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EXECUTIVE SUMMARY
This report examines how stakeholder engagement can support the successful implementation of ConnectPlus, ASOS's AI-enabled loyalty and personalisation platform. Key stakeholders were identified and analysed using Mendelow's Power-Interest Matrix and the Stakeholder Salience Model to evaluate their influence, legitimacy, and urgency. The report found that customers, regulators, employees, and senior leaders play critical roles in project success. To support engagement and manage conflict, the 4C's framework, SWANS, OWANS, and a RACI matrix were applied. The report concludes that effective stakeholder engagement will strengthen trust, encourage platform adoption, support regulatory compliance, and contribute to ASOS's long-term business performance.

1. INTRODUCTION
ASOS is one of the UK's leading online fashion and beauty retailers, operating across international markets through a digital-first business model. According to ASOS plc (2024), innovation, customer engagement, and data-driven decision-making are central to the company's growth strategy. To strengthen customer loyalty and retention, ASOS plans to launch ConnectPlus, an AI-enabled platform designed to provide personalised recommendations, loyalty rewards, and enhanced customer insights.
As Project Manager, I am responsible for overseeing the successful delivery of this six-month project while ensuring that stakeholder expectations are effectively managed throughout the project lifecycle. Freeman (1984) defines stakeholders as individuals or groups who can affect or be affected by organisational activities, while Harrison, Freeman and Abreu (2023) argue that considering stakeholder interests supports stronger organisational outcomes. Given ConnectPlus's reliance on artificial intelligence and customer data, stakeholder engagement is essential for building trust, supporting regulatory compliance, and encouraging platform adoption. This report identifies and analyses key stakeholders, evaluates stakeholder engagement and conflict management approaches, and assesses how effective stakeholder engagement can contribute to the long-term success of ConnectPlus and ASOS.

2. SMART Objectives 
	SMART ELEMENTS
	OBJECTIVE

	Specific
	Launch ConnectPlus across UK, France, Germany, and Italy

	Measurable
	Increase customer engagement and retention

	Achievable
	Use existing ASOS digital capabilities and resources.

	Relevant
	Support customer loyalty and business growth (ASOS plc, 2024)

	Time-bound
	Complete implementation within six months 


Source: Author's adaptation based on Kerzner (2022) and the ConnectPlus project requirements.

PROJECT OBJECTIVE:
According to Kerzner (2022), clearly defined objectives support project performance and control. Therefore, the objective of ConnectPlus is to launch an AI-enabled loyalty and personalisation platform within six months while increasing customer engagement, improving retention and maintaining compliance with data protection and AI regulations.

3. IDENTIFYING AND GROUPING KEY STAKEHOLDERS
3.1 Stakeholders Identification 
Stakeholder identification is important because different stakeholder groups can influence project outcomes in diverse ways. Freeman (1984) defines stakeholders as individuals or groups who can affect or be affected by organisational activities, while Harrison, Freeman and Abreu (2023) argue that considering stakeholder interests can improve organisational performance and decision-making. For ConnectPlus, stakeholders can be grouped into internal and external categories, as shown in Table 1.


Table 1: Key Internal and External Stakeholders of ConnectPlus
	Internal Stakeholders
	External Stakeholders

	Executive Leadership
	Customers

	Project Sponsor
	Regulators (ICO and EU authorities)

	Developers & Data Teams
	Investors

	Cybersecurity & Compliance Teams
	Suppliers & Technology Partners

	Marketing & Sales Teams
	Media & Consumer Groups

	Customer Service Team
	


Source: Author's analysis based on Freeman (1984), Harrison, Freeman, and Abreu (2023), and the ConnectPlus project scenario.
3.2 Stakeholder Prioritisation Using Mendelow's Power-Interest Matrix
Stakeholder prioritisation is important because stakeholder groups vary in their ability to influence project outcomes. Kerzner (2022) argues that prioritisation helps project managers allocate resources more effectively. Mendelow's Power-Interest Matrix categorises stakeholders according to their levels of power and interest (Johnson, Whittington, and Scholes, 2020) (see Appendix A).
Within ConnectPlus, executive leadership, the project sponsor and cybersecurity teams require close management due to their high power and interest. Regulators and investors should be kept satisfied, while customers and customer service teams require regular consultation and communication. In my view, Mendelow's Matrix provides a practical tool for stakeholder prioritisation and engagement planning.
3.3 Limitations of Mendelow's Matrix
Although Mendelow's Matrix is useful, Aaltonen and Kujala (2010) argue that stakeholder importance cannot always be explained through power and interest alone. Similarly, Kujala, Sachs and Leinonen (2022) suggest that legitimacy and stakeholder expectations have become increasingly important in stakeholder management. This limitation is evident within ConnectPlus because customers have limited formal power but remain critical to project success. Therefore, a broader approach to stakeholder assessment is required.


