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[bookmark: _Toc231643723]Executive Summary
This report examines stakeholder engagement for Diamond Bus Company Ltd, Hallbridge Way, Tipton Road, Tividale, Birmingham, B69 3HW. The proposed project is ConnectPlus, a digitally enhanced passenger loyalty and engagement platform designed for bus users across Diamond Bus services. The platform would combine mobile rewards, journey information, passenger feedback, personalised travel updates and data-based service insight. Although the original assessment scenario refers to retail and e-commerce, the project is adapted here to the bus transport sector because Diamond Bus already operates in a digitally changing passenger environment where mobile ticketing, journey planning and service updates shape customer expectations. The involvement of stakeholders is paramount since the project of engaging with the stakeholders that are affiliated with the case of ConnectPlus is not merely a project involving IT. It impacts drivers, passengers, depot teams, managers, customer service personnel, local transport partners, customers, regulators, technology suppliers and communities. Stakeholder theory argues that organisations perform better when they understand groups affected by strategic decisions, not only shareholders or senior managers. In this project, the key issue is not whether digital engagement is useful, but whether Diamond Bus can introduce it without increasing frontline pressure, excluding digitally disadvantaged passengers, weakening data trust, or creating conflict between operational reliability and marketing ambitions.
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[bookmark: _Toc231643724]1. Introduction of the Company and Project Context
Diamond Bus Company Ltd is based in the region of the West Midlands, and the quality of the provided service relies on the reliability, trust of the passengers and efficiency of work. This report analyses a digital passenger engagement platform: specifically, ConnectPlus, the platform that focuses on enhancing loyalty, communication and customer insight. It plays with its stakeholders since the effectiveness of engagement correlates with passenger retention based on service quality, trust and overall experience of travelling, and not just rewards (Carvalho dos Reis Silveira et al., 2021).
[bookmark: _Toc231643725]2. SMART Objectives
The first goal will be to create a list of and classify all significant internal and external stakeholders in the first month of project planning. This will minimise the delays in drivers and customer service personnel, technology partners and transport authorities resisting. The second goal is to accomplish a stakeholder engagement and communication plan before the testing of the platform. Who is informed, consulted, collaborated with and responsible should be defined in this plan. The third one is to fully dispatch driver, customer service and depot supervisor briefings at least four weeks ahead of a launch, as frontline personnel are familiar with the platform prior to passenger inquiries. The fourth aim is to have a digital level through higher passenger engagement in six months to follow app utilisation, feedback response, reward engagement, and feedback subject themes. The fifth goal is to minimise unnecessary conflict by establishing clear lines of escalation of privacy issues, staff workload, technical failures and passenger grievances. 
[bookmark: _Toc231643726]3. Stakeholder Identification and Analysis
Identification of stakeholders: This is important to Diamond Bus since the success of the ConnectPlus depends on several groups other than that of the organisation. The company owns the platform, but its performance depends on the patronage of the passengers, support on the part of drivers, as well as the operations teams handling the platform and the solution partners who buy its services. The current stakeholder engagement models necessitate discussions, reciprocal and relationship-building influences instead of unicast (Kujala et al., 2022). As such, Diamond Bus should be made aware of the concerns of the passengers, pressures of staff, and regulatory requirements in advance. The top management, operations managers, drivers, customer service departments, IT department and Data Protection officer are some of the main internal stakeholders. The drivers are also critical as they meet the passengers face-to-face and tend to address their service-related issues. The frontline employees are crucial during an organisational change due to their absorption of customer pressure and impact on user perceptions (Voorhees, Fombelle and Bone, 2020). Some of the external stakeholders are the passengers, Transport for West Midlands (TfWM), local authorities, suppliers, trade unions and accessibility groups. The most crucial external stakeholder is passengers since the decision to adopt the project will be made by them, and it will define the success of the project. Satisfaction and service performance are extremely important factors driving loyalty regarding public transport (Suryani, Mutiawati and Faisal, 2023). The Power/Interest Matrix offers an efficient way of prioritising the engagement activities. But it has potential limitations as the influence of the stakeholders can change with time. To illustrate this, passengers might seem to possess minimal formal power, yet mass complaints, poor adoption rates or backlash among the population might play a big role in determining the success of ConnectPlus. Stakeholder analysis must, therefore, be dynamic during all project life cycles.
Table 1: Power/Interest Matrix for Diamond Bus ConnectPlus Project
	Stakeholder Group
	Power
	Interest
	Engagement Priority
	Diamond Bus-Specific Reason

