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[bookmark: _Toc233231386]Executive Summary
This report analyses the importance of stakeholder involvement in the successful introduction of ConnectPlus at ASOS plc. ASOS is a well-known UK online fashion retailer, operating in several international markets. The organisation intends to launch ConnectPlus. This is a generally new customer loyalty and user engagement platform. It will apply artificial intelligence (AI) and use customised recommendations, mobile rewards, and customer data insights with the aim of improving customer retention and customer experience.
The report also discusses the stakeholders who can influence or be impacted by this project. In addition, the internal stakeholders are senior managers, project teams, IT specialists, marketing staff, customer service employees, and finance teams. External stakeholders are customers, shareholders, suppliers, technology partners, regulators, and local societies.
The report also analyses many stakeholder theories and frameworks. These strategies and theories include Stakeholder Theory, Mendelow's Power-Interest Matrix, the Salience Model, Stakeholder Circle, and the SWANS and OWANS frameworks. Such a model improves the analysis with the identification of stakeholder impact, expectations, interests, and engagement demands.
ASOS’s way of engaging with stakeholders properly is also discussed by this paper. Especially the stages including planning, development, and implementation of ConnectPlus. In addition, the research includes different engagement and communication approaches like meetings, consultation programs, surveys, training sessions, stakeholder mapping, and feedback systems. In addition, the report reveals that stakeholder engagement can enhance trust, decrease resistance to change, improve customer satisfaction, and provide better overall project outcomes. On the other hand, companies can also face problems regarding cultural differences, different stakeholder interests, privacy problems, and legal issues.
Overall, stakeholder engagement is essential for the successful launch of ConnectPlus and ensure ASOS's long-term business performance and competitive advantage.
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[bookmark: _Toc233231387]1. Introduction
ASOS plc is among the leading online fashion UK retailers. The organisation sells a variety of products, including accessories, clothing, footwear, and beauty products, to customers in several countries globally. Because the competition in the retail sector is rapidly increasing, the customer changes their expectations simultaneously. ASOS has started planning a new digital customer loyalty and engagement platform – ConnectPlus.
ConnectPlus is created to provide better customer experience using different instruments like artificial intelligence (AI), customised product recommendations, mobile-orientated rewards, and customer insight tools. In addition, the aim of this platform is to improve customer retention, enhance customer loyalty, and help the company make informed business decisions. The project is estimated to be introduced for specific local and international markets in the following six months.
The successful implementation of ConnectPlus relies on engagement of stakeholders and efficient management. Moreover, Freeman (1984) stated that stakeholders can be groups or individuals that can be affected or influence the activities of a company. So, in the successful completion of a project, stakeholders are major drivers because of the resources, knowledge, support, and feedback they ensure. However, they can cause problems when their interests are not satisfied by the project management.
According to Kujala et al. (2022), stakeholder engagement is related to all processes and initiatives that companies use in creating relationships with stakeholders and involves them in decision-making of a project. When management applies effective stakeholder engagement, companies can understand stakeholder demands, improve the level of communication, decrease conflicts, and generate long-term value. Therefore, in modern business settings, stakeholder engagement has been a key part of the organisational operations due to the high complexities in the global markets flooded with different stakeholder groups.
The report defines the role of stakeholder engagement in the successful creation and implementation of ConnectPlus at ASOS. In addition, it analyses main stakeholders, examines their impacts and interests, assesses proper engagement approaches, and provides the benefits, problems, and ethical concerns related to the stakeholder engagement. Lastly, the report suggests several recommendations in order to ensure that the project delivery will be on time and will guarantee long-term business performance for ASOS, please.
Figure 1. Overview of ConnectPlus Platform
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[bookmark: _Toc233231388]2. SMART Objectives
The aim of the project ConnectPlus is to improve customer involvement and loyalty at ASOS. This would be achieved by creating a digital platform that includes AI recommendations, mobile rewards, and customer insights. In order to ensure successful implementation of the project, the following SMART objectives have been created:
1. To identify and classify all major internal and external stakeholders included in the ConnectPlus project at the beginning of the project planning
2. To create and apply a stakeholder communication and involvement plan before transforming to the testing stage of the platform.