3.4 Stakeholder Salience Model
To address this limitation, the Stakeholder Salience Model was applied. Mitchell, Agle and Wood (1997) argue that stakeholder importance should be assessed through power, legitimacy, and urgency. Supporting this perspective, Kujala, Sachs and Leinonen (2022) suggest that legitimacy has become increasingly important as organisations balance commercial, ethical, and social responsibilities.
Within ConnectPlus, regulators demonstrate all three attributes because they influence compliance and accountability. Customers possess less formal power but maintain strong legitimacy because they are directly affected by decisions regarding data collection, privacy, and AI-driven personalisation. According to Dwivedi et al. (2020), concerns relating to privacy and data management can significantly influence stakeholder trust and engagement.
3.5 Critical Comparison of the Frameworks
Both frameworks provide valuable but different perspectives on stakeholder analysis. Johnson, Whittington and Scholes (2020) present Mendelow's Matrix as a practical tool for stakeholder prioritisation and communication planning, whereas Mitchell, Agle and Wood (1997) argue that stakeholder importance should also consider legitimacy and urgency. While Mendelow's Matrix is particularly useful for operational planning, the Salience Model provides a broader assessment of stakeholder significance. In my view, using both frameworks provides a more balanced approach to stakeholder assessment and supports more effective decision-making throughout the ConnectPlus project.

4. WHAT EACH GROUP DOES, WHAT THEY GET, AND WHAT STANDS IN THEIR WAY
Understanding stakeholder roles, responsibilities, benefits, and challenges is important because different stakeholder groups influence project outcomes in unusual ways. Harrison, Freeman, and Abreu (2023) argue that organisations achieve stronger outcomes when stakeholder expectations are recognised and incorporated into decision-making processes. Table 2 summarises the responsibilities, contribution and challenges associated with the key stakeholder groups involved in ConnectPlus.

Table 2: Stakeholder Roles, Benefits and Challenges in ConnectPlus
	STAKEHOLDER
GROUP
	ROLE&RESPONSABILITY
	BENEFIT TO CONNECTPLUS
	KEY CHALLENGE

	Executive Leadership & Project Sponsor
	Approve strategy, funding, and Key decisions 
	Strategic direction and organisational support
	Pressure to achieve project targets 

	IT, Data & Cybersecurity Teams 
	Develop, maintain, and secure the platform  
	Technical expertise, innovation, and compliance support
	Balancing delivery speed, security, and compliance

	Marketing & Sales Teams 
	Promote adoption and customers engagement
	Increase platform awareness and loyalty
	Balancing personalisation and privacy

	Customer Service Team
	Support customers and collect feedback
	Improve customer experience and insight
	Managing customer concerns

	Customers
	Use the platform and provide feedback
	Adoption, retention, and customer insights
	Trust and privacy concerns

	Regulators 
	Monitor compliance and AI governance
	Legal and ethical guidance
	Strict compliance obligations

	Investors
	Provide financial support
	Funding and business confidence
	Expectations about returns

	Suppliers & Technology Partners
	Provide technical support and specialist services 
	Specialist expertise and operational support
	Dependence on external resources 


Source: Author's analysis based on Kerzner (2022), Greenwood and Freeman (2024), Dwivedi et al. (2020), Boxall and Purcell (2023), and the ConnectPlus project scenario.