	Senior management and board
	High
	High
	Manage closely
	Approves budget, project scope and performance targets

	Project manager
	High
	High
	Manage closely
	Coordinates delivery, stakeholder engagement and conflict escalation

	Operations managers
	High
	High
	Manage closely
	Connects platform data with route reliability and depot delivery

	IT/data team and technology supplier
	High
	High
	Manage closely
	Controls integration, cybersecurity, app reliability and data handling

	Data Protection Officer
	High
	High
	Manage closely
	Ensures GDPR compliance and ethical passenger data use

	Bus drivers
	Medium
	High
	Keep actively engaged
	Frontline staff explain changes and experience passenger reactions

	Customer service team
	Medium
	High
	Keep actively engaged
	Handles complaints, feedback and app-related passenger queries

	Passengers
	Medium
	High
	Consult and involve
	Adoption determines whether ConnectPlus creates loyalty

	Transport for West Midlands/local authorities
	High
	Medium
	Keep satisfied and consult
	Influences transport integration, public expectations and service alignment

	Trade unions
	Medium
	Medium
	Consult regularly
	Represents staff concerns about workload, monitoring and fairness

	Accessibility/community groups
	Low-Medium
	High
	Consult and involve
	Identifies inclusion risks for disabled or digitally excluded passengers

	Finance department
	High
	Medium
	Keep satisfied
	Controls cost discipline and return-on-investment expectations

	Wider local community
	Low
	Medium
	Keep informed
	Affected by service quality, accessibility and public transport reputation


Source: Author’s analysis, adapted from stakeholder engagement theory and Diamond Bus project context.
[bookmark: _Toc231643727]3.1 Salience Model Analysis
The Salience Model measures the stakeholders in terms of power, legitimacy and urgency. This is helpful as not all stakeholders have to be given formal authority, but they may be required to be taken seriously. To illustrate, passengers with disabilities might not dictate budgets, yet their rights are valid and acute, provided that ConnectPlus has an impact on access to journeys.
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Figure 1: The figure shows the Salience Stakeholder Model (Self-Made).
There is power and legitimacy on the part of senior management, but urgency is based on the deadlines of the strategy. The passengers are legitimate and feel urgency since they are the first users of the service. When adoption is low or when complaints are higher, their power also increases. The drivers, too, possess legitimacy and urgency in that they handle the passenger-facing problems every day. The suppliers of technology are powerful since they determine the performance of the systems, yet it is primarily contractual. The Data Protection Officer is a high salience concern since the use of data in an abusive manner may lead to legal, ethical and reputational harm.
[bookmark: _Toc231643728]4. key stakeholder roles, responsibilities, benefits and challenges
[bookmark: _Toc231643729]4.1 Internal Stakeholder Roles
ConnectPlus is approved by the senior management and provides resources and strategic expectations. They provide power to the project, but can focus on retention and reputation, and overestimate the complexity of the operations. The project manager should thus be able to translate strategic ambition into viable stages of delivery. The project manager facilitates stakeholder mapping, engagement planning, cross-department communication and risk control. Project management involves a sense of responsibility and organisation in delivery (PMI, 2023). This would involve linking IT, operations, marketing and customer service at Diamond Bus, not allowing detached decisions. Drivers ensure service delivery as well as assist passengers in understanding. Their worth is sensible smarts since they are aware of passenger inquiries, stop grade perplexity and direction particularities. But when drivers are required to popularise the idea of ConnectPlus without being trained, the project might put more pressure on them instead of engaging them.
The depot supervisors and operations managers translate the platform message into service action. When there are frequent complaints in a particular route, they have to decide whether it is a time schedule, traffic, communication/driver assignment or a combination of both. Their difficulty lies in the fact that online feedback can disclose issues more quickly than they can be resolved by the means of resources. The IT and data units handle the reliability of the systems, cybersecurity and support teams. AI offers a new marketing approach and brings about issues of fair play and trust (Mariani, Vega and Wirtz, 2021). Hence, route suggestions and customised rewards should be transparent and simply connected with passenger value.
[bookmark: _Toc231643730]4.2 External Stakeholder Roles
External users are the passengers, who are feedback providers and judges of value. Digital buses are able to enhance satisfaction when they minimise uncertainty and maximise comfort (Romanus, Orji and Chris, 2024). But high rewards will never make people loyal when the reliability of the services is low. TfWM and local authorities facilitate regional movement and integration of access and services. Suppliers of technologies offer expertise in platforms, but have to be aware of bus-specific circumstances. Trade unions endorse employees' interests with regard to working workload, check-ups, and equity. Accessibility groups recognise the inclusion threats prior to their disadvantaging of digitally excluded passengers.
Table 2: Roles, Benefits and Challenges of Key Stakeholders
	Stakeholder
	Main Role in ConnectPlus
	Benefit They Bring
	Likely Challenge
	Project Manager Response

