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Stakeholder Engagement Report: The Global Launch of ConnectPlus at Nike
Executive Summary
This report evaluates the stakeholder engagement strategies required for the successful global implementation of ConnectPlus, an artificial intelligence (AI)-powered customer loyalty platform proposed for Nike Inc. As Project Manager, the primary objective is to ensure that stakeholders across multiple countries remain actively engaged throughout the planning, implementation and evaluation stages of the project. Effective stakeholder management is recognised as one of the most important factors influencing project success, particularly within multinational organisations where cultural diversity, technological innovation and regulatory requirements create additional complexity.
The report begins by examining stakeholder engagement through recognised academic theories, including Freeman’s Stakeholder Theory, Mendelow’s Power-Interest Matrix and Mitchell, Agle and Wood’s Stakeholder Salience Model. These frameworks are used to identify, categorise and prioritise both internal and external stakeholders based on their influence, legitimacy and expectations.
[bookmark: _Int_mIKS0GCr]The report also analyses stakeholder engagement strategies designed to promote collaboration, trust and long-term commitment throughout the global rollout of ConnectPlus. Particular attention is given to communication planning, leadership, cross-cultural management and digital collaboration tools that support international project teams.
Furthermore, the report critically evaluates the benefits, challenges and ethical implications associated with stakeholder engagement in AI-driven digital transformation projects. Issues including data privacy, cybersecurity, algorithmic bias, employee resistance and compliance with international regulations are explored in relation to Nike’s global operations.
The report concludes that successful stakeholder engagement requires transparent communication, ethical leadership, continuous stakeholder consultation and effective change management. By applying recognised stakeholder management theories alongside practical engagement strategies,
Nike can increase stakeholder satisfaction, reduce project risks and maximise the long-term success of ConnectPlus

1. Introduction
[bookmark: _Int_xhoTPmmD]Nike Inc. is one of the world’s leading multinational companies in the sportswear and retail industry, operating in more than 170 countries and serving millions of customers through physical stores, digital platforms and e-commerce services. Over recent years, the company has increasingly invested in digital transformation initiatives, artificial intelligence (AI) and personalised customer experiences in order to maintain its competitive advantage within an increasingly technology-driven retail environment. As consumer expectations continue to evolve, organisations are under increasing pressure to develop innovative digital solutions that improve customer engagement while simultaneously strengthening operational efficiency and long-term profitability.
To support these objectives, Nike intends to launch ConnectPlus, an AI-powered customer loyalty platform designed to provide personalised product recommendations, tailored rewards, predictive shopping experiences and enhanced customer engagement across global markets. The implementation of ConnectPlus represents a major international change initiative involving multiple departments, external technology partners, government regulators and millions of customers worldwide. Consequently, effective stakeholder engagement will play a decisive role in determining whether the project achieves its strategic objectives.
Stakeholders are individuals or groups who can influence, or are influenced by, an organisation’s decisions and activities (Freeman, 1984). Within complex international projects such as ConnectPlus, stakeholders often possess differing objectives, levels of influence and expectations. Failure to understand these differences can result in communication breakdowns, project delays, increased costs and resistance to organisational change. Conversely, organisations that successfully engage stakeholders throughout the project lifecycle are more likely to improve decision-making, reduce uncertainty and deliver successful project outcomes.
The purpose of this report is to critically analyse stakeholder engagement strategies that support the successful global implementation of ConnectPlus at Nike. The report identifies both internal and external stakeholders, categorises them according to recognised stakeholder management frameworks and evaluates strategies for developing collaboration, trust and commitment throughout the project lifecycle. Furthermore, the report critically examines the benefits, challenges and ethical considerations associated with stakeholder engagement, particularly within the context of AI-driven digital transformation and international business operations.
Academic theories including Freeman’s Stakeholder Theory (1984), Mendelow’s Power-Interest Matrix (1991), Mitchell et al.‘s Stakeholder Salience Model (1997), Kotter’s Change Management Model (1996) and Hofstede’s Cultural Dimensions Theory (2001) will be applied throughout the report to support critical analysis. These theories provide practical frameworks for understanding stakeholder behaviour, prioritising engagement activities and managing organisational change across culturally diverse environments.
Ultimately, this report demonstrates that successful stakeholder engagement is not simply a communication activity but a strategic management process that contributes directly to project success, organisational sustainability and long-term competitive advantage.


