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[bookmark: _Toc237285668]Executive Summary
   This report examines the importance of stakeholder engagement in supporting the implementation of ConnectPlus, a new AI-powered customer loyalty and engagement platform proposed by ASOS plc. Operating across global markets, ASOS must manage relationships with a range of stakeholders throughout the planned six-month implementation period.
The report identifies and analyses key internal and external stakeholders, considering their influence, interest and contribution to the project. Appropriate stakeholder management frameworks are applied to evaluate stakeholder priorities and support effective decision-making. It also discusses stakeholder roles and responsibilities, engagement strategies and potential conflicts, including approaches to communication, collaboration and maintaining positive stakeholder relationships.
The impact of sustainable stakeholder engagement on business performance is also evaluated, particularly in relation to customer satisfaction, employee commitment, stakeholder trust and long-term business success. Based on the findings, practical recommendations are provided to strengthen stakeholder engagement and support ConnectPlus. Overall, the report concludes that stakeholder engagement should be managed as a continuous process that supports both project delivery and ASOS's long-term performance.

[bookmark: _Toc237285669]1. Introduction
  Stakeholder engagement plays an important role in the success of modern organisations, particularly when implementing projects that involve organisational change and digital innovation. Effective engagement enables organisations to build trust, improve communication and encourage collaboration between different stakeholder groups. It also helps reduce resistance to change, manage risks and increase the likelihood of achieving project objectives. As organisations continue to operate in increasingly competitive and technology-driven markets, stakeholder engagement has become an essential part of successful project management rather than simply a supporting activity (Freeman, 1984; Bourne, 2016).
This report focuses on ASOS plc, one of the UK's leading online fashion and cosmetic retailers. Founded in 2000, ASOS operates through a fully digital business model and serves customers in over 200 markets. The company offers a wide range of fashion, beauty and lifestyle products while continuously investing in technology and innovation to improve customer experience and strengthen its competitive position. According to the ASOS Annual Report (2024), the organisation continues to invest in digital capabilities that support long-term business growth and customer satisfaction. To support this strategy, ASOS is preparing to launch ConnectPlus, a new AI-powered customer loyalty and engagement platform. The platform will combine personalised product recommendations, mobile-based rewards and customer data insights to improve customer retention and strengthen brand loyalty across both domestic and international markets. As the Project Manager, it is essential to identify and engage the stakeholders whose support and cooperation will influence the successful implementation of the project. This report identifies the key internal and external stakeholders involved in the ConnectPlus project and evaluates their roles, responsibilities and influence. It also examines appropriate stakeholder engagement strategies, discusses potential challenges and conflicts, and evaluates how sustainable stakeholder engagement can contribute to improved organisational performance and the successful delivery of the project.
.
[bookmark: _Toc237285670]2. SMART Objectives
  The successful implementation of ConnectPlus requires clear and realistic objectives to guide the project and measure its progress. The SMART framework has been selected because it helps ensure that project objectives are specific, measurable, achievable, relevant and time-bound (Doran, 1981). Applying this framework provides clear direction for project activities while supporting effective stakeholder engagement throughout the implementation process.

Figure 1
	SMART Objectives for the ConnectPlus Project

	SMART Criteria
	Project Objective

	Specific
	Successfully launch the ConnectPlus customer loyalty and engagement platform across ASOS's selected UK and international markets.

	Measurable
	Achieve the planned implementation within six months, ensuring stakeholder engagement activities are completed and project milestones are met.

	Achievable
	Use existing organisational resources, cross-functional teams and stakeholder collaboration to support successful project delivery.

	Relevant
	Support ASOS's digital transformation strategy by improving customer engagement, strengthening brand loyalty and enhancing data-driven decision-making.

	Time-bound
	Complete the implementation of ConnectPlus and stakeholder engagement activities within the planned six-month project timeline.