While all stakeholders contribute to project success, their priorities are not always aligned. Kerzner (2022) argues that projects frequently experience tension when stakeholder expectations compete for resources, time, and attention. Within ConnectPlus, executive leadership is focused on business growth and return on investment, whereas technical teams prioritise security, compliance, and system reliability. Bourne (2015) suggests that these competing priorities are common in complex projects and require effective coordination to avoid delays and misunderstandings. As Project Manager, I believe balancing commercial objectives with technical and compliance requirements will be one of the most significant challenges during implementation.
Customer-related stakeholders create a different challenge. Greenwood and Freeman (2024) argue that stakeholder trust plays an increasingly significant role in digital business environments, while Dwivedi et al. (2020) suggest that concerns regarding privacy and data security can influence engagement with digital technologies. Customers benefit from personalised recommendations and loyalty rewards, but concerns regarding AI-enabled personalisation and the use of personal information may reduce trust and platform adoption. In contrast, marketing and sales teams seek to maximise engagement through personalised experiences. This creates a tension between customer experience and privacy expectations, making transparent communication and responsible data management essential.
External stakeholders may also have competing priorities. Boxall and Purcell (2023) suggest that investors are primarily concerned with long-term competitiveness and organisational performance, whereas regulators focus on accountability, ethical standards, and legal compliance. The European Commission (2024) and the Information Commissioner's Office (2024) emphasise transparency and responsible use of customer data when organisations implement AI-enabled services. As Project Manager, I believe recognising these competing priorities at an early stage will reduce the likelihood of conflict and support better decision-making. Therefore, the successful implementation of ConnectPlus will depend on balancing stakeholder expectations while ensuring that business goals, customer needs and regulatory obligations are appropriately addressed.

5. HOW I WILL KEEP PEOPLE INVOLVED AND FIX DISAGREEMENTS
Stakeholder engagement should be managed throughout the project lifecycle rather than treated as a one-off activity at the start of the project. Ashcroft (2017) argues that ongoing engagement helps organisations respond to changing stakeholder expectations, while Harrison, Freeman and Abreu (2023) suggest that organisations achieve stronger outcomes when stakeholder interests are considered during decision-making. For ConnectPlus, this is particularly important because the project involves artificial intelligence, customer data, and multiple stakeholder groups with different priorities. As Project Manager, I will adopt a structured engagement process based on the 4C's framework: communication, consultation, collaboration, and commitment. This approach is more suitable than relying on a single engagement method because stakeholders differ in their levels of influence, interest, and involvement.
5.1 Communication
Communication is the foundation of stakeholder engagement because stakeholders require distinct types of information throughout the project. Johnson, Whittington, and Scholes (2020) argue that communication should be tailored to stakeholder needs rather than delivered through a standard approach. Similarly, Kerzner (2022) suggests that communication is more effective when it reflects stakeholder responsibilities and influence. For ConnectPlus, executive leadership requires strategic information relating to project progress, risks, and budgets, whereas customers require clear information regarding platform features, rewards, and the use of personal data.
Table 3: Communication Plan for ConnectPlus
	STAKEHOLDER
	INFORMATION REQUIRED
	METHOD
	FREQUENCY

	Executive Leadership
	Progress, budget, risks
	Report and meetings
	Monthly

	Project Sponsor
	Project performance and issues
	Progress meetings
	Weekly

	IT & Compliance Teams
	Development and compliance updates
	Workshops and meetings
	Weekly

	Customers 
	Features, rewards, and data usage
	Surveys, email updates, and notifications
	Monthly

	Regulators
	Compliance and governance updates
	Formal reports
	Quarterly

	Investors
	Business impact and outcomes
	Reports and presentations
	Quarterly


Source: Author's analysis based on Kerzner (2022) and the ConnectPlus project requirements.
Although reports allow information to be distributed efficiently, Christopher, Payne and Ballantyne (2013) argue that direct interaction often produces stronger engagement because stakeholders can ask questions and provide feedback. For this reason, ConnectPlus will combine formal reporting with workshops, meetings, and customer communications rather than relying on a single communication channel.
5.2 Consultation
Consultation helps ensure that stakeholder views are considered before key decisions are made. Freeman (1984) argues that stakeholders are more likely to support project outcomes when they have opportunities to influence decisions affecting them. Mitchell, Agle and Wood (1997) further suggest that stakeholder legitimacy should be considered alongside power when determining whose views should be included. This is particularly relevant to ConnectPlus because customers have limited formal authority but are directly affected by decisions relating to AI-driven personalisation and data management.
Before finalising platform features, I will conduct customer surveys, focus groups and stakeholder workshops involving legal specialists, cybersecurity teams, marketing staff, and customer service representatives. Greenwood and Freeman (2024) argue that stakeholder involvement can strengthen trust and improve stakeholder relationships, while Harrison, Freeman and Abreu (2023) suggest that consultation can improve decision quality by incorporating different perspectives. However, Aaltonen and Kujala (2010) warn that excessive consultation can slow decision-making and create unrealistic expectations. Therefore, consultation should inform decisions rather than replace managerial responsibility.
To strengthen consultation, I will also apply the SWANS and OWANS frameworks. Bourne (2015) argues that stakeholder analysis should consider aspirations and expectations as well as concerns and risks. Unlike SWOT analysis, which focuses on organisational strengths and weaknesses, SWANS and OWANS place greater emphasis on stakeholder concerns, aspirations, and needs. This makes them particularly suitable for ConnectPlus because customer attitudes towards privacy, AI recommendations and personalisation may vary across different markets. As Project Manager, I believe these frameworks will help identify stakeholder concerns early and reduce the likelihood of future conflict.