2. Literature Review

Stakeholder engagement has become a fundamental aspect of modern project management, particularly within multinational organisations undertaking digital transformation initiatives. As projects become increasingly complex and technology-driven, organisations must recognise that successful project delivery depends not only on technical expertise but also on effectively managing relationships with individuals and groups who influence project outcomes. The proposed implementation of ConnectPlus at Nike represents a large-scale international project involving employees, customers, suppliers, technology partners, regulators and shareholders. Consequently, applying recognised stakeholder management theories provides a structured approach to understanding stakeholder expectations, reducing project risks and improving organisational performance.

One of the most influential theories in stakeholder management is Freeman’s Stakeholder Theory (1984). Freeman argues that organisations should create value for all stakeholders rather than focusing exclusively on shareholders. According to this theory, businesses operate within a network of relationships in which customers, employees, suppliers, governments and local communities all contribute to organisational success. Rather than treating stakeholders as obstacles or secondary considerations, organisations should actively involve them in decision-making processes. Within the ConnectPlus project, this theory highlights the importance of balancing the interests of diverse stakeholder groups. For example, while shareholders may prioritise profitability and return on investment, customers are likely to value data privacy, personalised experiences and trust in Nike’s AI systems. Employees may focus on job security and training opportunities, whereas regulators are primarily concerned with legal compliance and consumer protection. Therefore, Freeman’s theory demonstrates that long-term project success depends on creating mutual value across all stakeholder groups.

Despite its widespread acceptance, Stakeholder Theory has been criticised for providing limited practical guidance regarding how managers should prioritise stakeholders when interests conflict. Large multinational organisations often face competing demands from different stakeholder groups, making it impossible to satisfy everyone equally. Consequently, additional stakeholder management frameworks have been developed to assist managers in identifying which stakeholders require greater attention throughout the project lifecycle.

One such framework is Mendelow’s Power-Interest Matrix (Mendelow, 1991). This model classifies stakeholders according to two key variables: the level of power they possess over the project and the degree of interest they have in its outcomes. Stakeholders with high power and high interest, such as senior executives and project sponsors, require close management because their support is essential for project success. Stakeholders with high power but lower interest, such as government regulators or investors, should be kept satisfied to prevent potential barriers to implementation. Those with high interest but relatively low power, including customers and frontline employees, should be kept informed and encouraged to provide feedback throughout the project. Finally, stakeholders possessing both low power and low interest require only periodic monitoring.

Within Nike’s ConnectPlus project, Mendelow’s model provides a practical method for allocating communication resources efficiently. The Chief Executive Officer, Board of Directors and executive leadership team would require regular strategic updates due to their authority over organisational investment decisions. Technology partners and AI developers would also receive continuous engagement because of their direct influence on project implementation. Meanwhile, customers across global markets would receive frequent communication through marketing campaigns, product demonstrations and customer support channels to encourage adoption of the new platform. This targeted approach allows project managers to allocate time and resources more effectively while ensuring that influential stakeholders remain supportive of organisational objectives.

However, Mendelow’s framework has limitations. Stakeholder influence frequently changes during the project lifecycle, particularly within rapidly evolving digital transformation initiatives. For example, government regulators may initially demonstrate limited involvement but become highly influential if concerns regarding artificial intelligence, cybersecurity or data protection emerge. Consequently, project managers must regularly review stakeholder positions rather than treating stakeholder classifications as fixed categories.

Another important contribution to stakeholder management is the Stakeholder Salience Model developed by Mitchell, Agle and Wood (1997). Unlike Mendelow’s framework, which focuses primarily on power and interest, this model evaluates stakeholders according to three attributes: power, legitimacy and urgency. Power refers to the stakeholder’s ability to influence organisational decisions; legitimacy reflects whether their claims are considered appropriate or socially accepted; and urgency considers how quickly stakeholder concerns require managerial attention. Stakeholders possessing all three characteristics become highly salient and therefore require immediate engagement.

This model is particularly relevant to Nike’s ConnectPlus project because different stakeholder groups may gain or lose importance depending on changing project circumstances. For example, data protection authorities may become highly salient if concerns arise regarding customer privacy or compliance with the General Data Protection Regulation (GDPR). Similarly, customers experiencing problems with AI-generated recommendations may require urgent attention to maintain trust in the platform. The Stakeholder Salience Model therefore provides greater flexibility than earlier stakeholder management theories by recognising that stakeholder priorities evolve throughout project implementation.