	Senior management
	Approves project direction and resources
	Strategic authority and budget control
	May underestimate frontline impact
	Present risk evidence and phased implementation plan

	Project manager
	Coordinates engagement and delivery
	Integrates different stakeholder interests
	Must balance cost, time, trust and adoption
	Use RACI, communication plan and escalation routes

	Drivers
	Frontline service delivery and passenger support
	Real passenger insight and trust-building
	Extra questions may increase pressure
	Provide short training, FAQs and depot briefings

	Operations managers
	Align the platform with the route and depot performance
	Converts feedback into service improvements
	May face limited resources for improvements
	Prioritise high-impact issues and report constraints

	Customer service
	Manages feedback, complaints and app queries
	Identifies passenger pain points quickly
	Contact volumes may rise after launch
	Prepare scripts, fault categories and response targets

	IT/data team
	Ensures platform reliability and security
	Technical expertise and data protection support
	Integration and cybersecurity risks
	Complete testing, data audit and incident plan

	Passengers
	Use the platform and provide feedback
	Determines adoption and loyalty impact
	Privacy concerns and digital exclusion
	Offer clear consent, simple design and non-digital alternatives

	TfWM/local authorities
	Support public transport alignment
	Legitimacy and regional coordination
	Public goals may conflict with commercial priorities
	Engage early through formal consultation

	Technology supplier
	Builds and maintains the platform
	Specialist digital capability
	May not understand bus operations
	Include depot visits and service-use testing

	Trade unions
	Represents staff interests
	Builds fairness and staff trust
	May resist workload or monitoring risks
	Agree on boundaries before launch

	Accessibility groups
	Reviews inclusion and usability
	Identifies hidden access barriers
	May be consulted too late
	Involved during prototype testing