5.3 Collaboration
Collaboration is essential because ConnectPlus combines technical, commercial, and regulatory requirements. Burtonshaw-Gunn (2008) argues that poor collaboration is a common cause of project delays and misunderstandings, while Kerzner (2022) suggests that successful projects depend on cooperation between stakeholders with different responsibilities. To encourage collaboration, I will establish cross-functional working groups, planning meetings and project review sessions throughout implementation. Different stakeholders require different levels of engagement during the project lifecycle.
Table 4: Stakeholder Engagement Levels
	STAKEHOLDER
	ENGAGEMENT LEVEL

	Executive Leadership
	Collaborate

	Project Sponsor
	Collaborate

	Developers & Data Teams
	Involve

	Customers
	Consult

	Regulators
	Consult

	Investors
	Keep Satisfied

	Media & Consumer Groups
	Monitor


Source: Author's analysis based on Johnson, Whittington, and Scholes (2020).

Compared with isolated departmental working, collaboration encourages knowledge sharing and earlier identification of project risks. Harrison, Freeman, and Abreu (2023) argue that stakeholder participation can improve organisational outcomes because it introduces a wider range of perspectives. However, involving too many stakeholders in every decision can reduce efficiency. For this reason, engagement levels will vary depending on stakeholder influence and project relevance.
5.4 Commitment
Commitment focuses on creating shared ownership of project objectives. Johnson, Whittington, and Scholes (2020) argue that stakeholder conflict often develops when responsibilities and expectations are unclear. Similarly, Donaldson and Preston (1995) suggest that stakeholder relationships improve when stakeholders understand how decisions are made and how their interests are considered.
To strengthen commitment, I will organise a project kick-off meeting where stakeholders agree success measures, objectives, and responsibilities. I will also implement a RACI matrix to ensure accountability across key activities.
Table 5: RACI Matrix for ConnectPlus
	ACTIVITY
	PROJECT MANAGER
	SPONSOR
	IT TEAM
	MARKETING
	COMPLIANCE

	Platform Development
	A
	I
	R
	I
	C

	Security Testing
	C
	I
	R
	I
	A

	Marketing Launch
	I
	I
	C
	R
	C

	Regulatory Review
	C
	I
	I
	I
	R


R= Responsible | A = Accountable | C = Consulted | I = Informed
Source: Adapted from Burtonshaw-Gunn (2008).
Despite the RACI matrix improves accountability, Kerzner (2022) suggests that overly rigid role definitions may reduce flexibility when project requirements change. Nevertheless, I believe the framework is appropriate because ConnectPlus involves multiple departments with shared responsibilities.
5.5 Conflict Management
Stakeholder disagreements are inevitable in a project involving multiple stakeholder groups. Ashcroft (2017) argues that conflict should not automatically be viewed negatively because constructive disagreement can improve decision-making and identify hidden risks. Within ConnectPlus, the conflicts involve personalisation versus privacy, speed versus compliance, and cost versus quality.
Donaldson and Preston (1995) argue that many conflicts arise from competing priorities rather than opposing objectives. Therefore, I will focus on identifying shared goals before addressing areas of disagreement. Kerzner (2022) suggests that conflict is easier to manage when stakeholders understand common project objectives and the consequences of different decisions.
When responding to stakeholder concerns, when responding to stakeholder concerns, I will also apply the Feel-Felt-Found technique, a communication approach commonly used to acknowledge concerns and reduce resistance during organisational change (Kerzner, 2022). This approach acknowledges stakeholder worries before presenting evidence-based information and potential solutions. Compared with a defensive response, it can help reduce resistance and improve stakeholder trust. For example, concerns about AI-driven personalisation can be addressed by recognising stakeholder concerns, explaining that similar concerns have been raised by others, and demonstrating how compliance measures and security controls reduce associated risks.
5.6 International and Ethical Considerations
Operating across international markets creates additional engagement challenges because stakeholder expectations may vary between countries. Aaltonen and Kujala (2010) argue that stakeholder priorities are influenced by local contexts, while Greenwood and Freeman (2024) suggest that stakeholder expectations are shaped by social and organisational conditions. Consequently, communication methods and consultation activities will be adapted where necessary to reflect local expectations.
Ethical considerations must also remain central throughout stakeholder engagement. Mitchell, Agle and Wood (1997) argue that stakeholder importance should be assessed through legitimacy and urgency as well as power, while Kujala, Sachs and Leinonen (2022) suggest that organisations are increasingly expected to balance commercial objectives with ethical and social responsibilities. The European Commission (2024) and the Information Commissioner's Office (2024) emphasise transparency, accountability, and fairness when organisations use AI technologies and process personal data. As Project Manager, I believe ethical stakeholder engagement extends beyond regulatory compliance because it supports trust, encourages platform adoption, and strengthens the long-term sustainability of ConnectPlus.
Harrison, Freeman, and Abreu (2023) argue that organisations should focus on balancing stakeholder interests rather than favouring one stakeholder group over another. In my view, this approach is particularly appropriate for ConnectPlus because customer expectations, regulatory requirements and business objectives are unlikely to align completely throughout the project lifecycle.

