They want to use data to understand what customers buy.
 • Influence: High. They decide how the platform looks, what rewards are offered, and how it is advertised.
 • Salience: Definitive. 

• Category: High Interest / High Influence > Manage Closely 4. Store Operations & International Teams 
• Who they are: Store managers, team leaders, and shop floor staff in the UK, Ireland, France, and India. Also country managers who run M&S in different regions.
 • Interest: They want tools that are simple to use, good training, and clear rules. They need the platform to work for customers in their specific country.
 • Influence: Medium to High. They are the face of the company. If they do not support it, customers will not use it. Local leaders also adapt the project for their culture.
 • Salience: Dominant (Power + Legitimacy). 
• Category: High Interest / Medium Influence → Keep Informed & Consult 5. Finance & Procurement Team
 • Who they are: Budget managers, accountants, and purchasing staff who buy services from other companies. 
• Interest: They want costs to stay within budget, good value for money, and clear contracts with suppliers. They worry about overspending. 
• Influence: High. They control the money. If they do not agree, work stops.
 • Salience: Dominant.
 • Category: Low Interest / High Influence  Keep Satisfied (Give short, clear updates on money). 6. Legal, Risk & Compliance Team
 • Who they are: Lawyers, data protection officers, and risk managers. 
• Interest: They want to make sure everything follows the law – especially data privacy laws like GDPR in Europe and local laws in India. They want to avoid fines or legal trouble.
 • Influence: High. They can say “no” to plans that are not safe or legal.
 • Salience: Definitive. 
• Category: High Interest / High Influence  Manage Closely 7. Human Resources (HR) & Training Team 
• Who they are: Learning and development staff, change managers. 
• Interest: They want to make sure all staff know how to use the new system and are happy with changes. They care about training and support. 
• Influence: Medium. They help people adapt, but do not make big decisions. 
• Salience: Dependent (Legitimacy + Urgency, less power).
 • Category: High Interest / Low Influence → Keep Informed

3.3 External Stakeholders       

These are people or groups outside M&S who affect or are affected by the project.
 1. Customers (Local & International) 
• Who they are: Existing loyalty card members, new shoppers, and people of all ages in the UK, Ireland, France, and India.
 • Interest: They want the app to be easy to use, give good rewards, keep their personal data safe, and respect their privacy. In different countries, needs change: in India, customers trust personal service; in France, privacy is very important; in the UK, speed and ease matter most.
 • Influence: High. If customers do not like it or do not trust it, the project fails completely. 
• Salience: Definitive.
 • Category: High Interest / High Influence → Manage Closely & Consult
 2. Technology Partners & Suppliers 
• Who they are: Companies that provide the software, cloud storage, payment systems, and AI tools (e.g., tech vendors, IT consultants). 
• Interest: They want fair pay, clear contracts, and long-term work. They want to build a good reputation.
 • Influence: Medium to High. M&S relies on them to build and run the system. If they fail, M&S fails.
 • Salience: Dominant. 
• Category: High Interest / Medium Influence → Collaborate 3. Regulators & Government Bodies 
• Who they are: Information Commissioner’s Office (ICO - UK), CNIL (France), Data Protection Board (India), and consumer protection agencies. 

• Interest: They want M&S to follow the law, protect customer rights, and use data fairly. 
• Influence: Very High. They have the power to stop the project, issue big fines, or change how we work. 
• Salience: Definitive. 
• Category: Low Interest / High Influence → Keep Satisfied & Comply 4. Shareholders & Investors 
• Who they are: People or organisations that own shares in M&S. 
• Interest: They want the project to help the business grow, make more profit, and increase the value of their shares.
 • Influence: Medium. They can vote for changes or sell shares if they are unhappy. 
• Salience: Dominant.
 • Category: Low Interest / High Influence → Keep Satisfied 5. Competitors 
• Who they are: Tesco, Amazon, Next, Sainsbury’s, and other large retailers. 
• Interest: They watch what M&S does to copy ideas or stay ahead. They want to keep their own customers.
 • Influence: Low to Medium. They do not control us, but they change the market and what customers expect. 
• Salience: Discretionary (Low priority).
 • Category: Low Interest / Low Influence → Monitor Only 6. Campaign Groups & Public Organizations 
• Who they are: Privacy groups, consumer rights organizations, and sustainability bodies.
 • Interest: They want M&S to be open, honest, and ethical. They speak up if they think customers are being treated unfairly.
 • Influence: Low to Medium. They can change public opinion and put pressure on the government.
 • Salience: Dependent.
 • Category: High Interest / Low Influence → Keep Informed