Source: Author’s analysis based on Diamond Bus ConnectPlus stakeholder context, supported by Kujala et al. (2022), Calleo, Giuffrida and Pilla (2023), and Voorhees, Fombelle and Bone (2020).
[bookmark: _Toc231643731]4.3 Critical Evaluation of Stakeholder Value and Tensions
The Diamond Bus stakeholders are valuable as they have a different definition of project success. The top management can concentrate on the retention of passengers and brand differentiation. Customers can anticipate more convenient travel and a better understanding. Drivers can desire to have fewer conflicts with passengers and pragmatic instructions. TfWM can be more interested in integrated transport, whereas IT teams can emphasise safer and more stable systems. These expectations are not necessarily congruent. This generates one of the main tensions. The only way that the digital feedback positively affects the operations of an organisation is through operational learning, which will help improve loyalty at ConnectPlus. Kaur et al. (2020) reveal that rewards are capable of bolstering engagement and loyalty, yet Diamond Bus is not an entirely virtual brand community. Its customer relationship is put to the test by punctuality, waiting time, driver interaction and disruption management. Rewards should hence help promote service quality and not draw attention away. A second tension has to do with data. Personalisation through AI can enhance relevance, though it will decrease trust unless passengers learn about the use of journey data. AI could assist in moving to a more personalised approach to customers (Davenport et al., 2020), but Diamond Bus should see to it that data collection remains transparent and of suitable priority. Data Protection Officer should not be like a compliance barrier, however.
The third conflict is related to sustainability. Sustainability can also be complicated by stakeholder expectations since economic, social and environmental goals need to be balanced (Fischer, Brettel and Mauer, 2018). ConnectPlus can promote the use of buses instead of cars, minimise dependence on cars, yet it can also discriminate against people who lack access to digital technology. Non-digital passengers, as opposed to app users, should therefore be included in sustainable engagement.
[bookmark: _Toc231643732]5. Stakeholder Engagement Process and Conflict Management
[bookmark: _Toc231643733]5.1 Project Engagement of the ConnectPlus Project
The engagement process must be flexible but structured, as the Project Manager. Bus operations would not fit well into a fixed timetable since traffic, breakdowns, and demand of passengers change on a day-to-day basis. Weather changes and staff availability. It follows that the engagement is a continuous process and not a one-off launch process.
The initial step will be the identification of stakeholders. Household groups should be mapped by Diamond Bus, including drivers, depot supervisors, operations manager, IT, customer service, finance, HR and senior management. It should also map passengers, TfWM, local authorities, unions, technology suppliers, accessibility groups and communities. There is better involvement at the actual participation level compared to the passive observers of the stakeholders (Kujala et al., 2022).
The second stage is prioritisation. Power, legitimacy, urgency and interest should be used to evaluate the stakeholders. The top management, along with IT partners, the Data Protection Officer and operations managers, should be put under close management since they affect resources, compliance and delivery. Close involvement of passengers and drivers is essential since they determine whether or not the practice of ConnectPlus is workable. Engaging stakeholders is most helpful in the context of enhancing the quality of understanding, relevance, and implementation (Maurer et al., 2022).
Consultation before finalising the design is the third stage. Diamond Bus must not plan the entire design of the ConnectPlus without consulting the drivers and passengers. The most frequent queries regarding mobile tickets, delays and service alterations can be spotted by drivers. Passengers can clarify what would be rewarded to make them want to use it again. Promotional incentives are not the only factors in creating loyalty to use public transport due to experience with the service, satisfaction and utility (Carvalho dos Reis Silveira et al., 2021).
The fourth phase is pilot testing, which will be on the preferred routes in the West Midlands. This would also test the usability of the apps, understanding of the passengers, the workload on the driver, customer service responsiveness, notices and technical reliability. Satisfaction increases through digital bus systems when convenience is enhanced; a system that is not tested properly decreases trust (Romanus, Orji and Chris, 2024). Following the launch, Diamond Bus must reflect on complaints, adoption, use of the rewards, driver feedback, and technical faults every other month.
[bookmark: _Toc231643734]5.2 4Cs Model Usage
The 4Cs model facilitates interaction based on communication, consultation, collaboration and commitment. Communication implies delivering prompt and comprehensible information. Short depot briefings and basic FAQs are needed by the drivers. Passengers require bus posters, application messages and explicit privacy statements. The dashboard reports required by senior management are on progress, risks, and adoption.
Consultation involves seeking the opinion of stakeholders before finalisation of decisions. Surveys and feedback among the pilots should be used to consult with passengers. Through depot meetings, the drivers are supposed to be consulted. It should be determined by an accessibility group(s) whether ConnectPlus can be used by disabled passengers. Groups have diverse impacts of transport innovation, and stakeholder engagement is crucial (Calleo, Giuffrida and Pilla, 2023).
Collaboration is shared problem-solving with IT, operations, customer service and suppliers. As an example, wrong live information can be related to data, route management and communication with drivers. Commitment refers to following through on post-launch. Engagement helps in performance in cases where it is implemented into business strategy (Hristov and Appolloni, 2021). In the case of Diamond Bus, the meeting with the service quality, the review of the complaints and the targets of passenger retention should be associated with the ConnectorPlus.
5.3 SWANS and OWANS Model
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Figure 2: The figure shows the SWANS Model (Self-Made).
The SWANS analysis revealed that drivers' primary need was for clear boundaries and simple information, not extensive training. This directly impacted that the communication strategy was changed from long presentation manuals to a one page faq and provided buffers between drivers and platform queries through supervisors. If these needs were not recognised, then there could have been a risk of driver resistance.
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Figure 3: The figure shows the OWANS Analysis for Bus Driver and Connect Plus (Self-Made).
Digital exclusion and privacy concerns were another area of major weaknesses identified in the OWANS analysis that could affect the extent of adoption. In preparation, ConnectPlus considered alternatives in the offline world and made early contact with accessibility organisations to avoid any disablement issues for those without smartphones. The potential opportunities also confirmed that, in addition to rewarding, the platform should be marketed based on its reliability enhancements.
[bookmark: _Toc231643735]5.4 RACI Matrix of Project Governance
A RACI matrix can be beneficial, as the work on the ConnectPlus presupposes a number of departments and external associates. It explains responsibility, accountability, consulted and information. This will avoid duplication, vagueness will not occur in ownership, and conflict will be avoided in the process of launch.
Table 3: RACI Matrix for Diamond Bus ConnectPlus Project
	Project Activity
	Senior Management
	Project Manager
	IT/Supplier
	Operations Managers
	Drivers
	Customer Service
	Data Protection Officer
	Passengers/TfWM