Effective stakeholder engagement also requires structured project management practices. The Project Management Institute (PMI, 2021) identifies stakeholder engagement as one of the principal knowledge areas within project management. According to PMI, project success depends upon systematically identifying stakeholders, understanding their expectations, developing communication plans and continuously monitoring stakeholder satisfaction throughout the project lifecycle. This approach emphasises proactive communication rather than reacting to stakeholder concerns after problems emerge.

Within ConnectPlus, PMI’s framework supports the development of formal stakeholder registers, communication schedules, risk management plans and feedback mechanisms. These practices enable project managers to monitor stakeholder attitudes continuously while adapting engagement strategies as project conditions evolve. Research consistently demonstrates that projects characterised by effective stakeholder communication experience higher success rates, lower resistance to organisational change and improved collaboration across project teams.

Because ConnectPlus represents a significant organisational transformation, stakeholder engagement must also be considered from a change management perspective. Kotter’s Eight-Step Change Model (1996) argues that successful organisational change requires creating a sense of urgency, building a guiding coalition, communicating a clear vision, empowering employees and embedding new behaviours into organisational culture. Employees often resist technological innovation due to uncertainty regarding changing job roles or concerns about automation. Therefore, engaging employees early through consultation, training programmes and transparent communication reduces resistance while encouraging greater acceptance of AI-powered systems.

In addition to organisational change, the international nature of Nike’s operations requires effective cross-cultural stakeholder management. Hofstede’s Cultural Dimensions Theory (2001) demonstrates that cultural values influence communication styles, leadership expectations and decision-making processes across different countries. For example, employees within high power-distance cultures may expect decisions to be made by senior management, whereas employees in lower power-distance cultures often prefer collaborative decision-making processes. Similarly, customer expectations regarding privacy, personalisation and technology adoption vary considerably between international markets. Therefore, stakeholder engagement strategies must remain sufficiently flexible to accommodate cultural differences while maintaining consistent organisational objectives.

Overall, the academic literature demonstrates that no single stakeholder management theory provides a complete solution for managing complex international projects. Instead, organisations achieve greater success by integrating multiple theoretical perspectives that address stakeholder identification, prioritisation, communication, organisational change and cultural diversity. For Nike’s ConnectPlus initiative, combining Freeman’s Stakeholder Theory, Mendelow’s Power-Interest Matrix, Mitchell et al.‘s Stakeholder Salience Model, PMI stakeholder engagement principles, Kotter’s Change Model and Hofstede’s Cultural Dimensions Theory provides a comprehensive framework for managing diverse stakeholder relationships throughout the project lifecycle. This integrated approach strengthens decision-making, promotes stakeholder trust and increases the likelihood of achieving successful global implementation.