3. To achieve a minimum of 80% participation from major stakeholder groups in the consultation and feedback initiatives during the project.
4. To raise customer retention by 15% in the first year of the ConnectPlus launch by customised rewards and engagement features.
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[bookmark: _Toc233231390]3.1 Importance of Stakeholder Identification
The good implementation of the project ConnectPlus relies on proper identification and well-implemented management of stakeholders. According to Freeman (1984), stakeholders are groups or individuals that can be influenced or be affected by a company's activities. Therefore, identification of stakeholders is crucial in such process because businesses can easily understand stakeholder demands, avoid probable risks, and guarantee better project outcomes (Bourne, 2016). In the case of ASOS, stakeholders can affect the launch, creation, and long-term success of the ConnectPlus platform within the business.
Contemporary organisations perform their businesses in highly competitive environments. In such settings, stakeholders’ expectations always increase. Latest studies indicate that companies, engaging shareholder efficiently in major decision-making processes would achieve sustainable performance, innovative success, and customer satisfaction (Kujala et al., 2022). So, ASOS should recognise internal and external stakeholders properly before launching ConnectPlus.
[bookmark: _Toc233231391]3.2 Internal Stakeholders
Internal stakeholders are considered a group and individuals in ASOS who are direct contributors to the project provision. Senior management and the Board of Directors are key shareholders due to their strategic direction, approval of project finances and investment, and supervision of the project's performance. The resource dependence theory indicates that senior decision-makers improve organisational resources, decrease uncertainty, and enhance overall results (Pfeffer and Salancik, 1978).
In addition, the project manager is accountable for the coordination of project activities, dealing with stakeholder relationships, and guaranteeing that all project objectives are fulfilled. Moreover, in such a project, the IT department is a key element due to the AI development, creation of customer databases, and implementation of the mobile reward systems, supporting ConnectPlus.
The promotion of the platform and motivation of customer adoption is provided by the marketing department. Customer service staff can also improve customer feedback in order to enhance the general performance of the platform. Also, the finance department manages the budgeting for the project. The Data Protection Officer guarantees that the project is compliant with the GDPR and customer privacy requirements.
[bookmark: _Toc233231392]3.3 External Stakeholders
All parties that operate outside of the organisation are called external stakeholders. However, they can still impact the success of the project. In addition, customers are considered the most crucial external stakeholder due to their primary usage of the certain service, in this case ConnectPlus. Furthermore, their willingness to use and adopt the platform might influence customer retention and business performance.
The financial returns of a project and expectation of long-term development are considered by the shareholders. Technology providers offer different systems like AI solutions, cloud infrastructure, and software, which are highly required for the operation of the platform. Brand collaborations and suppliers also help the company improve the overall customer experience through product availability and higher quality of service.
Regulatory parties are also considered other crucial stakeholders. For example, organisations like the Information Commissioner's Office (ICO) guarantee ASOS is in compliance with all legal requirements regarding data protection and digital services. Moreover, local communities and broader society affect corporate reputation and assumptions of the ethical business behaviour of ASOS.




Figure 2. Stakeholder Ecosystem Map for the ConnectPlus Project
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[bookmark: _Toc233231393]3.4 Stakeholder Categorisation Using Mendelow's Matrix
In addition, Mendelow's Power-Interest Matrix is a very practical tool for making stakeholder analysis. It helps companies focus on prioritising important engagement activities regarding stakeholder impact and interests (Mendelow, 1991). This approach was introduced in the stakeholder management literature and is still broadly applied in modern project management.
Senior management, the Board of Directors, and key shareholders can be sorted as high-power and high-interest stakeholders (Bourne, 2016; Eskerod and Jepsen, 2016). In addition, these shareholders must be managed responsively due to their overall impact on the project and strong decision-making. However, technological partners and regulatory parties have power, but their direct interest, considered low, must be fulfilled.
Staff and customers often show higher interest but do not possess formal distinguished power over the projects. Despite their limited control of strategic decisions, platform adoption and long-term success are dependent on their support. Thus, customers and employees must be provided with proper information and consultation during the project lifecycle (Bourne, 2010; Kujala et al., 2022).