[bookmark: _Toc237285671]3. Identification and Analysis of Key Stakeholders
   Effective stakeholder management begins with identifying the individuals and groups that can influence a project or be affected by its outcomes. This section identifies the key internal and external stakeholders involved in the ConnectPlus project and evaluates their relative power and interest using Mendelow’s Power–Interest Matrix.
[bookmark: _Toc237285672]3.1 Identifying Key Stakeholders
Stakeholders are individuals, groups or organisations that can influence a project or be affected by its outcomes. Identifying stakeholders at an early stage helps the Project Manager understand who should be involved, their level of influence and the engagement required throughout the project lifecycle. Early identification can also reduce uncertainty, improve communication and minimise resistance during implementation (Freeman, 1984).
For ConnectPlus, stakeholder identification is particularly important because the platform will affect different areas of ASOS's business, including employees, customers, suppliers and technology partners. These groups have different expectations, interests and levels of influence, meaning that a single engagement approach would not be effective (Mitchell, Agle and Wood, 1997). They can therefore be divided into internal stakeholders, who are directly involved in planning and delivering ConnectPlus, and external stakeholders, who influence or are affected by its outcomes. Understanding these differences enables the Project Manager to prioritise engagement and allocate resources effectively.
[bookmark: _Toc237285673]3.2 Internal Stakeholders
Internal stakeholders are directly involved in the planning, development and implementation of ConnectPlus. Their cooperation is important because they contribute to decision-making, project delivery and successful adoption of the platform (PMI, 2021).
Senior Management provides strategic leadership, approves funding and ensures that ConnectPlus supports ASOS's business objectives. The Project Manager coordinates activities, resources and communication, while the Information Technology (IT) Team develops, tests and maintains the platform. As ConnectPlus relies on AI technology and customer data, the IT Team also has significant influence over system reliability and security.
The Marketing Team promotes ConnectPlus and encourages customer adoption, while the Customer Service Team provides insight into customer expectations and potential issues. Employees also influence implementation by adapting to new processes and supporting customers using the platform.
However, these stakeholders do not have equal levels of influence. Senior Management and the IT Team can directly affect funding, strategic decisions and technical delivery, whereas employees and customer-facing teams have less formal decision-making power. Nevertheless, poor employee understanding or resistance could still affect successful adoption. The Project Manager should therefore consider both formal authority and potential impact when prioritising internal stakeholders.
[bookmark: _Toc237285674]3.3 External Stakeholders
External stakeholders are individuals and organisations outside ASOS that can influence ConnectPlus or be affected by its implementation. Although they are not directly responsible for managing the project, their support can influence its outcomes and long-term business value (Freeman, 1984).
Customers are particularly important because ConnectPlus is designed to improve their shopping experience through personalised recommendations and loyalty rewards. Their acceptance and continued use of the platform will influence whether the project achieves its customer retention objectives. Technology partners provide specialist software, AI solutions and technical expertise, meaning that their performance can affect system quality, security and reliability.
Suppliers and logistics providers also influence customer experience because accurate product availability and reliable delivery are necessary to meet expectations created through ConnectPlus. Investors are interested in whether the project creates long-term business value, while regulatory bodies influence areas including data protection, privacy and consumer protection.
Importantly, formal power does not always reflect stakeholder importance. Customers have limited authority over internal project decisions, but poor customer adoption could prevent ConnectPlus from achieving its commercial objectives. Regulatory bodies have greater formal influence because compliance requirements can directly affect how the platform operates. External stakeholders should therefore be assessed according to both their formal power and their potential influence on project outcomes.
[bookmark: _Toc237285675]3.4 Stakeholder Analysis Using Mendelow's Power–Interest Matrix
Mendelow's Power–Interest Matrix can be used to classify stakeholders according to their level of power and interest in ConnectPlus (Mendelow, 1991). The model helps the Project Manager determine where engagement and communication efforts should be concentrated.