3. Stakeholder Identification and Categorisation
The successful implementation of ConnectPlus depends upon Nike’s ability to identify, understand and effectively engage all stakeholders who influence or are affected by the project. Stakeholder identification is recognised as one of the first and most important stages of project management because it enables project managers to understand stakeholder expectations, assess potential risks and develop appropriate communication strategies (PMI, 2021). Given that ConnectPlus will be launched globally across multiple countries, stakeholder management becomes increasingly complex due to differences in organisational priorities, cultural expectations and regulatory requirements.
Stakeholders can generally be divided into internal stakeholders, who are directly involved within the organisation, and external stakeholders, who exist outside the organisation but still influence project success. Each stakeholder group possesses different levels of power, interest and influence, requiring tailored engagement strategies throughout the project lifecycle.
3.1 Internal Stakeholders
Senior Executive Leadership
Nike’s Chief Executive Officer (CEO), Board of Directors and executive leadership team represent the most influential internal stakeholders. They approve project funding, establish strategic objectives and evaluate overall business performance. Their primary interest in ConnectPlus lies in improving customer loyalty, increasing revenue, strengthening Nike’s competitive advantage and delivering a positive return on investment.
According to Mendelow’s Power-Interest Matrix, senior executives possess both high power and high interest, meaning they should be managed closely throughout the project. Regular executive meetings, progress reports and performance dashboards are essential to maintain confidence in the project and ensure continued organisational support.
Project Management Team
As Project Manager, responsibility extends beyond scheduling and budgeting to coordinating communication between departments, managing risks and ensuring stakeholder expectations remain aligned with project objectives. The wider project management team includes programme managers, business analysts and project coordinators who support planning and implementation activities.
Because the project team is responsible for day-to-day decision-making, these stakeholders require continuous communication, collaborative planning sessions and rapid access to project information.
Information Technology and AI Development Teams
The IT department and AI developers are responsible for designing, testing and maintaining the ConnectPlus platform. Their expertise directly influences system reliability, cybersecurity, customer experience and AI performance.
These stakeholders possess high interest because the project’s success reflects their professional performance. They also hold considerable technical power because implementation cannot proceed without their expertise. Agile development meetings, sprint reviews and continuous technical feedback are therefore necessary to maintain collaboration throughout the project lifecycle.
Marketing Department
Nike’s marketing teams play a vital role in introducing ConnectPlus to customers across international markets. They are responsible for promotional campaigns, customer education and communicating the benefits of personalised AI-powered services.
Marketing teams require close cooperation with IT developers to ensure promotional messages accurately represent the platform’s capabilities. Poor communication between these departments could result in unrealistic customer expectations and reputational damage.
Customer Service Employees
Customer service representatives will become one of the first points of contact when customers experience problems or require assistance using ConnectPlus. Their feedback provides valuable information regarding customer satisfaction, technical issues and emerging concerns.
Although customer service employees possess relatively lower organisational power than senior executives, they demonstrate high interest because the platform directly affects their daily responsibilities. Regular training programmes, workshops and employee feedback systems are therefore essential to ensure successful implementation.
Human Resources Department
The Human Resources (HR) department supports organisational change by coordinating employee training, recruitment and performance management. Since ConnectPlus introduces new technologies and working practices, HR plays an important role in reducing employee resistance and improving digital competencies.
HR also contributes to employee wellbeing by ensuring staff receive sufficient support during organisational change, consistent with Kotter’s (1996) recommendations for successful transformation.

Legal and Compliance Teams
Because ConnectPlus collects significant amounts of customer data, Nike’s legal department must ensure compliance with international legislation, including the General Data Protection Regulation (GDPR) within Europe and other national privacy laws.
Failure to comply with these regulations could result in financial penalties, legal disputes and reputational damage. Consequently, legal specialists possess high organisational influence despite having limited involvement in day-to-day project activities.

3.2 External Stakeholders

Customers
Customers represent the most important external stakeholders because ConnectPlus is designed specifically to improve their shopping experience. Through artificial intelligence, customers will receive personalised product recommendations, loyalty rewards and customised promotions based upon purchasing behaviour.
Customer acceptance ultimately determines whether ConnectPlus achieves its strategic objectives. However, customers are also increasingly concerned about data privacy, AI transparency and ethical use of personal information. Nike must therefore communicate clearly how customer data will be collected, stored and protected.
Although individual customers possess relatively limited organisational power, collectively they exert enormous influence through purchasing behaviour, online reviews and brand reputation.

Technology Partners
Nike collaborates with numerous technology companies that provide cloud computing, cybersecurity solutions, AI software and digital infrastructure. These partners are responsible for ensuring ConnectPlus remains secure, scalable and operational across global markets.
Technology suppliers require continuous collaboration throughout implementation because delays or technical failures could significantly disrupt project delivery.
Government Regulators
International regulators represent highly influential stakeholders due to increasing legal oversight surrounding artificial intelligence, cybersecurity and consumer protection.
Within Europe, compliance with GDPR is essential when processing customer information. Similar regulations also exist in countries including the United States, Canada, Australia and Japan. Regulators possess high power because they can impose financial penalties or restrict business operations if legal requirements are not satisfied.

Investors and Shareholders
Investors provide financial resources that enable Nike to undertake major digital transformation projects. Their primary interests include profitability, business growth and long-term shareholder value.
Successful implementation of ConnectPlus may increase customer retention and revenue growth, improving investor confidence. Conversely, unsuccessful implementation could reduce market confidence and negatively affect Nike’s share price.

Suppliers and Business Partners
Nike collaborates with global suppliers, logistics providers and retail partners to ensure efficient delivery of products worldwide.
Although these stakeholders may not interact directly with ConnectPlus, improved customer demand forecasting generated through AI could significantly influence inventory management and supply chain operations.
Consequently, suppliers should receive regular updates regarding anticipated changes in consumer demand resulting from the new loyalty platform.