Figure 3. Mendelow Power–Interest Matrix for ConnectPlus Stakeholders.
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[bookmark: _Toc233231394]3.5 Stakeholder Categorisation Using the Salience Model
According to the Salience Model by Mitchell, Agle and Wood (1997), stakeholders are classified according to their legitimacy, urgency, and power. Such an approach helps management indicate which stakeholders should be the most satisfied.
The Board of Directors and senior management are definite stakeholders in the ConnectPlus project. Moreover, they possess power, urgency, and legitimacy due to their permissions and jurisdictions. However, customers are dependent stakeholders, as they contribute with urgent demand and legitimacy, while still not owning enough legitimacy. Still, customer behaviour can impact different project outcomes – positive or negative.
Moreover, regulatory parties should also be considered due to their legitimate authority. Also, such authorities can impose penalties in case of unmet compliance requirements during the project implementation. Using the Salience Model and Mendelow's Matrix allows ASOS to distribute resources more efficiently and create proper stakeholder engagement strategies during the creation of the ConnectPlus project.
Figure 4. Stakeholder Salience Model for ConnectPlus Stakeholders
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[bookmark: _Toc233231396]4.1 Introduction
When ASOS recognises the key stakeholders participating in the ConnectPlus project, it is crucial to understand their particular roles and duties. In addition, stakeholders provide different knowledge resources and abilities in order to ensure project success. Meanwhile, different stakeholder groups might compete in terms of interest and expectations. This can pose additional challenges for the project management (Freeman et al., 2003). So, making proper stakeholder management requires organisations to have a clear understanding of stakeholder contributions and possible risks.
[bookmark: _Toc233231397]4.2 Roles and Responsibilities of Internal Stakeholders
The roles and duties of internal stakeholders are important and should be identified properly in the implementation of ConnectPlus. Processes like planning, developing and creating the platform are highly dependent on different stakeholders. In addition, the Board of Directors is responsible for offering strategic management and accepting project investment decisions. Also, their contribution to the project is important due to the resource allocation and project performance monitoring (Freeman et al., 2003; Bourne, 2016).
Moreover, the guarantee for project alignment with the strategic objectives of ASOS is performance by the senior management. Managers often oversee project initiatives, coordinate departments, and improve decision-making processes. According to Eskerod and Jepsen (2016), their engagement in the project guarantees that all company resources are properly allocated in achieving long-term success.
In addition, the project manager takes a key role in stakeholder management. Bourne (2016) defines project managers as major coordinators of stakeholder communication, managing expectations, solving different disputes, and guaranteeing that the project objectives will be achieved. PMI (2021) reports that effective leadership applied by the project manager can improve stakeholder commitment and enhance project performance.
The creation, development, testing processes, and maintenance of the ConnectPlus platform are managed by the IT team. Due to their technical experience in customer data systems, AI-powered systems, and mobile reward functions, the team is responsible for all technical elements of the platform. Also, the marketing department is responsible for the motivation of customer engagement through the communication campaigns and promotional activities. According to Verhoef et al. (2021), multi-functional cooperation between business and technical departments is necessary in the implementation of digital transformation projects.
Also, customer service staff are accountable for replying to enquiries and gathering feedback after the successful implementation. The finance department monitors project costs and ensures efficient use of resources. In addition, the Data Protection Officer guarantees that the project complies with the GDPR and protects customer information during the project lifecycle. Effective governance and data protection practices are important for companies that depend on customer data and digital technologies (Kujala et al., 2022; European Commission, 2024).
Figure 5. Stakeholder Responsibility Structure for the ConnectPlus Project
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External stakeholders are major contributors to the successful implementation of ConnectPlus. In addition, the primary users of the platform are the customers. They can provide important feedback regarding usability, functionality, and overall fulfilment. Also, their approval of the platform will result in higher customer retention and ensure the project success (Freeman, 1984).