3.4 Summary of Application :
By using the Interest-Influence Matrix, I can see clearly where to focus my time: 
• Manage Closely: Board, IT, Marketing, Legal, Customers. 
• Keep Satisfied: Finance, Shareholders, Regulators. 
• Keep Informed: Store Staff, HR, Campaign Groups.
 • Monitor: Competitors. Using the Salience Model, I know that the Definitive Stakeholders – those with power, right, and urgency – are the Board, Customers, IT Team, and Regulators. These groups must be involved in every major decision. 

This categorization is very important because it stops me from wasting time on groups that do not matter much, and makes sure I do not ignore people who could make the project fail. It also helps me plan how to talk to each group based on what they care about.


4. Roles and Responsibilities of Key Stakeholders, Benefits and Challenges :
This section explains exactly what each main stakeholder group does in the ConnectPlus project, what value or benefit they bring, and what difficulties or challenges they might face. Understanding this is very important because it helps the Project Manager know how to support them and where problems might happen.
 4.1 Internal Stakeholders :
Senior Leadership Team & Board 
• Roles & Responsibilities: 
They approve the project plan, give the budget, set the main goals, and make sure the project fits with M&S’s long-term strategy. They make the final decision before launch and are responsible for the company’s reputation.
 • Benefits they bring:
 They give authority, resources, and clear direction. Their support helps get other teams to work together. They also make sure the project is safe and profitable. 
• Challenges they face: 

They have to balance high costs now with future profit. They also deal with pressure from shareholders and must make hard decisions if things go wrong or change.

 Digital & Technology Team 
• Roles & Responsibilities: They design, build, test, and fix the platform. They make sure it works on phones and computers, keeps data safe, and connects to M&S’s existing systems. They also update the system after launch.
 • Benefits they bring: 
They bring the technical skills and knowledge needed to make the idea real. They find smart ways to use data and make the system fast and safe.
 • Challenges they face:
 Technology changes fast, and they must meet tight deadlines. They also face risks like cyber-attacks or system crashes, and they have to make the system work in different countries with different rules. Marketing & Customer Insight Team 
• Roles & Responsibilities:
 They study what customers want, design the rewards and offers, and tell people about the new platform through advertising and social media. They also collect feedback to make it better.
 • Benefits they bring:
 They make sure the platform is something customers actually like and will use. They build excitement and help M&S keep its good name.
 • Challenges they face:
 They must create messages that work in the UK, France, Ireland, and India – different cultures like different styles. They also have to make sure offers are fair and do not annoy customers with too many messages. Store Operations & Staff 
• Roles & Responsibilities: 
They help customers in shops, learn how to use the new system, and teach others. They give feedback on what is hard or confusing for shoppers.
 • Benefits they bring: 
They are the face of M&S. If they support the project, customers trust it more. They know exactly what happens in real shops. 
• Challenges they face:
 Learning new things takes time and can be stressful. They are very busy, so training must be short and clear. Some may worry that technology will change their jobs. Legal, Risk & Compliance 
• Roles & Responsibilities: 
They check that everything follows the law, especially about data privacy (like GDPR). They write rules and make sure no one breaks them.
 • Benefits they bring:
 They stop mistakes that could lead to big fines or bad news in the media. They protect the company and the customers.
 • Challenges they face:

 Laws are different in every country and change often. They have to say “no” to good ideas if they are not safe, which can cause arguments.
4.2 External Stakeholders Customers
 • Roles & Responsibilities: They use the platform, give their information, and choose what to buy. They tell M&S what they like and do not like. 
• Benefits they bring: They are the most important part – without them, the project fails. Their data helps M&S improve everything they do. Loyal customers spend more and stay longer. 
• Challenges they face: They worry about privacy and safety of their data. Some people do not have good internet or do not know how to use new apps. In different countries, they expect different things from shops. Technology Partners & Suppliers 
• Roles & Responsibilities: They provide the software, servers, and tools that M&S does not make itself. They work with the IT team to keep things running. 
• Benefits they bring: They bring special skills and new technology that M&S does not have inside the company. This saves time and money.
 • Challenges they face: They work for many companies, so M&S is not their only focus. If they make a mistake or go out of business, the project is in trouble. Contracts must be very clear. Regulators 
• Roles & Responsibilities: They check and approve how M&S uses data and treats customers. They can inspect the system at any time.
 • Benefits they bring: They make sure the market is fair and safe for everyone. Their approval builds trust with customers. 
• Challenges they face: They must follow strict laws, and sometimes rules are confusing or slow down the work. They have to be very careful to protect the public.

4.3 General Benefits and Challenges Across All Groups:
 Main Benefits of having these stakeholders involved: 
1. Better decisions: When many people give their view, mistakes are found early. 
2. Shared effort: Work is faster and easier when everyone knows their job.
 3. Stronger trust: Customers and partners trust M&S more when they are open and follow rules.
 4. Less risk: Legal and IT teams stop problems before they happen.
 Main Common Challenges: 
1. Different needs: Finance wants low cost, Marketing wants high quality, Legal wants zero risk. These goals often clash. 2. Culture differences: In India, people prefer talking face-to-face; in France, people want written rules; in the UK, people want things fast. One style does not fit all.
 3. Communication gaps: Technical words confuse non-technical people. This causes fear or mistrust.
 4. Power differences: Some groups have more power and try to push their own ideas first. Christopher et al. (2013) explain that the key to success is not just listing these roles, but finding a balance so that everyone feels their needs are heard and met. This is why engagement is so important – it turns different interests into shared success. 
 

5. stakeholder engagement process  strategies and conflicts  management :

This section explains the step-by-step process I will follow as Project Manager to engage all stakeholders in the ConnectPlus project. It describes the strategies, models, and tools I will use to build good relationships, gain support, and manage disagreements. The main goal is to make sure everyone works together, understands what is happening, and feels involved, so the project is successful in every market M&S operates in. 5.1 Core Engagement Models and Theories To make sure engagement is done properly, I will use established frameworks from academic research and business practice. These tools help plan what to do, how to communicate, and how to handle different types of people.
 5.1.1 The 4Cs Model
 One of the most important models I will use is the 4Cs Framework, which is widely used in stakeholder management (Ashcroft, 2017). It describes four levels of engagement, from simple information sharing to working together fully: 
1. Communication: This is the first and most basic step. It means sharing clear, correct information with stakeholders so they know what the project is, what is happening, and what is expected of them. It must be two-way – they must also be able to talk to me and ask questions.
 2. Consultation: This means asking stakeholders for their opinions, ideas, and concerns before making decisions. It shows that their views matter and helps find problems I might not see myself. 
3. Collaboration: This is a deeper level where we work together to design or solve things. For example, working with the IT team and customers to test features, or working with store staff to design training. Everyone contributes to the result.
 4. Commitment: This is the final goal – when stakeholders actively support the project, take ownership of their part, and help make it succeed. They do not just agree; they help make it happen. For ConnectPlus, I will use all four levels. For example, I will communicate with competitors (monitor them), consult with regulators, collaborate with suppliers, and aim for commitment from the leadership team and customers.
 5.1.2 SWANS and OWANS Approach
 This is a very useful tool to understand the attitude and influence of different groups, which you saw in the earlier questions. It divides stakeholders into two main types: 
• SWANS: Supportive, Wanting, Able, Needing, Strong. These are stakeholders who are directly connected to the project and are supportive. They want it to succeed, they have the power to help, and they have a clear interest. Examples at M&S: Senior Leaders, IT Team, Marketing, Loyal Customers. ◦ Strategy: Direct consultation and trust-building. Work closely with them, involve them in decisions, and keep them fully informed. They are your partners and allies. 
• OWANS: Other, Wanting, Able, Needing, Strong. These are stakeholders who are indirectly connected or are unsupportive / neutral. They may not be inside the company, or they might have different goals. Examples: Pressure groups, media, competitors, or regulators who are strict. ◦ Strategy: Clear communication and reputation management. You do not involve them in core decisions, but you must be open, honest, and professional. You explain your actions clearly to avoid misunderstandings or bad publicity. Knowing who is a SWAN and who is an OWAN saves time and prevents mistakes. I will treat SWANS as partners and manage OWANS carefully to protect M&S’s reputation. 
5.1.3 RACI Matrix 
To make sure there is no confusion about who does what, I will use the RACI Matrix. This defines roles clearly for every task: 
• R – Responsible: The person or team who does the work.
 • A – Accountable: The person who makes the final decision and is answerable for success or failure. 
• C – Consulted: People who give advice or information before work starts.
 • I – Informed: People who are told the result after the decision is made. Example for ConnectPlus Design Stage:
 • Accountable: Project Manager / Board
 • Responsible: Digital Team 
• Consulted: Marketing, Legal, Customers
 • Informed: Store Staff, HR, Finance This stops arguments like “I thought you were doing it!” or “Why wasn’t I asked?”