Local Communities and Society
Large multinational organisations increasingly face public expectations regarding ethical business behaviour and corporate social responsibility. Communities expect organisations such as Nike to implement artificial intelligence responsibly while protecting consumer rights and promoting sustainable business practices.
Public trust therefore becomes an important stakeholder consideration, particularly when AI technologies process sensitive customer information.


3.3 Stakeholder Prioritisation
Applying Mendelow’s Power-Interest Matrix allows stakeholders to be prioritised according to their influence over ConnectPlus.
High Power – High Interest (Manage Closely):
· CEO
· Executive Leadership Team
· Project Manager
· IT Department
· AI Developers
· Major Technology Partners
High Power – Low Interest (Keep Satisfied):
· Government Regulators
· Investors
· Board of Directors
Low Power – High Interest (Keep Informed):
· Customers
· Customer Service Employees
· Marketing Teams
· HR Department
Low Power – Low Interest (Monitor):
· Local Communities
· Smaller Suppliers
· General Public
This classification enables Nike to allocate communication resources efficiently while ensuring influential stakeholders remain actively engaged throughout implementation.
Furthermore, using Mitchell et al.’s Stakeholder Salience Model highlights that stakeholder importance may change during the project. For instance, regulators become more prominent if concerns about data privacy emerge, while customers become increasingly influential following the public launch of ConnectPlus. Consequently, stakeholder analysis should be reviewed regularly rather than treated as a one-time activity.
[bookmark: _Int_SFpSqxC6]Effective stakeholder identification and categorisation therefore provides the foundation for successful stakeholder engagement strategies. By understanding stakeholder expectations, influence and priorities, Nike can reduce project risks, strengthen collaboration and improve the likelihood of achieving a successful global rollout of ConnectPlus.

4. Stakeholder Engagement Strategies
Following the identification and prioritisation of stakeholders, the next stage involves developing appropriate engagement strategies that encourage collaboration, build trust and maintain stakeholder commitment throughout the ConnectPlus project lifecycle. Stakeholder engagement is a continuous process rather than a single activity undertaken at the beginning of a project. According to the Project Management Institute (PMI, 2021), successful projects require regular communication, active participation and continuous monitoring of stakeholder expectations. Within Nike’s global implementation of ConnectPlus, engagement strategies must also account for cultural diversity, technological complexity and ethical responsibilities associated with artificial intelligence.

4.1 Developing an Effective Communication Strategy
Communication represents the foundation of stakeholder engagement because it ensures that stakeholders understand the project’s objectives, progress and expected outcomes. Poor communication frequently results in misunderstandings, resistance to change and reduced stakeholder confidence. Therefore, Nike should establish a comprehensive communication plan that identifies what information should be communicated, how frequently communication should occur and which communication channels are most appropriate for different stakeholder groups.
Senior executives should receive monthly strategic reports outlining project progress, financial performance, identified risks and milestone achievements. Since executive leaders are primarily concerned with organisational performance and return on investment, communication should focus on key performance indicators (KPIs), budget management and strategic objectives rather than technical details.
Conversely, the IT department and AI development teams require daily communication through Agile project management methods. Daily stand-up meetings, sprint planning sessions and technical review meetings enable software developers to identify problems quickly and maintain continuous collaboration. This approach supports faster decision-making while reducing implementation delays.
Customers require a different communication strategy. Prior to launching ConnectPlus, Nike should introduce marketing campaigns explaining the platform’s benefits, privacy protections and personalised shopping experience. Educational videos, frequently asked questions (FAQs), social media content and customer support services can increase customer understanding while reducing uncertainty regarding AI technologies.
Effective communication should also operate in both directions. Rather than simply providing information, Nike should actively encourage stakeholder feedback through surveys, workshops, online forums and consultation sessions. Two-way communication increases stakeholder participation while allowing project managers to identify emerging concerns before they develop into significant problems.

4.2 Building Trust Through Transparency
Trust is widely recognised as one of the most important factors influencing stakeholder engagement. Stakeholders who trust organisational leaders are more likely to support organisational change, share knowledge and remain committed throughout project implementation. Conversely, a lack of trust often contributes to employee resistance, customer dissatisfaction and reputational damage.
For ConnectPlus, transparency regarding artificial intelligence is particularly important because many customers remain concerned about how AI systems collect and use personal data. Nike should therefore explain clearly what information is collected, how customer data is stored and why specific product recommendations are generated. Transparent privacy policies written in accessible language can improve customer confidence while demonstrating organisational accountability.
Trust should also be strengthened internally. Employees may fear that AI technologies will replace existing jobs or significantly alter working practices. These concerns should be addressed honestly through regular meetings, employee consultations and leadership communication. Rather than presenting AI as a replacement for employees, Nike should emphasise how ConnectPlus supports employees by improving efficiency, reducing repetitive tasks and allowing greater focus on customer service.
Leadership behaviour significantly influences organisational trust. Project managers should demonstrate honesty, consistency and responsiveness when communicating with stakeholders. Research indicates that leaders who acknowledge project challenges openly while providing realistic solutions achieve higher stakeholder confidence than leaders who minimise or ignore emerging problems.