In addition, shareholders are responsible for the financial support of ConnectPlus. They also guarantee business development and help the company generate long-term profits. Moreover, technology suppliers provide the software, cloud infrastructure, and AI capabilities, which are necessary for the operation of the platform. In addition, suppliers and brand partners help the company maintain product availability and enhance customer value. Regulators guarantee that the organisation is within the compliance of all legal and ethical requirements, especially the data protection and digital services. Moreover, local communities and society can impact organisational retention and enhance public trust. Companies are forced to identify properly stakeholder issues regarding privacy, transparency, and sustainability for such big projects (Kujala et al., 2022).
[bookmark: _Toc233231399]4.4 Benefits of Stakeholder Involvement
Stakeholder involvement provides many benefits to such projects. For example, by including experience stakeholders, the organisation gains knowledge and expertise, which improve decision-making processes and enhance project quality. Moreover, stakeholder involvement helps companies recognise risks in advance, which helps create efficient solutions before other issues arise.
In addition, stakeholder engagement improves trust and communication in organisations. Kujala et al. (2022) state that companies which keep positive stakeholder relationships often achieve long-term value creation. In this case, ASOS must consider customer engagement through platform adoption and customer loyalty. Therefore, the company will increase brand reputation.
Moreover, stakeholder involvement motivates the organisation to change its approaches into more innovative areas. For instance, gathering feedback from staff, customers, and technology partners will improve platform settings and ensure consistent development after implementation.







Figure 6. Benefits of Stakeholder Involvement in the ConnectPlus Project
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Although stakeholder management provides several positives, it can also pose challenges to the implementation of ConnectPlus. For example, different stakeholder groups may raise conflicts regarding the project implementation. Also, customers may require stricter privacy protections, and management can look for better access to customer data in order to perform a more complete business analysis.
In addition, communication and coordination can pose difficulties. As ConnectPlus includes different departments, international stakeholders, and external partners, there exist various barriers. Therefore, managing communication between different groups can consume time and pose challenges.
ASOS must comply with different regulations. In addition, customer information must be gathered, stored, and processed regarding the GDPR requirements. If ASOS does not fulfil these requirements, it can be fined with legal penalties, and this will cause reputational damage.
Lastly, stakeholder expectations can vary during the project lifecycle. Thus, ASOS should constantly review stakeholder demands and change its engagement approaches when required. In addition, implementing efficient stakeholder management will help the company decrease these problems and ensure successful project implementation.
Figure 7. Key Stakeholder Management Challenges in the ConnectPlus Project
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Stakeholder engagement is key to the success of the ConnectPlus project at ASOS. Moreover, it is associated with the engagement of the stakeholders in all organisational activities, decision-making processes, and phases of project development (Kujala et al., 2022). According to Kujala et al. (2022), firms that adopt good stakeholder engagement practices are more likely to have a superior project execution, customer satisfaction levels, and sustainable competitive advantage. Therefore, ASOS needs to use a structured engagement model to make sure that the stakeholder expectations are well addressed during the ConnectPlus project lifecycle.

[bookmark: _Toc233231402]5.1 Stakeholder Engagement Process
The stakeholder engagement must start with analysis and stakeholder identification. Companies must be able to understand and satisfy different stakeholder interests, impacts, anticipations, and raising concerns before creating engagement strategies (Bourne, 2016). Therefore, in this case ASOS allows the project manager to focus on stakeholders and allocate resources for the project efficiently.
Considering the stakeholder analysis, ASOS must create an engagement plan that represents communication approaches, duties, and consultation practices. In addition, the company should regularly review the engagement plan. Therefore, it will guarantee that stakeholder needs are always addressed during the project lifecycle (PMI, 2021).
Consistent monitoring is also crucial, as stakeholder expectations can be different, affected by rapid external or internal changes during the project lifecycle. Therefore, often reviewing will help project managers to avoid emerging issues and take corrective actions before major problems arise.
Figure 8. Stakeholder Engagement Process for the ConnectPlus Project
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[bookmark: _Toc233231403]5.3 Communication and Consultation Strategies
Communication is considered one of the most crucial elements in the stakeholder engagement processes. Moreover, through efficient communication, companies can create loyalty, improve transparency, and decrease uncertainty (Freeman et al., 2003). However, different stakeholder groups should be managed with various communication strategies regarding their level of impact and interest.