Mendelow's Power–Interest Matrix for the ConnectPlus Project
Figure 2
	
	High Interest
	Low Interest

	High Power
	Manage Closely

• Senior Management
• Project Manager
• IT Team
	Keep Satisfied

• Investors
• Regulatory Bodies

	Low Power
	Keep Informed

• Customers
• Marketing Team
• Customer Service Team
• Employees
	Monitor

• Suppliers
• Logistics Providers


 
Senior Management, the Project Manager and the IT Team require close engagement because their decisions directly influence resources, technical development and implementation. Investors and regulatory bodies have significant influence but less involvement in everyday project activities, making regular reporting and consultation more appropriate. Customers and employees have less formal power; however, poor customer adoption or employee resistance could still reduce the effectiveness of ConnectPlus.
A limitation of Mendelow's Matrix is that stakeholder positions should not be considered fixed. Power and interest may change as implementation progresses (Aaltonen and Kujala, 2010). For example, customer influence may increase if concerns about AI recommendations or the use of personal data affect trust and adoption. Regulatory bodies may also require greater engagement if compliance concerns emerge. Therefore, the Project Manager should review stakeholder positions throughout the six-month implementation period and adjust engagement priorities when necessary, rather than using the matrix only once at the beginning of the project.


[bookmark: _Toc237285676]4. Roles and Responsibilities of Stakeholders
   Effective stakeholder involvement in ConnectPlus depends not only on identifying the relevant groups but also on establishing clear accountability and coordination during implementation. Different stakeholders contribute different expertise and resources, meaning that successful delivery depends on how effectively these contributions are combined.
[bookmark: _Toc237285677]4.1 Roles and Responsibilities of Stakeholders
Clear allocation of responsibilities is necessary to ensure accountability throughout the ConnectPlus project. Senior Management is accountable for strategic decisions, budget approval and ensuring that the project remains aligned with ASOS's objectives, while the Project Manager is responsible for translating these priorities into project activities, coordinating resources, managing risks and monitoring delivery against the six-month timeframe (PMI, 2021).
However, responsibility for successful implementation is shared across different functions. The IT Team must deliver a secure and reliable platform, but its work depends on information from other stakeholders. Customer Service can identify recurring customer concerns and communicate these to the IT Team, allowing technical or usability problems to be addressed. Marketing can then use information about customer needs and platform performance to communicate the benefits of ConnectPlus more effectively. Employees also require appropriate training to support customers and apply new processes consistently.
This creates a chain of responsibility rather than a set of independent roles. For example, successful customer adoption cannot be treated solely as Marketing's responsibility. A strong promotional campaign may increase initial interest, but customer engagement could decline if the platform performs poorly, Customer Service is unable to resolve problems or employees are insufficiently prepared. Similarly, technical improvements may have limited value if they are not communicated effectively to customers.
Clear responsibilities therefore need to be supported by coordination and accountability. The Project Manager should ensure that information moves between stakeholder groups and that responsibility for key activities is clearly understood. This reduces the risk of duplicated work, gaps in responsibility and delays, while allowing problems to be addressed by the stakeholders best placed to resolve them.
[bookmark: _Toc237285678]4.2 Benefits and Challenges of Stakeholder Engagement
Effective stakeholder engagement can improve project decision-making because different groups contribute different knowledge and perspectives. For ConnectPlus, technical expertise from the IT Team can be combined with customer insights from Customer Service and strategic priorities from Senior Management. This can help ASOS identify risks and operational problems earlier and reduce the likelihood of decisions being based on incomplete information (Bourne, 2016).
Engagement can also increase commitment to project outcomes. Employees who understand the purpose of ConnectPlus and have opportunities to raise concerns may be more willing to adapt to new processes. Customer involvement can also provide practical insight into how the platform performs in real use, allowing problems to be identified before they negatively affect wider adoption. Effective engagement can therefore improve both operational readiness and customer acceptance.
However, stakeholder engagement also creates challenges because priorities may conflict. Senior Management may prioritise costs, business performance and the six-month delivery timeframe, while the IT Team may require additional resources or testing to ensure security and reliability. Marketing may favour an early promotion of new features, whereas Customer Service may identify unresolved concerns that should be addressed before wider adoption. These differences can create tension and delay decisions if they are not managed effectively.
Greater stakeholder involvement requires time and resources, meaning that maximum participation is not necessarily the most effective approach (Greenwood, 2007). The Project Manager must balance consultation with maintaining progress and involve stakeholders according to their expertise, influence and relevance to decisions. Effective engagement therefore depends on the quality and relevance of stakeholder participation rather than simply increasing the number of people involved.