4.3 Employee Engagement and Change Management
Implementing ConnectPlus represents a significant organisational change requiring employees to adopt new technologies, processes and responsibilities. Resistance to change is common within digital transformation projects because employees often experience uncertainty regarding their future roles.
Kotter’s Eight-Step Change Model (1996) provides a structured framework for overcoming resistance. The first stage involves creating a sense of urgency by explaining why digital transformation is essential for maintaining Nike’s competitive advantage. Employees should understand that customer expectations continue to evolve rapidly and that organisations failing to innovate risk losing market share.
The second stage involves establishing a guiding coalition consisting of senior managers, project leaders and respected employees who actively promote the project throughout the organisation. Employee representatives can communicate concerns to management while encouraging colleagues to participate positively in organisational change.
Training also plays an essential role in employee engagement. Nike should provide workshops, online learning platforms and practical demonstrations allowing employees to develop confidence using ConnectPlus before implementation. Continuous learning opportunities reduce anxiety while improving overall project readiness.
Reward and recognition programmes can further strengthen employee engagement. Staff who actively support project implementation or contribute innovative ideas should receive formal recognition through performance incentives, awards or career development opportunities. Such initiatives reinforce positive attitudes towards organisational change while increasing employee motivation.

4.4 Cross-Cultural Stakeholder Engagement
As a multinational organisation operating across more than 170 countries, Nike must recognise that stakeholder expectations differ significantly between cultural environments. Hofstede’s Cultural Dimensions Theory (2001) demonstrates that national cultures influence communication styles, leadership expectations and organisational behaviour.
For example, countries characterised by high power distance, such as China or Malaysia, often expect senior leaders to make important decisions with relatively limited employee consultation. In contrast, lower power-distance countries such as the United Kingdom or the Netherlands generally encourage employee participation and collaborative decision-making.
Similarly, individualistic cultures including the United States and the United Kingdom may respond positively to personalised AI recommendations because consumers value individual preferences and customised experiences. Collectivist cultures, however, may place greater emphasis on community trust and social responsibility when evaluating new technologies.
To accommodate these differences, Nike should adapt communication methods according to regional cultural expectations while maintaining consistent organisational values. Local management teams should participate actively in stakeholder engagement because they possess greater understanding of cultural norms and consumer behaviour within their respective markets.
Providing project documentation in multiple languages and ensuring culturally appropriate marketing campaigns further demonstrates respect for stakeholder diversity. Such adaptations strengthen stakeholder relationships while improving customer acceptance of ConnectPlus internationally.

4.5 Digital Collaboration and Continuous Stakeholder Feedback
Given the global nature of the ConnectPlus project, digital collaboration technologies are essential for maintaining effective stakeholder engagement across different countries and time zones. Platforms such as Microsoft Teams, Zoom and collaborative project management software enable project teams to communicate efficiently regardless of geographical location.
Real-time dashboards should also be developed to monitor project performance, stakeholder satisfaction and identified risks continuously. These dashboards allow senior management to make informed decisions based on accurate project information while improving organisational transparency.
Continuous stakeholder feedback is equally important. Customer satisfaction surveys, employee questionnaires, stakeholder interviews and online feedback portals provide valuable information regarding project performance and user experience. Rather than collecting feedback solely after implementation, Nike should establish ongoing feedback mechanisms throughout the project lifecycle.
This approach reflects the principles of continuous improvement, allowing project managers to respond rapidly to stakeholder concerns while improving the ConnectPlus platform over time. Agile project management supports this philosophy by encouraging regular evaluation, incremental improvements and stakeholder collaboration throughout software development.
Ultimately, effective stakeholder engagement depends upon maintaining strong relationships rather than simply exchanging information. Organisations that actively involve stakeholders in decision-making, encourage participation and respond constructively to feedback are significantly more likely to achieve successful project outcomes. For Nike, integrating transparent communication, employee involvement, cultural awareness and digital collaboration will strengthen stakeholder trust and contribute substantially to the successful global implementation of ConnectPlus.