For example, the board of directors and senior management must receive weekly project reports, risk assessments, and performance updates, considering their roles. Such stakeholders always require detailed strategic information to make better decisions and manage different responsibilities (PMI, 2021; Bourne, 2016).
Staff must be involved in team meetings, improvement programs, workshops, training sessions, and internal communication platforms during the project lifecycle. Ensuring that employees receive regular updates on the project will decrease resistance to change and motivate participation in different project activities (Eskerod and Jepsen, 2016; Verhoef et al., 2021).
Customers can be engaged with the project by fulfilling surveys and feedback forms, participating in social media channels, downloading and studying different mobile applications, and engaging in different customer communities. ASOS can understand user preferences better and improve the functionality of the platform by gathering customer feedback (Kujala et al., 2022).
Moreover, the involvement of technology partners and suppliers in the regular progress meetings and collaborative planning sessions of the project will increase overall performance. Such stakeholders are external. However, they are responsible for the maintenance of the system and can provide better technical innovation (Verhoef et al., 2021; Harrison et al., 2020).
Lastly, regulators must be involved in the compliance reporting and consultation practices to guarantee that all legal requirements are completely understood and applied. Therefore, maintaining positive relationships with regulatory parties can decrease legal penalties, improve organisational trust, and guarantee brand awareness (European Commission, 2024; UK Information Commissioner's Office, 2024).
Figure 9. Stakeholder Communication Plan for ConnectPlus
[image: ]
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The widely used framework, SWANS and OWANS represent an applicable approach to understanding stakeholder expectations and organisational goals (Bourne, 2016). In addition, SWANS is considered Stakeholder Wants and Needs. On the other hand, OWANS is related to Organisational Wants and Needs. Therefore, this framework helps companies see areas for improvement more consistently where stakeholder expectations are connected to the organisational goals. In addition, the framework synthesises the possible conflict areas and provides different solutions for managing the projects (Bourne, 2016; Eskerod and Jepsen, 2016).
For instance, customers require rewards, convenience, security, and customised services in each new invention. However, ASOS aims to increase customer loyalty, achieve higher retention rates, improve customer insights, and reach better financial performance. Staff can look for training program and better communication. ASOS demands staff commitment and efficient project implementation.
Application of the SWANS and OWANS approach helps ASOS areas for improvement, connection, and possible avoidance of conflicts between stakeholders’ demands and organisational objectives. Bourne (2016) and Kujala et al. (2022) state that this improves engagement strategies, guarantees stakeholder satisfaction, and helps the company create long-term value.
Figure 10. SWANS and OWANS Framework for ConnectPlus Stakeholders
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Conflicts between stakeholders are quite common in projects within larger companies. This is because different groups demand specific wants and expectations. Eskerod and Jepsen (2016) state that conflict management is a major element of stakeholder management, as unresolved encounters can negatively impact on the project results.
Customer privacy concerns are possible issues that may raise conflicts in the ConnectPlus project. Despite the customers’ expectation of strict protection of their personal information, management could look for more access to customer data in order to make deeper business analytics. Creating a balance between these interests requires transparent communication and strong governance management (European Commission, 2024).
Moreover, conflicts can also appear between departments about resource allocation, project priorities, and implementation timeline. For instance, the IT team might focus on technical quality while the marketing team can concentrate on customer acquisition goals and deadlines (Kujala et al., 2022).
In order to handle such conflicts, ASOS must provide cooperative problem-solving, stakeholder consultation programs, open communication, and evidence-based decision-making. In addition, negotiation and mediation approaches can also be applied if differences cannot be solved by proper communication (PMI, 2021).
Figure 11. Stakeholder Conflict Resolution Process for the ConnectPlus Project
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[bookmark: _Toc233231406]5.6 Monitoring and Evaluation
Management should constantly monitor and assess stakeholder engagement during the ConnectPlus project lifecycle. In addition, monitoring can be applied through stakeholder surveys, project reviews, engagement metrics, customer satisfaction scores, and feedback mechanisms (Kerzner, 2022; Association for Project Management, 2020).