6. HOW GOOD ENGAGEMENT HELPS ASOS DO BETTER LONG-TERM
Stakeholder engagement should be viewed as a strategic activity that contributes to organisational performance rather than simply supporting project delivery. Ashcroft (2017) argues that stakeholder relationships can influence organisational outcomes over time, while Harrison, Freeman and Abreu (2023) suggest that organisations create greater value when stakeholder interests are considered within strategic decision-making. This perspective is particularly relevant to ConnectPlus because its success depends on customer adoption, regulatory compliance, and continued stakeholder support. As Project Manager, I believe the value of stakeholder engagement extends beyond platform implementation because it can strengthen trust, support innovation, improve organisational adaptability and contribute to long-term business performance.
From a financial perspective, stakeholder engagement can improve decision quality and reduce avoidable project costs. Kerzner (2022) argues that involving stakeholders early in project activities helps identify potential issues before they become expensive problems. Supporting this view, Harrison, Freeman, and Abreu (2023) suggest that stakeholder involvement can improve organisational outcomes because decisions are informed by a wider range of perspectives and expectations. For ConnectPlus, customer feedback, regulatory input and employee knowledge can help reduce implementation risks and increase the likelihood of achieving project objectives. Compared with a reactive approach, where concerns are addressed only after implementation, early engagement provides opportunities to prevent problems and improve resource allocation. In my view, this increases the likelihood of achieving stronger returns on investment, more predictable business performance, and greater long-term value creation for ASOS.
Strong stakeholder relationships can also support investor confidence and long-term organisational stability. Donaldson and Preston (1995) argue that organisations perform more effectively when the interests of different stakeholder groups are recognised rather than focusing exclusively on short-term financial outcomes. Similarly, Boxall and Purcell (2023) suggest that investors are more likely to support initiatives that contribute to sustainable organisational performance and competitiveness. Through regular communication and greater transparency, ASOS can demonstrate how ConnectPlus contributes to customer retention, revenue growth, and long-term strategic objectives. However, Kerzner (2022) notes that stakeholder expectations may become difficult to manage when performance targets are not achieved within expected periods. This suggests that engagement should be supported by realistic communication regarding project benefits and limitations.
Customer trust represents another major benefit of sustainable stakeholder engagement because it can directly influence customer retention, repeat purchases and long-term business performance. Greenwood and Freeman (2024) argue that stakeholder trust has become increasingly important in digital business environments where organisations rely on customer information and technology-driven services. ConnectPlus depends heavily on customer participation because personalised recommendations and loyalty features require the responsible use of customer data. According to Dwivedi et al. (2020), concerns regarding privacy, data security and digital technologies can influence stakeholder behaviour and levels of engagement. By involving customers in consultation activities and communicating openly about data usage, ASOS can build stronger relationships and encourage platform adoption. In contrast, weak engagement may reduce trust and increase resistance, potentially limiting the benefits generated by the platform.
Effective engagement can also strengthen relationships with regulators and reduce compliance risks. The European Commission (2024) highlights transparency, accountability, and responsible governance as important considerations when organisations use artificial intelligence and customer data. The Information Commissioner's Office (2024) similarly emphasises fairness and openness in the processing of personal information. By engaging with regulatory stakeholders throughout implementation, ASOS can identify potential compliance issues before they become legal or reputational problems. Compared with a reactive compliance approach, proactive engagement provides opportunities to address concerns earlier and reduce organisational risk. This is particularly important for ConnectPlus because evolving AI regulations may create new compliance requirements after implementation.
Another long-term benefit involves organisational learning and resilience. Kerzner (2022) argues that stakeholders often possess knowledge and experience that can improve project outcomes when incorporated into decision-making. Frontline employees, for example, may identify customer concerns or operational issues that are not always visible to senior management, helping the organisation improve service quality and operational performance. Supporting this perspective, Aaltonen and Kujala (2010) suggest that stakeholder engagement helps organisations recognise differences in stakeholder expectations across markets and environments. This is particularly relevant to ConnectPlus because attitudes towards privacy, personalisation and AI-enabled services may vary between countries. Compared with decisions based solely on internal assumptions, stakeholder-informed decisions allow ASOS to respond more effectively to changing customer expectations and market conditions. In my view, this supports organisational resilience because the company is better prepared to adapt to future technological, regulatory and market changes.
Stakeholder engagement can also increase support for organisational change. Mitchell, Agle and Wood (1997) argue that stakeholders are more likely to support initiatives when their interests and concerns have been acknowledged. Greenwood and Freeman (2024) similarly suggest that involvement in decision-making can strengthen stakeholder commitment and trust. For ConnectPlus, greater stakeholder support may increase platform adoption, strengthen customer relationships, and improve acceptance of innovative technologies. However, successful engagement requires an appropriate balance between inclusion and leadership. Aaltonen and Kujala (2010) argue that extensive consultation can delay decision-making and create conflicting expectations, while Rowley (1997) highlights the importance of maintaining strategic direction when managing multiple stakeholder interests. In my view, stakeholder engagement should inform decisions rather than replace managerial responsibility.
Although technology plays a significant role in retail innovation, sustainable competitive advantage depends on more than digital capability alone. Harrison, Freeman, and Abreu (2023) argue that long-term organisational success is influenced by the quality of stakeholder relationships and an organisation's ability to create value for different stakeholder groups. ConnectPlus has the potential to improve customer loyalty, regulatory compliance, organisational learning, and overall business performance by strengthening relationships with key stakeholders. While stakeholder engagement requires additional time, resources and management effort, the long-term benefits are likely to outweigh these costs. Therefore, I believe sustainable stakeholder engagement provides value beyond the immediate project lifecycle by supporting resilience, adaptability, customer trust, and long-term business success across ASOS's wider operations.