	Approve project scope
	A
	R
	C
	C
	I
	I
	C
	I

	Design platform features
	C
	A/R
	R
	C
	C
	C
	C
	C

	Complete data protection review
	A
	R
	C
	I
	I
	I
	R
	I

	Pilot selected routes
	I
	A/R
	R
	R
	C
	C
	C
	C

	Train frontline staff
	I
	A
	C
	R
	C
	C
	I
	I

	Launch passenger communication
	A
	R
	C
	C
	I
	R
	C
	C

	Review complaints and feedback.
	I
	A/R
	C
	R
	C
	R
	C
	C

	Report project performance
	A
	R
	C
	C
	I
	C
	C
	I


Source: Author’s analysis, adapted from project governance principles and PMI (2023).
[bookmark: _Toc231643736]5.5 Stakeholder Communication Plan
The communication plan must be in a position to identify that various stakeholders require varied information. The same message cannot be sent to the board, passengers and drivers. Ineffective communication would be time-wasting and can lead to resistance.
Table 4: Stakeholder Engagement and Communication Plan
	Stakeholder
	Engagement Method
	Frequency
	Core Message
	Purpose

	Senior management
	Dashboard report and review meeting
	Monthly
	Adoption, cost, risks and performance
	Maintain strategic support

	Operations managers
	Project workshops
	Fortnightly during the pilot
	Route issues, depot readiness and service impact
	Align the digital project with operations

	Drivers
	Depot briefings, FAQs and supervisor updates
	Before the pilot and weekly during the pilot
	What ConnectPlus does and what drivers must answer
	Reduce confusion and frontline pressure

	Customer service
	Training, scripts and issue logs
	Weekly during launch
	Complaint categories and response process
	Improve passenger support

	Passengers
	App messages, bus posters, website and surveys
	Before and during launch
	Benefits, rewards, data use and feedback route
	Encourage adoption and trust

	TfWM/local authorities
	Formal update meetings
	Key milestones
	Service alignment and passenger benefits
	Maintain institutional confidence

	Technology supplier
	Progress meetings and fault reviews
	Weekly
	Development progress and technical issues
	Ensure platform reliability

	Accessibility groups
	Prototype testing and feedback session
	Design and pilot stages
	Usability, inclusion and non-digital alternatives
	Prevent exclusion