[bookmark: _Toc237285679]5. Stakeholder Engagement Process
  Stakeholder engagement for ConnectPlus should be managed as an ongoing process rather than separate communication activities. As Project Manager, I would establish an engagement plan, use appropriate communication and collaboration methods, apply a structured approach to conflicts and measure whether stakeholder involvement produces meaningful results throughout implementation.
[bookmark: _Toc237285680]5.1 Developing the Stakeholder Engagement Plan
As the Project Manager, my first step would be to develop a stakeholder engagement plan before the implementation of ConnectPlus begins. Rather than applying the same approach to every stakeholder, the plan would define the level, frequency and method of engagement required according to their influence, responsibilities and involvement. This would focus management attention and resources on stakeholders whose decisions or support have the greatest impact on project delivery (PMI, 2021).
High-influence internal stakeholders would require frequent and direct engagement. Senior Management should receive regular progress and risk updates to support strategic decisions, while close engagement with the IT Team would allow technical progress, security issues and implementation risks to be reviewed. Marketing, Customer Service and employees would be involved through planning, operational preparation and training to ensure the organisation is ready to support ConnectPlus at launch.
External engagement would vary according to stakeholder influence and contribution. Customers would require active involvement before launch, while investors would receive periodic information on progress and expected business value. Regulatory bodies should be consulted when data protection, privacy or other compliance requirements require review.
The engagement plan should remain flexible rather than being treated as a fixed schedule. Stakeholder influence, expectations and project risks may change during the six-month implementation period, requiring adjustments to the intensity or method of engagement. This would focus resources where stakeholder involvement creates the greatest value while avoiding unnecessary consultation (Bourne, 2016).
[bookmark: _Toc237285681]5.2 Communication Strategy Using the 4C's Model
As Project Manager, I would use the 4C's Model to ensure that stakeholders are informed and involved where their contribution is required (Morsing and Schultz, 2006).
During development, communication would focus on providing relevant information to different stakeholder groups. Senior Management would receive progress, budget and risk updates, while IT, Marketing and Customer Service would receive operational information needed to coordinate their activities. This avoids using the same approach for stakeholders with different responsibilities and decision-making needs (PMI, 2021).
Collaboration would be particularly important during development and testing. IT would work with Customer Service to identify technical and usability issues raised by customers, while Marketing would use confirmed information to prepare launch communications. This creates a direct link between technical development, customer experience and promotion rather than allowing these activities to progress independently.
Before wider launch, consultation would be used to test whether ConnectPlus meets stakeholder needs. Selected customers would participate in beta testing, while employees could identify practical difficulties in supporting the platform. Feedback would be prioritised according to its potential impact on customer experience and project objectives rather than automatically implementing every suggestion (Bourne, 2016).
Commitment would be maintained by showing stakeholders how their involvement contributes to project progress. Employees and customers should be informed when significant feedback leads to changes, while internal teams should receive updates on achieved milestones and remaining priorities. This demonstrates that their participation has practical value.
Because ConnectPlus will operate across international markets, the same process may require different delivery methods. Language, customer expectations and attitudes towards personalised services and data use may vary, so communication and consultation should be adapted where necessary while maintaining consistent project and data protection standards.
