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What is a stakeholder?

• People / organisations with a direct interest

• People / organisations with an indirect
interest

• People/organisations with a latent interest



Identifying & analysing 
stakeholders 



Step 1: identify issues 

• Identify key issues & policy 
priorities for your project 

• Link to project aims & objectives 

• Both opportunities & threats 



Step 2: Identify 
stakeholders 

Examples

Regional 
policy 

makers

Managing 
authorities

Regional 
Development 

agencies

Politicians

European 
Commission
Desk officers

Universities

Business 
associations 

and networks

Project 
partners

General 
public



Segment stakeholders 
Segment stakeholders in as many ways as you can:

• By named organisation (e.g. WTO; GCC)

• By type of organisation (e.g. Chambers of Commerce; NGOs)

• By profession (e.g. doctors, engineers)

• By demographic (e.g. age, gender, income, ethnicity) 

• By geography (e.g. where do they live?)

• By psychometrics (e.g. attitudes, opinions, decision-making 
role ) 



Step 3: Insight 

• To change people’s views you 
first need to know what they 
are:

• Familiarity : how much do 
stakeholders know about you?

• Favourability: do they feel 
positive, neutral or negative?

• Opinion drivers : what do 
stakeholders feel most strongly 
about?

• Channels of influence : which 
sources/channels do they trust?



Insight 

• Research: 

• Key issues 

• Industry trends

• Monitor

• Competitors

• Mainstream media 

• Social media 

• Think tanks & academics 

• Other key stakeholders 



SWOT analysis
Strengths

• What are the strengths of 
your project in relation to this 
issue?

Weaknesses

• What are the potential 
weaknesses of your project 
and its position on this issue? 
What could be seen as 
potentially damaging or 
negative?

Opportunities

• What communications 
opportunities are there? 
Anything new, different, 
interesting or unique in 
your organisation ïor that 
you could capitalise upon?

Threats

• Are there any potential 
threats facing your project 
in regard to this issue? 
How could this impact 
your project activities?



Workshop 

• Identify the key issue facing your 
project

• Consider what research you would 
need to undertake

• Carry out a SWOT analysis of the 
situation 



Step 4: define 
objectives 

Change 

behaviour

Raise 

awareness

Build 

relationships

Support new 

initiatives

Change 

policy

Change 

public

opinion
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Objectives

• Raise awareness

• Get people to support a new 
initiative

• Get more funding

• Change public opinion

• Change public policy

• Change behaviour or attitudes

• Build stakeholder relationships



Step 5: analyse 
stakeholders  

• Plot key stakeholders & their position on 
key issues

• Use stakeholder mapping tools 
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The influence/ 
interest grid

• Helps you focus resources & prioritise e.g. 

• Make “high influence & high interest” groups 
third party allies or actively address criticism 

• Engage “high influence & low interest” groups 
to activate involvement  



Workshop 

• Complete an influence/interest 
grid for an issue facing your 
organisation 
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Familiarity / 
favourability chart  

• Your insight/research will 
provide data 

• Helps define communication 
priorities 

• Stakeholders with low 
familiarity need to be 
informed

• Stakeholders with low 
favourability need convincing

• Good progress evaluation tool 

• Stakeholder groups should 
move upwards over time 

• Undertake for each key issue 



Why do stakeholders 
matter?

• Affect / control reputation (60%+ of assets)

• Volatility of news/opinion/WOM propagation

• Affect reputation, success of project, ability to lobby 
or influence policy, planning, etc…

• Unofficial information sources outweigh official
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Create messages

• 3 key project 
messages

• What does your project 
do?

• Why is it doing it?

• Why is this important?

• Tailor messages for 
your stakeholder 
audiences

• Message - audience 
matrix is a useful tool



Examples: good

Baltic Sea Labour Network is 
an extraordinary transnational 
“learning by doing together” 
initiative of 26 partners from 9 
countries in the Baltic Sea 
Region. Never before have 
employees, employers, 
politicians and governments 
worked together to create 
sustainable regional labour 
markets in Europe. 

BRISK offers the first overall 
risk assessment of shipping 
accidents for the Baltic Sea 
area. 



Not so good...

Supporting fast 
growing SMEs.

Promotes 
sustainable use of 
biomass and other 

renewable 
energies.
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Exercise: message -
audience matrix

Stakeholder 
audience

Think now Should think Basic 
message

Proof

Local council 
officials

Users of public 
transport

Parents of 
children in 
primary school

DG Regio 
officials