7. RECOMMENDATIONS AND CONCLUSION
Recommendations
Based on the stakeholder analysis presented in this report, ASOS should adopt a balanced stakeholder management approach by using both Mendelow's Power-Interest Matrix and the Stakeholder Salience Model to support stakeholder prioritisation. Stakeholder engagement activities should be tailored to different stakeholder groups through appropriate communication, consultation, and collaboration mechanisms. In addition, potential conflicts should be addressed at an early stage through active stakeholder involvement and transparent decision-making. Attention should be given to privacy, transparency, and responsible data management to maintain customer trust and regulatory compliance. Finally, stakeholder engagement should continue beyond implementation to ensure ConnectPlus remains aligned with changing stakeholder expectations and business requirements (Kerzner, 2022).
Conclusion
ConnectPlus will succeed not only through effective technology but also through effective stakeholder engagement. Freeman (1984) argues that organisations must recognise the interests of groups that can affect or be affected by organisational activities, while Harrison, Freeman and Abreu (2023) suggest that long-term value is created when stakeholder interests are incorporated into decision-making. The stakeholder engagement approaches evaluated throughout this report, including the 4C's framework, SWANS, OWANS and the RACI Matrix, provide practical methods for strengthening communication, encouraging collaboration, and managing conflict. Even though stakeholder priorities may not always align, sustainable stakeholder engagement can improve customer trust, support regulatory compliance, and enhance long-term business performance. As Project Manager, I believe that maintaining strong stakeholder relationships will be essential to the successful implementation of ConnectPlus and the long-term success of ASOS.





Appendix A
· Figure 1: Mendelow Power-Interest Matrix
Source: Adapted from Johnson, Scholes, and Whittington (2020).
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