The 4C's Model therefore supports a connected engagement process: communication provides direction, collaboration coordinates delivery, consultation improves decisions and commitment maintains stakeholder support. However, each element should be used according to project need, as unnecessary consultation could consume resources and delay implementation.
[bookmark: _Toc237285682]5.3 Managing Stakeholder Conflicts
Conflict management requires more than identifying competing stakeholder interests; the Project Manager must decide which response is appropriate to each disagreement. The Thomas–Kilmann framework identifies five approaches: competing, collaborating, compromising, avoiding and accommodating (Thomas and Kilmann, 1974). These provide different options rather than assuming every conflict should be resolved through compromise.
For ConnectPlus, collaboration would generally be preferred when different stakeholders hold information important to the project. For example, if the IT Team identifies technical risks while Marketing has concerns about the planned launch, bringing both perspectives into the decision could protect technical quality without ignoring commercial objectives. Collaboration may take more time, but it is appropriate where both the relationship and quality of the decision are important.
Compromise could be appropriate for less critical disagreements, such as the timing of activities or allocation of non-essential resources, where both sides can adjust without threatening project objectives. Accommodation may be appropriate when one stakeholder has greater expertise on a particular issue and the consequences of accepting its position are limited.
However, not every conflict should be resolved through collaboration or compromise. Avoiding may suit minor disagreements with little impact on project delivery, whereas a competing approach may be necessary when a rapid decision is required or mandatory requirements cannot be negotiated. For example, data protection and security standards should not be weakened to meet a preferred launch date.
The framework is useful because it avoids treating one conflict style as universally effective. However, an inappropriate approach could damage relationships or delay decisions. As Project Manager, I would consider the importance of the issue, urgency, stakeholder expertise and potential impact on ConnectPlus before choosing a response. Significant decisions and agreed actions would be documented and reviewed to ensure the conflict has been resolved rather than temporarily suppressed.
[bookmark: _Toc237285683]5.4 Monitoring and Evaluating Stakeholder Engagement
Stakeholder engagement should be evaluated using evidence rather than assuming frequent communication represents effective participation (Bryson, 2004). As Project Manager, I would use indicators to assess whether stakeholder involvement contributes to project delivery.
For internal stakeholders, indicators could include completion of agreed actions, response times, attendance at key decision-making meetings and completion of required training. Customer engagement could be assessed through beta-testing participation, recurring issues and the proportion of significant concerns resolved before wider launch. Project records could also show whether stakeholder-related issues contribute to delays or repeated changes.
These measures need to be interpreted carefully. High meeting attendance does not necessarily demonstrate effective engagement if stakeholders contribute little to decisions or fail to complete agreed actions. Similarly, collecting extensive customer feedback has limited value if recurring problems remain unresolved. Evaluation should therefore consider both the quantity of participation and the quality of its contribution to project outcomes.
Where performance falls below expectations, I would identify the cause before changing the engagement approach. Low participation may indicate an unsuitable communication method, while repeated unresolved actions could indicate unclear accountability. The response should address the underlying problem rather than simply increasing meetings or messages.
After changes are introduced, the same indicators should be reviewed to determine whether engagement has improved. This creates a continuous cycle of measurement, corrective action and reassessment. Lessons from ConnectPlus could also inform future ASOS digital projects, allowing effective practices to be retained and approaches providing limited value to be changed.