Source: Author’s analysis, supported by Kujala et al. (2022), Calleo, Giuffrida and Pilla (2023), and PMI (2023).
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There is a likely conflict owing to the fact that the interests of various stakeholders are influenced by ConnectPlus. The Data Protection Officer could restrict data collection to safeguard privacy, and the Marketing department could desire quick adoption and additional passenger data. Finance can be concerned with spending, operations can oppose implausible deadlines, drivers can be concerned about additional questions by passengers, and passengers can be scared of individualisation implying surveillance.
The initial problem-solving approach must involve early problem identification. Diamond Bus ought to establish a stakeholder risk register before the start and include driver workload, app reliability, digital exclusion, GDPR compliance and passenger misunderstanding. Interest-based negotiation should be the second approach. In case of resistance by drivers towards using ConnectPlus, this might not be a technology resistance problem, but a fear of blame in the event of faults in the app. In case passengers are opposed to data collection, the actual issue can be that they are worried about how the data on journeys is utilised.
Evidence-based decision-making should then be the third approach. Provided finance questions do the accessibility tests, the project manager is expected to demonstrate how withholding can decrease adoption and heighten complaints. Should the marketing wish to further personalise, the Data Protection Officer must clarify that long-term engagement requires trust. Perceived control, autonomy and fairness are key considerations in the consumer experience of AI (Puntoni et al., 2021). The fourth approach ought to be escalation, particularly in cases where technical or security issues come into play during launch decisions. Conflict cannot be viewed solely as a threat. It has the ability to unmask unnoticed pitfalls, and it enhances project design when stakeholders are actually engaged in remedies (Humphreys, 2024).
[bookmark: _Toc231643738]6. Effect of Sustainable Stakeholder Engagement on Business Performance
Sustainable stakeholder engagement entails ensuring relations are not just closed in the short term when launching ConnectPlus. It is not merely a question of approval. It is the construction of the continual trust between the groups impacted by the platform and Diamond Bus. This is important in a bus company as the quality of services is determined by the daily collaboration between staff, passengers, suppliers and transport collaborators.
Sustainability is about moderating economic, social and environmental anticipations (Fischer, Brettel and Mauer, 2018). ConnectPlus is able to enhance passenger retention and decision-making economically. It can help enhance inclusion, accessibility and passenger confidence socially. On environmental fronts, it can promote people to use transport systems by making it more convenient and appealing to use buses.
Passenger loyalty can be enhanced by sustainable engagement, as people will have greater chances to utilise services, which seem to be responsive and reliable. Satisfaction impacts public transport loyalty, service performance and perceived quality (Suryani, Mutiawati and Faisal, 2023). This can be assisted by ConnectPlus, which enables passengers to report challenges, get helpful updates on their journey and enjoy helpful loyalty rewards. Nonetheless, the level of digital interactions cannot contend with inadequate dependability. Rewards will not have much effect in case buses are oftentimes late, or the information on the disruption is not clear. Thus, Diamond Bus should consider ConnectPlus as an operation system of listening and not merely as a marketing instrument.
Stakeholder involvement might also enhance performance in operations. Before the appearance of formal data, drivers can recognise consistent problems in timetables, disoriented stops, and complaints from passengers. Repeating problems with apps can be detected by the customer care, and passengers can reveal vulnerabilities on particular routes. Performance underpins engagement in cases where stakeholder knowledge is considered in strategy (Hristov and Appolloni, 2021). Nevertheless, when ConnectPlus gets the feedback, and none of the departments takes any action, the trust will decrease.
ConnectPlus will be able to build a stronger brand reputation as passengers will consider Diamond Bus to be modern, responsive and transparent. The presence of AI can enhance personalised suggestions and customer engagement (Davenport et al., 2020), and there is also a question of trust with AI-driven engagement. It is due to AI in marketing that creates questions regarding behaviour, consumer trust and fairness (Mariani, Vega and Wirtz, 2021). Consequently, the personalisation by Diamond Bus should be modest, transparent and helpful. Alerts on route disruption can be welcomed by the passengers, whereas they do not like not knowing their position.
Compliance and ethical risks are also minimised with sustainable engagement. Protection of personal data. The Data Protection Officer is to be engaged at the design phase since the possibility of processing the journey behaviour, reward preferences and passenger data is present at ConnectPlus. Digital exclusion is another ethical issue. Older, poor or disabled passengers might suffer because the benefits cannot be provided on the app only. Accessible public transport should be supported by sustainable urban mobility (Lättman and Otsuka, 2024). Hence, Diamond Bus ought to offer printed data, customer service and offline options.
Lastly, Strategic partnerships with TfWM, local authorities, suppliers and community groups can be enhanced by ConnectPlus. In many instances, policy choices and trade-offs by stakeholders are associated with transport innovation (Decker and Chiambaretto, 2022). 
[bookmark: _Toc231643739]6.1 KPI Framework for Sustainable Engagement
Table 5: Sustainable Stakeholder Engagement KPIs for ConnectPlus
	Performance Area
	KPI
	Stakeholder Link
	Why It Matters