5. Benefits, Challenges and Ethical Considerations
Effective stakeholder engagement provides significant benefits for organisations undertaking complex international projects such as Nike’s ConnectPlus platform. Research consistently demonstrates that projects involving stakeholders throughout the project lifecycle achieve higher success rates than those where communication is limited or inconsistent (PMI, 2021). By engaging stakeholders early, understanding their expectations and encouraging continuous participation, Nike can strengthen collaboration, reduce uncertainty and improve decision-making.
One of the most important benefits is improved project performance. When stakeholders are actively involved, project managers receive valuable information regarding customer needs, technical requirements and operational challenges before they become significant problems. For example, customer feedback collected during pilot testing may identify weaknesses in AI-generated product recommendations, allowing developers to improve the platform before the global launch. Similarly, employee involvement enables operational problems to be identified early, reducing delays and improving overall efficiency.
Another significant advantage is higher customer satisfaction and loyalty. ConnectPlus aims to deliver personalised shopping experiences through artificial intelligence, allowing customers to receive product recommendations, exclusive rewards and tailored promotions based on previous purchasing behaviour. Customers who perceive these services as valuable are more likely to remain loyal to Nike, increasing repeat purchases and strengthening long-term customer relationships. Improved customer loyalty also reduces marketing costs because retaining existing customers is generally less expensive than acquiring new ones.
Stakeholder engagement also contributes to better organisational decision-making. Senior managers can make more informed decisions when they receive continuous feedback from employees, suppliers, technology partners and customers. Rather than relying solely on financial information, decision-makers gain a broader understanding of stakeholder expectations, allowing them to develop strategies that create value for multiple stakeholder groups simultaneously.
Employee engagement represents another important benefit. Employees who participate in planning and decision-making are more likely to support organisational change and demonstrate higher levels of motivation. Through consultation, training and recognition programmes, Nike can reduce employee resistance while improving confidence in AI-powered technologies. Increased employee commitment contributes directly to higher productivity, improved customer service and stronger organisational performance.
Despite these advantages, stakeholder engagement also presents several significant challenges. One of the most common challenges is managing conflicting stakeholder interests. Different stakeholders frequently possess different priorities, making it difficult for project managers to satisfy everyone equally. For example, investors may prioritise profitability and cost reduction, whereas customers expect enhanced privacy protections and high-quality personalised services. Employees may request additional training and resources, while senior executives focus on maintaining project budgets and implementation schedules. Balancing these competing interests requires careful negotiation and effective leadership.
Another challenge involves resistance to organisational change. Employees often fear that artificial intelligence will replace existing jobs or significantly alter workplace responsibilities. Such concerns may reduce employee motivation, increase resistance and delay implementation if they are not addressed appropriately. Kotter (1996) argues that successful change management depends upon transparent communication, employee participation and strong leadership. Nike must therefore involve employees throughout the implementation process while demonstrating how ConnectPlus enhances rather than replaces human capabilities.
International projects also encounter cultural and communication challenges. Because Nike operates across numerous countries, communication styles, leadership expectations and customer preferences vary considerably between regions. A communication strategy that proves effective in the United Kingdom may not achieve similar results in Japan, Brazil or China. Consequently, stakeholder engagement strategies must remain sufficiently flexible to accommodate cultural diversity while maintaining consistent organisational objectives.
Technological risks also represent important stakeholder concerns. Artificial intelligence systems depend upon large quantities of customer data to generate personalised recommendations. Technical failures, cybersecurity breaches or inaccurate AI recommendations could reduce stakeholder confidence while damaging Nike’s reputation. Technology partners and cybersecurity specialists therefore play an essential role in maintaining system reliability throughout implementation.
Ethical considerations have become increasingly important as organisations adopt artificial intelligence within customer relationship management. One major ethical issue involves data privacy. ConnectPlus will collect and analyse customer information including purchasing history, browsing behaviour and personal preferences. Although this data enables personalised experiences, customers may become concerned about how their information is collected, stored and shared. Nike must therefore ensure full compliance with the General Data Protection Regulation (GDPR) and other international privacy legislation. Customers should provide informed consent before their personal information is processed, while privacy policies should remain transparent and easily understandable.
Another ethical issue concerns algorithmic bias. Artificial intelligence systems are only as reliable as the data used to train them. If historical data contains biases relating to gender, ethnicity, geographical location or purchasing behaviour, AI recommendations may unintentionally disadvantage particular customer groups. Such outcomes could damage Nike’s reputation while undermining stakeholder trust. Continuous monitoring, regular auditing of AI systems and diverse development teams can reduce the likelihood of algorithmic bias affecting customer experiences.
Transparency is equally important. Customers increasingly expect organisations to explain how AI systems make decisions affecting them. If ConnectPlus recommends certain products or offers personalised discounts, customers should understand the factors influencing those recommendations. Transparent AI improves accountability while strengthening stakeholder confidence in digital technologies.
Cybersecurity represents another ethical responsibility. Data breaches affecting millions of customers could result in financial losses, legal penalties and significant reputational damage. Nike should therefore invest continuously in cybersecurity infrastructure, employee awareness training and regular security audits to protect stakeholder information from unauthorised access.
Finally, organisations must consider broader principles of corporate social responsibility (CSR). Society increasingly expects multinational companies to adopt responsible approaches towards artificial intelligence, digital innovation and environmental sustainability. By demonstrating ethical leadership, protecting customer privacy and promoting fairness within AI systems, Nike strengthens stakeholder trust while enhancing its global corporate reputation.
Overall, effective stakeholder engagement provides substantial strategic advantages, including stronger collaboration, improved customer satisfaction and higher project success rates. Nevertheless, achieving these outcomes requires organisations to manage conflicting stakeholder interests, address organisational resistance and maintain high ethical standards throughout project implementation. By integrating responsible AI practices with transparent stakeholder engagement, Nike can maximise the long-term success of ConnectPlus while protecting stakeholder confidence.