[bookmark: _Toc237285684]6. Sustainable Stakeholder Engagement and Business Performance
   Sustainable stakeholder engagement is important for ConnectPlus because its value will depend not only on a successful launch but also on ASOS's ability to maintain productive stakeholder relationships afterwards. Continued engagement can support customer loyalty, employee performance and organisational learning, but these benefits only create business value when stakeholder input leads to relevant decisions and measurable improvements.
[bookmark: _Toc237285685]6.1 Customer Trust, Loyalty and Business Performance
For ConnectPlus, continued customer engagement could influence business performance by helping ASOS understand whether personalised recommendations, rewards and other platform features remain relevant as customer expectations change. Feedback after implementation could identify declining interest or problems with the customer experience, allowing ASOS to adapt ConnectPlus rather than relying on assumptions about what customers value. This reflects Freeman's (1984) view that long-term organisational success depends on recognising and responding to stakeholder interests.
ASOS already uses customer feedback and data to understand behaviour and improve the shopping experience (ASOS, 2024). Applied to ConnectPlus, relevant customer insight could improve satisfaction and encourage continued platform use. If this strengthens retention and repeat purchasing, engagement can contribute directly to commercial performance by increasing the value of customer relationships (Payne and Frow, 2005).
However, the relationship is not automatic. Collecting more feedback does not create loyalty if ASOS fails to act on important concerns, while excessive or poorly targeted personalisation could reduce rather than improve the customer experience. The value of customer engagement therefore depends more on the quality of ASOS's response than on the volume of feedback collected.
[bookmark: _Toc237285686]6.2 Employee and Organisational Performance
Sustainable employee engagement could influence ConnectPlus performance by giving ASOS access to operational knowledge that customer data alone cannot provide. Customer Service may recognise recurring customer concerns, while IT and Marketing can identify technical or communication problems. Combining these perspectives could allow problems to be addressed earlier, reducing the likelihood that minor issues develop into service failures or additional implementation costs.
Continued involvement can also support organisational learning. Knowledge gained through ConnectPlus could improve training, internal processes and future digital projects, allowing value created by the project to extend beyond the platform itself. Employee involvement may also increase acceptance of organisational change when employees understand how their contribution affects outcomes (Bourne, 2016).
The opposite effect is equally important. Poor engagement could leave operational problems unidentified, create inconsistent customer support and increase resistance to new processes. However, excessive engagement also carries costs through meetings, consultation and training. ASOS therefore needs to judge whether employee involvement produces information valuable enough to justify the resources required.
[bookmark: _Toc237285687]6.3 Ethical and Sustainable Stakeholder Engagement
The commercial value of ConnectPlus depends partly on customer data because greater knowledge of individual preferences can improve the relevance of recommendations and rewards. However, data-driven personalisation also creates privacy, transparency and fairness risks, producing a trade-off between commercial value and stakeholder trust (Martin and Murphy, 2017).
Customers may accept data-driven personalisation when they understand its purpose and receive clear benefits, but trust could decline if data collection appears excessive or its use is unclear. A technically effective platform could therefore still damage customer relationships if personalisation is perceived as intrusive. For ASOS, responsible data use is consequently not only an ethical issue but also a business performance issue because loss of trust could reduce adoption and damage reputation.
This challenge becomes more complex across international markets, where customer expectations and regulatory requirements may differ. ASOS therefore needs sufficient consistency to maintain ethical standards while allowing communication to reflect different market expectations. Sustainable engagement requires balancing the value obtained from customer information against the long-term importance of maintaining trust.
[bookmark: _Toc237285688]6.4 Long-Term Strategic Impact
Sustainable stakeholder engagement could create strategic value by helping ConnectPlus adapt as market conditions and stakeholder expectations change. Customers can reveal changing preferences, employees can identify operational weaknesses and technology partners can contribute specialist knowledge. Combining these perspectives can reduce management assumptions and improve future decisions (Rowley, 1997; Davis, 2018).
The resulting knowledge may also benefit ASOS beyond ConnectPlus. Lessons from the project could strengthen future digital initiatives, while effective relationships with customers, employees and partners may improve confidence in organisational change. This gives stakeholder engagement potential value as an organisational capability rather than simply a project activity.
However, greater engagement does not automatically produce better performance. Stakeholder interests can conflict, and attempting to respond to every request could increase costs, slow decisions and weaken project priorities. The strategic value of sustainable engagement therefore depends on selectivity: ASOS must distinguish between feedback that creates meaningful business value and demands that do not justify the resources required. Ultimately, stakeholder engagement improves performance only when relevant stakeholder knowledge is translated into better decisions.