 5.1.4 Engagement and Communication Plan
 I will create a written Engagement Plan and Communication Plan at the start. This document will list: 
• Who the stakeholder is 
• What their interest and power is 
• What level of engagement they need (Inform / Consult / Collaborate)
 • How often we will talk 
• What method we will use (meeting, email, report, workshop) 
• Who is responsible for talking to them Crucially, this plan will be adapted for different cultures and markets, as explained below.
5.2 Step-by-Step Engagement Process
 I will follow four clear phases from the start to the end of the project. Phase 
1: Planning and Preparation (Weeks 1–2) 
• Confirm the list: Use the Interest-Influence Matrix and Salience Model (from Part 3) to make sure no one is missed. • Cultural Research: This is very important because M&S is launching in different countries: 
◦ United Kingdom: People are direct, busy, and value speed. Use short emails, clear updates, and digital tools.
 ◦ France: People value formality, rules, and privacy. Documents must be detailed, legal aspects must be clear, and meetings are structured.
 ◦ India: People value relationships, trust, and face-to-face meetings. Decisions take longer and need discussion with local leaders. 
◦ Ireland: Similar to the UK, but more informal and relationship-focused. 
• Classify SWANS vs OWANS: Mark who is supportive and who needs careful management. 
• Write the Plan: Create the RACI matrix and communication schedule. Phase 
2: Consultation and Co-Design (Weeks 3–8)
 • Internal Engagement: ◦ Hold workshops with IT, Marketing, and Store Operations. Use SWANS principles – ask for their ideas and listen to their worries. 
◦ Work with Legal and Finance early to avoid problems later. ◦ Use the 4Cs: move from Communication to Consultation and Collaboration. 
• External Engagement: 
◦ Customers: Run focus groups and online surveys in each country. Ask what rewards they like and what they worry about (especially privacy). This makes them feel valued and ensures the platform fits their needs.
 ◦ Regulators: Meet with ICO (UK) and CNIL (France) early. Explain how data will be protected. Treat them as OWANS – clear, formal, and compliant. 
◦ Suppliers: Negotiate contracts together. Make sure they understand M&S values. Key Goal: By the end of this phase, I want 90% agreement on the design and plan. Phase 3: Implementation and Communication (Weeks 9–20)
 • Keep communicating: Do not stop talking just because work has started. 
◦ High priority groups: Weekly short updates or meetings. 
◦ Medium priority: Monthly newsletters or reports. ◦ Low priority: Quarterly updates.
 • Training and Support: Work with HR to create training guides in local languages. Train managers first, then staff. Use videos, face-to-face sessions, and helpdesks. 
• Feedback Loops: Set up a way for people to report problems or ideas. This could be an email address, a portal, or regular meetings. Show that feedback is used – if someone suggests a change and it happens, tell them “We did this because you suggested it”. This builds commitment. • Manage Change: Some people do not like new technology. I will explain why we are doing it (better service, easier work) and what is in it for them. Phase 4: Evaluation and Adaptation (Post-Launch)
 •
 Measure how well engagement worked using surveys and feedback scores. 
• Check if expectations were met.
 • Update the plan for the next country launch based on lessons learned. 

