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Stakeholder Identification and Analysis
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A stakeholder is an individual or group who can influence, or is influenced, by the achievement of an organization’s purpose.

= A stakeholder has a “stake” or vested interest in the business or interaction.

= This “stake” justifies directing time and resources toward the stakeholder (reinforces legitimacy).
The stakeholder identification and analysis process consists of:

1. Identifying stakeholders impacted by organizational decisions or operations as well as those with an influence on organizational
decisions/operations.

2. Understanding the differing perspectives (interests, values, goals, motivations). What are their concerns? Are their concerns
urgent? Are they legitimate?

3. Assessing the power (degree of influence) of key stakeholders and anticipating how they might exert that influence. Determining
how to prioritize and address the claims of the various stakeholders.

A stakeholder analysis worksheet, stakeholder map, or other analysis tool may be completed to gain an appreciation of the number of
stakeholders and an understanding of real and possible influences. The analysis can help leaders gain insight into:

= Stakeholder Impact (moral imperative): Who are we impacting?
= Stakeholder Influence (strategic imperative): Who is influencing us?

= Strategic Implications: What does this mean going forward? Opportunities for collaboration? Common ground? Creating Value?
Stakeholders of concern?

There are a number of reasons a leader should consider conducting a stakeholder analysis. A few key reasons are noted below:

Reason #1: All stakeholders have expectations.

= | eaders must understand the preferences and expectations, as well as the values and beliefs, of the various stakeholder
groups.

= Understanding these expectations is critical to decision making.

= Being blind to stakeholder expectations will weaken sustainability.
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Reason #2: Stakeholder perspectives are impacted by context and can change (this is why a PESTEL
analysis can be beneficial).

Some examples of contextual factors that can shape stakeholder perspectives include:

Degree of satisfaction with standard of living

Degree of satisfaction with decision making by leaders in politics and business

Level of agreement with allocation of resources

Self-interest (personal, public, private)

Inequities in society

Prosperity/recession business cycle

Business wrongdoing (recent violations prominent in the media)

Globalization (positive vs negative impacts related to competition, jobs, cross-cultural dynamics/ethics)
Unemployment (how well are the country’s major industries performing and what is the impact on consumer spending)
Innovation (degree to which stakeholders feel technology is improving our lives or driving needless change)

Media (sensitivity to what is being portrayed in the popular media)

Reason #3: Understanding the dynamics between stakeholders is critical.

Conflict may exist among stakeholders.

Goals of various groups differ and may or may not be compatible with the goals of the corporation.
The interaction between the corporation and stakeholders is often a negotiation and a balancing act.
Some stakeholders have more power and influence than others.

Power can shift, coalitions can form.

Just because a stakeholder is not highly visible does not mean they are not exerting influence on the business.

Reason #4: It’s better to be proactive rather than reactive.

A corporation should undertake on its own to identify and to satisfy key stakeholders before a solution is imposed, often by
government or the courts.
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Your textbook provides the following framework to help identify stakeholders. Read the descriptions of these categories in your text to
deepen your understanding of each category. This can be a useful framework to help you identify stakeholders for your white paper.

Enabling Stakeholders
« stockholders

* legislatures

* government regulators
* boards of directors

Normative Stakeholders Diffused stakeholders
* competitors o izati * non-governmental organizations
< peers rganization R

« professional associations * mass media

Functional Stakeholders
« suppliers

* employees

* unions

* customers
« distributors
« retailers

Figure 6-4: Grouping stakeholders into meaningful categories according to relationship types allows an organization to prioritize stakeholders’ claims.
Source: Business Ethics (OpenStax), BCcampus OpenEd (2018), p. 75. Permission: CC BY 4.0 Courtesy of BCcampus OpenEd.
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The analysis process can help organizational leaders:

1. Determine the likely impact of stakeholder demands on the organization’s strategies.

2. Identify appropriate courses of action to counter or influence these demands.

Matrix mapping categorizes an organization’s stakeholders according to two variables. These variables can differ depending on what
the organization wants to understand more deeply. Your textbook provides the following example of a matrix map:
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Stakeholder interest

Figure 6-5: Stakeholder priority can be expressed as a relationship between the stakeholder group’s influence or power and the interest
the stakeholder takes in the relationship. urce: Business Ethics (OpenStax), BCcampus OpenEd (2018), p. 80. Permission: CC BY 4.0 Courtesy of BCcampus OpenEd.

Once stakeholders are identified, they are plotted on the matrix according to their level of power and interest. Based on where they fall
on the matrix, an organization can determine which stakeholders should be prioritized. It also helps identify those stakeholders who
may be key supporters and potential allies, as well as those who may be in opposition to the organization. While completing the
analysis, it is also valuable to consider what types of strategies stakeholders have used in the past, or may be currently using, to
advance their interests. Protests, boycotts, policy changes, strikes, threats, sabotage, partnerships, media campaigns, public
demonstrations/events, etc. are all examples of tactics that stakeholders may use to exert influence. Understanding these tactics can
help leaders anticipate what certain stakeholders might do if they are in disagreement with the direction of the organization and who
they may partner with to advance their agenda.