	Passenger adoption
	Number of active ConnectPlus users
	Passengers, marketing, IT
	Shows whether passengers see value

	Passenger trust
	Privacy-related complaints
	Passengers, Data Protection Officer
	Measures ethical and data confidence

	Service learning
	Number of feedback items converted into action
	Passengers, operations, drivers
	Shows whether engagement improves service

	Frontline readiness
	Driver briefing completion rate
	Drivers, depot supervisors, HR
	Reduces confusion and passenger frustration

	Customer service quality
	Average response time to app-related queries
	Customer service, passengers
	Protects launch reputation

	Accessibility
	Number of accessibility issues identified and resolved
	Accessibility groups, passengers
	Prevents digital exclusion

	Strategic alignment
	TfWM/local authority feedback status
	Institutional stakeholders
	Supports public transport partnership

	Financial performance
	Cost per active user and retention trend
	Finance, senior management
	Links engagement with business value


Source: Author’s analysis based on stakeholder engagement, public transport loyalty and project management literature.
[bookmark: _Toc231643740]7. Recommendations and Conclusion
[bookmark: _Toc231643741]7.1 Recommendations
First, Diamond Bus ought to roll out the pilot version of ConnectPlus as a pilot, as opposed to an actual rollout. Flying a pilot would enable the company to trial passenger uptake, driver queries and customer service workload and technical reliability on a few selected routes around the West Midlands before rolling out across all routes. Secondly, practical driving training must be given to the drivers before the attack on passengers. Simple explanations, frequently asked questions by passengers, contacts and boundaries on responsibilities of drivers to contact and relay information should be part of training. This helps to avoid the platform becoming an additional source of points of contact. Third, Diamond Bus ought to develop a creatively written passenger data policy in plain language that is compliant with the GDPR. Passengers are supposed to know what types of data are being collected, why it is being collected, how long it is stored and how they can manage the consent. Fourth, during prototype testing, accessibility and community groups should be engaged. This will minimise the possibility of the disadvantage of older passengers, disabled passengers or digitally excluded passengers.
Fifth, every month in the initial six months, the company is supposed to organise monthly stakeholder review meetings. These conferences are to investigate utilisation, feedback of drivers, technical errors and indicators of passenger confidence. Sixth, the platform is supposed to be connected with operation enhancement. Feedback ought not to be kept within the app. It must influence the communication of routes, support of service recovery and passengers.
[bookmark: _Toc231643742]7.2 Conclusion
This report has demonstrated that there is more to the loyalty project of ConnectPlus than just being digital. The issue at stakeholder engagement in the Diamond bus scenario relates to passengers, drivers, managers, technology partners, regulators, the local transport bodies/ local communities. Engagement must be planned carefully to achieve improved passenger loyalty, service insight, reputation and strategic decision-making, but the project can only achieve this. The primary threat is going out to technology and thinking that it is the answer to difficulties without knowing the realities of the stakeholders. Passengers desire journeys of confidence, readable information and confidence. Unrealistic expectations must be protected and trained for the drivers. Transport partners should be convinced of the innovation in favour of mobility in the population. Ethical and legal protection is needed by the data stakeholders. This is why sustainable engagement of the stakeholders must be ongoing, holistic and grounded.
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SWANS DIAGRAM: KEY STAKEHOLDER [DRIVERS]

SWANS Element Detail for [Drivers]

Strengths Sssl;)tliar?net :’nv)::si:gz/vledge, explain changes to passengers, early
Weaknesses Time pressure, resistance to extra tasks, fear of app-related blame.
Ambitions Less passenger confusion, no extra workload, professional recognition.
Needs Clear training, realistic resourcing, regular progress updates.
Solutions Short FAQ cards, simplified feedback loop, monthly review meetings.

How insight shapes engagement: SWANS identified a need to reduce driver workload while leveraging
their unique front-line knowledge. Solutions were developed to be quick, practical, and provide
recognition, ensuring proactive engagement and minimizing risk.
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