Also, performance indicators must be connected to the SMART objectives made earlier in this report. For instance, ASOS can supervise stakeholder participation rates, platform adoption rates, customer retention levels, and customer satisfaction scores. According to Kerzner (2022), through measurable indicators companies can better assess engagement activities.
Consistent evaluation helps companies identify strengths and weaknesses in engagement activities and make improvements when required. Proper monitoring improves long-term stakeholder relationships and ensure the project success (Kujala et al., 2022; Association for Project Management, 2020).
[bookmark: _Toc233231407]6. Sustainable Stakeholder Engagement and Business Performance
[bookmark: _Toc233231408]6.1 Importance of Sustainable Stakeholder Engagement
The long-term development of positive relationships between companies and stakeholders is related to the sustainable stakeholder engagement. Today, organisations indicate that business success strongly relies on finances and the ability to generate value for several stakeholder groups (Freeman et al., 2020).
In the case of ASOS, sustainable stakeholder engagement is crucial because the new project depends on staff dedication, customer trust, regulatory compliance, and technological partnerships. Engagement strategies that are applied for long-term achievements improve organisational stakeholder support and enhance resilience.
[bookmark: _Toc233231409]6.2 Impact on Business Performance
According to Kujala et al. (2022), good stakeholder engagement improves organisational performance, reputation, innovative practices, and customer loyalty. In addition, customers who feel appreciated indicate higher loyalty towards organisational services.
Staff who improve business performance are highly motivated, dedicated, and efficient. Also, establishing strong connections with supplier partners and technology providers increases operational production and innovative approaches of the company.
In the case of ASOS, applying successful stakeholder engagement can help the company improve customer retention, support brand reputation, generate higher revenues, and ensure sustainable development. Moreover, efficient engagement can decrease project risks and enhance organisational adaptability in different market conditions.
[bookmark: _Toc233231410]6.3 Ethical and Governance Considerations
Ethics is important element in order to maintain sustainable stakeholder engagement. Companies should show responsibility, transparency, and honest practices when interacting with different stakeholders (Carroll, Brown and Buchholtz, 2018).
The project ConnectPlus depends on customer data, so ASOS must guarantee compliance with GDPR and consider strong data protection actions. AI technologies must also be used ethically in order to show the customer that the company uses their information responsibly.
Creating balance between stakeholder expectations and organisational goals will ensure that ASOS increases trusts and provides long-term value for its stakeholders.
[bookmark: _Toc233231411]7. Recommendations and Conclusion
[bookmark: _Toc233231412]7.1 Recommendations
From the evaluation of the report, the following recommendations are suggested for ASOS in order to implement successfully the project ConnectPlus. At first, ASOS should create an official stakeholder engagement plan in order to identify stakeholder groups, communication approaches, duties, and engagement goals (Bourne, 2016). Afterwards, the company should include consistent consultation mechanisms to collect feedback from staff, suppliers, technology partners, and customers during the project lifecycle. Next for ASOS is to focus on data protection and governance initiatives to ensure GDPR compliance and build up customer trust (UK Information Commissioner’s Office, 2024). The stakeholder engagement practices need to be subject to continuous monitoring using the measurable indicators of performance linked with the project objectives. Finally, conflict management processes need to be integrated within project management activities to improve decision making and stakeholder engagement.
[bookmark: _Toc233231413]7.2 Conclusion
The report examined the role of stakeholder engagement in the successful implementation of the ConnectPlus project at ASOS. It also identified the major internal and external stakeholders, assessed their impact, duties, gains and challenges.
Furthermore, the report showed the proper stakeholder engagement improves stakeholder relationships, communication, customer satisfaction, and overall business performance. With crucial theoretical frameworks like Mendelow's Matrix, the Salience Model, and the SWANS and OWANS, stakeholder analysis was supported and ensured that the company has already considered proper engagement planning.
Based on the findings, sustainable stakeholder engagement is important for ASOS to achieve the goals of ConnectPlus and ensure long-term development. Using structured engagement strategies and improving stakeholder relationships, will guarantee that ASOS can increase its competitive influence in the retail and e-commerce industry.
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