5.3 Conflict Management and Problem Solving

Even with very careful planning, different people and teams will have different priorities or ideas, so disagreements are completely normal on projects like this. This part explains clearly how I will spot, handle, and fix conflicts fairly and quickly, so they do not slow down work, waste money, or damage trust between teams.

Main Types of Conflict Likely to Happen

From what I have learned about M&S and this project, these are the most common problems we are likely to face:

1. Goal conflicts: For example, the Finance team wants to keep costs strictly within budget, but the Digital team wants to add extra helpful features to make the platform stand out. Or the Legal team asks for extra safety and privacy checks, which could push back the planned launch date.

2. Cultural and expectation conflicts: What feels right for the UK market may not work well in France, Ireland or India. For example, some customers are happy to share basic details for better rewards, while others see this as a serious privacy worry. Or one group prefers quick emails and short updates, while another needs full written papers and face-to-face talks to feel confident.

3. Resource conflicts: Most teams at M&S already have their own daily work and other ongoing projects to finish. They may not have enough spare time, people or equipment to give to ConnectPlus exactly when we need it.

4. Understanding and fear conflicts: Technical teams use words that store staff or older customers do not know, which leads to confusion or unnecessary worry. Some people also resist change simply because they are used to doing things the old way.

Rules I Will Always Follow

I will stick to three simple rules when problems come up:

• Act early: Do not wait until a small problem becomes a big argument. If I hear people are unhappy or confused, I will talk to them straight away.

• Stay neutral and fair: Listen fully to every side before making any choice. No one’s view is more important just because they have a higher job title.

• Focus on shared goals: Remind everyone that we all want the same final result – a platform that works well, helps M&S grow, and gives customers something they really value.

Step-by-Step Way to Resolve Conflicts

I will use this clear, repeatable process for every disagreement:

1. Find the real root of the problem: Ask each group what they actually need, not just what they are arguing about. For example, if Finance says “we cannot spend more”, their real need is to avoid going over budget – not to stop useful work that helps the project.

2. Find shared ground first: Point out what both sides already agree on. Most of the time, everyone wants the project to succeed, even if they disagree on how to get there.

3. Think of practical fixes together: Work as a team to find middle ground. For example: if we cannot add every feature right now, launch the most important ones first, then add the rest in a free update a few months later.

4. Agree and write it down: Make sure everyone understands the final decision clearly, and note it down so no one can say “I didn’t know that” later.

5. Check back after one or two weeks: Ask if the solution is still working for them, or if small changes are needed.

Special Handling for Different Cases

• For small disagreements between teams: Bring them together in one call or meeting, and help them find their own agreement where possible.

• For big problems that change time or budget: Show facts and risks to the Senior Leadership Team, and ask for a clear final decision.

• For disagreements between countries: Trust local leaders to explain what works for their area, and adjust plans where we can without breaking laws or M&S rules.

6. How Good Stakeholder Engagement Helps Business Performance

This part explains why taking time to talk, listen and work with stakeholders is not just “good practice” – it directly makes the project stronger, saves money, protects M&S’s reputation, and helps the whole business do better.