6. Recommendations
Based on the analysis presented throughout this report, several recommendations can improve stakeholder engagement during the implementation of ConnectPlus.
Firstly, Nike should establish a comprehensive stakeholder communication strategy that clearly defines communication channels, reporting schedules and stakeholder responsibilities. Regular meetings, digital collaboration platforms and executive dashboards will ensure stakeholders remain informed throughout the project lifecycle.
Secondly, continuous stakeholder consultation should become an integral component of project management. Employees, customers and technology partners should be encouraged to provide regular feedback through surveys, workshops and pilot testing programmes. This approach enables project managers to identify concerns early while continuously improving the platform.
Thirdly, employee training should receive significant investment before implementation begins. Comprehensive digital learning programmes, AI workshops and ongoing technical support will reduce employee resistance while improving organisational readiness for technological change.
Fourthly, Nike should prioritise ethical AI governance by implementing strong data protection policies, regular cybersecurity assessments and independent reviews of AI algorithms. Transparent communication regarding customer data usage will strengthen stakeholder trust while ensuring compliance with international regulations.
Finally, stakeholder analysis should remain an ongoing activity rather than a one-time exercise. Stakeholder influence changes throughout project implementation, requiring project managers to review stakeholder priorities regularly and adapt engagement strategies accordingly.


7. Conclusion
This report has demonstrated that stakeholder engagement is a fundamental determinant of project success within complex international digital transformation initiatives. Using Nike’s proposed AI-powered ConnectPlus platform as a case study, the report identified the diverse range of internal and external stakeholders whose support is essential throughout project implementation.
The report applied established stakeholder management theories, including Freeman’s Stakeholder Theory, Mendelow’s Power-Interest Matrix and Mitchell et al.’s Stakeholder Salience Model, to identify, prioritise and evaluate stakeholder relationships. These theoretical frameworks highlighted that effective stakeholder engagement requires more than communication alone; it requires continuous collaboration, trust-building and strategic relationship management throughout the project lifecycle.


The analysis also demonstrated that successful stakeholder engagement generates significant organisational benefits, including improved decision-making, stronger customer loyalty, increased employee commitment and higher project success rates. However, organisations must simultaneously address challenges such as conflicting stakeholder interests, cultural diversity, resistance to organisational change and the ethical implications associated with artificial intelligence.
Ultimately, Nike’s successful implementation of ConnectPlus will depend upon its ability to balance technological innovation with responsible stakeholder management. Through transparent communication, ethical leadership, continuous stakeholder consultation and effective change management, Nike can strengthen stakeholder trust, improve customer experiences and achieve sustainable competitive advantage within the global retail industry.
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