[bookmark: _Toc237285689]7. Recommendations
   ASOS should review stakeholder priorities at key stages of the ConnectPlus project, as levels of influence, interest and expectations may change during implementation. This would allow engagement activities and management attention to be adjusted when new risks or stakeholder concerns emerge.
Customer and employee feedback should be prioritised according to its potential impact on platform performance, customer experience and operational efficiency. Recurring or high-impact issues should receive greater attention than individual requests, helping ASOS use stakeholder input without creating unnecessary delays or costs.
Clear standards should also be maintained for the use of customer data within ConnectPlus. ASOS should communicate how data supports personalisation and ensure that privacy, transparency and fairness are considered when platform features are developed or changed.
Finally, stakeholder issues, conflict outcomes and successful engagement practices should be documented throughout the project. This knowledge could support future digital initiatives and help ASOS improve stakeholder management beyond the initial ConnectPlus implementation.



[bookmark: _Toc237285690]8. Conclusion
  Effective stakeholder engagement is essential to the successful implementation and long-term value of ConnectPlus. The analysis shows that stakeholders contribute differently to the project, making it necessary for ASOS to adapt engagement according to their influence, interests and responsibilities rather than applying a single approach.
Successful engagement also requires a balance between stakeholder involvement and project priorities. Customer and employee participation can improve decision-making, adoption and organisational learning, but excessive consultation may increase costs and slow progress. Similarly, the benefits of data-driven personalisation must be balanced against privacy, transparency and stakeholder trust.
For ConnectPlus to create long-term value, stakeholder engagement should continue beyond implementation, with relevant feedback translated into practical decisions. A flexible and ethical approach would allow ASOS to respond to changing stakeholder expectations while protecting trust, supporting project performance and strengthening the organisation's ability to manage future digital initiatives.















[bookmark: _Toc237285691]References
Aaltonen, K. and Kujala, J. (2010) ‘A project lifecycle perspective on stakeholder influence strategies in global projects’, Scandinavian Journal of Management, 26(4), pp. 381–397. doi: 10.1016/j.scaman.2010.09.001.
ASOS Plc (2024) Annual Report and Accounts 2024. London: ASOS Plc.
Bourne, L. (2016) Stakeholder Relationship Management: A Maturity Model for Organisational Implementation. London: Routledge.
Bryson, J.M. (2004) ‘What to do when stakeholders matter: Stakeholder identification and analysis techniques’, Public Management Review, 6(1), pp. 21–53. doi: 10.1080/14719030410001675722.
Davis, K. (2018) ‘Reconciling the views of project success: A multiple stakeholder model’, Project Management Journal, 49(5), pp. 38–47. doi: 10.1177/8756972818786663.
Doran, G.T. (1981) ‘There’s a S.M.A.R.T. way to write management’s goals and objectives’, Management Review, 70(11), pp. 35–36.
Freeman, R.E. (1984) Strategic Management: A Stakeholder Approach. Boston, MA: Pitman.
Greenwood, M. (2007) ‘Stakeholder engagement: Beyond the myth of corporate responsibility’, Journal of Business Ethics, 74(4), pp. 315–327. doi: 10.1007/s10551-007-9509-y.
Martin, K.D. and Murphy, P.E. (2017) ‘The role of data privacy in marketing’, Journal of the Academy of Marketing Science, 45(2), pp. 135–155. doi: 10.1007/s11747-016-0495-4.
Mendelow, A.L. (1991) ‘Stakeholder mapping’, in Proceedings of the Second International Conference on Information Systems. Cambridge, MA.
Mitchell, R.K., Agle, B.R. and Wood, D.J. (1997) ‘Toward a theory of stakeholder identification and salience: Defining the principle of who and what really counts’, Academy of Management Review, 22(4), pp. 853–886. doi: 10.5465/amr.1997.9711022105.
Morsing, M. and Schultz, M. (2006) ‘Corporate social responsibility communication: Stakeholder information, response and involvement strategies’, Business Ethics: A European Review, 15(4), pp. 323–338. doi: 10.1111/j.1467-8608.2006.00460.x.
Payne, A. and Frow, P. (2005) ‘A strategic framework for customer relationship management’, Journal of Marketing, 69(4), pp. 167–176. doi: 10.1509/jmkg.2005.69.4.167.
Project Management Institute (2021) A Guide to the Project Management Body of Knowledge (PMBOK® Guide). 7th edn. Newtown Square, PA: Project Management Institute.
Rowley, T.J. (1997) ‘Moving beyond dyadic ties: A network theory of stakeholder influences’, Academy of Management Review, 22(4), pp. 887–910. doi: 10.5465/amr.1997.9711022107.
Thomas, K.W. and Kilmann, R.H. (1974) Thomas-Kilmann Conflict Mode Instrument. Tuxedo, NY: XICOM.

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