Clear Benefits for the Project and Wider Business

1. Saves time and cuts extra costs: When we ask for ideas and spot problems early, we fix mistakes before we build them into the platform. Changing a plan on paper costs very little, but fixing it after launch can cost hundreds of thousands of pounds and damage how people see M&S. Research from the Project Management Institute (2024) shows that projects with strong engagement are around 30% less likely to go over budget or finish late.

2. Far better use by customers and staff: People are much more likely to try, trust and recommend something they helped to shape. If shop staff understand the platform and feel their ideas were heard, they will be happy to explain it to shoppers, answer questions and encourage them to sign up. This makes the launch much smoother and more successful from day one.

3. Reduces serious risks: Working closely with legal teams and regulators means we follow every rule properly, so we avoid big fines, court cases or bad stories in the news. Talking to customers early also means we do not launch something they do not want or do not trust.

4. Builds brand trust and long-term loyalty: Being open, honest and listening to people matches perfectly with M&S’s Plan A values. It shows customers, staff and partners that M&S cares about more than just making sales – it cares about doing things the right way. This builds trust that lasts for many years, even after this project is finished.

5. Creates stronger, smarter ideas: Store staff know exactly what shoppers ask for in real shops; tech partners know what new tools can do; customers know what rewards actually matter to them. Putting all these different views together makes a much better platform than if only the head office team planned everything alone.

6. Keeps M&S ahead of competitors: Other retailers are launching similar loyalty tools, so getting this right first will help M&S stand out, keep existing customers and win new ones.

Long-Term Value from the Relational Lens

Ashcroft (2017) explains that good engagement is not just for one single project – it builds relationships that help the business long into the future:

• If we treat suppliers fairly now, they will give better support, better prices and faster help for future M&S projects.

• If regulators see we are open and careful, they will trust M&S more, and work with us more smoothly on new plans later.

• If staff feel respected and involved, they stay at the company longer, work harder, and bring more new ideas to future work.

Things to Manage Carefully

While engagement brings huge benefits, there are also things we need to watch:

• It takes extra time at the start: Meetings, workshops and feedback sessions add work early on, but this pays off many times over later.

• We cannot please everyone: We must be clear when we cannot meet a request, explain why simply and politely, and offer alternatives where possible.

• We must include everyone: It is easy to listen most to powerful groups like leaders or regulators, but we also need to hear from quieter groups like part-time staff, older shoppers or people who do not use apps much.

7. Conclusion and Final Recommendations

Conclusion

This report shows clearly that stakeholder engagement is not an extra task you do at the end – it is the very foundation of a successful project. For ConnectPlus to work well across four different countries with different laws and cultures, we must first understand who our stakeholders are, what they need, what worries them, and how best to talk to them.

By using simple, proven tools like the Interest-Influence Matrix, Salience Model, 4Cs Framework and RACI matrix, we can focus our time on the people who matter most, and avoid wasting effort on things that will not make a difference. We know we will face challenges: conflicting goals between teams, cultural differences across countries, fast-changing rules, and people who are unsure about change. But all of these can be solved with early, honest communication, clear planning, and a focus on shared success.

When we engage stakeholders properly, we do not just finish the project on time and on budget: we build a platform that customers trust, staff are proud to use, and that fits perfectly with what M&S stands for. This will help the company keep up with competitors, grow its loyalty base, and build stronger relationships with everyone connected to the business.

Final Recommendations

1. Keep the stakeholder list and engagement plan updated every two weeks – things change as the project moves forward, so do not write it once and leave it.

2. Before launching in each new country, run short local workshops with both staff and customers to learn what they need, rather than copying the UK plan exactly.

3. Give one clear person the job of collecting and replying to feedback – make sure every comment gets a response, even if you cannot use the idea.

4. Do not stop engagement after launch. Keep running short surveys and meetings for at least six months to fix problems and improve the platform.

5. Keep all meeting notes and decisions simple and saved in one place, so anyone new joining the project can understand what has happened so far.
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