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DR. TIENIE EHLERS
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PCL WIFI
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PLEASE SCAN THE QR CODE

ATTENDANCE
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AGENDA AND DAY OUTLINE

9:00

Session Start

10:30 – 10:45

Tea Break

12:30 – 13:30

Lunch and Prayer Break

16:30

Session End
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OBJECTIVES
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A REMINDER OF WHO WE ARE…
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SPINNEYS STAKEHOLDERS
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TYPES OF STAKEHOLDER

Platform for Connected Leadership© 10



IDENTIFY SPINNEYS 

STAKEHOLDERS
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SPINNEYS STAKEHOLDERS?

Source: Adapted from R.E. Freeman, Strategic Management: A Stakeholder Approach, Pitman, 1984. Copyright 1984 by R. Edward Freeman.
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STAKEHOLDER ANALYSIS AND 

ENGAGEMENT
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https://www.youtube.com/watch?v=VHGTsEwbOJY


STAKEHOLDER ANALYSIS AND 

ENGAGEMENT - EXAMPLE 

Prioritise
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GROUP EXERCISE
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STAKEHOLDER MAPPING
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STAKEHOLDER MAPPING
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Stakeholder Mapping
Stakeholders
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STAKEHOLDER MAPPING: THE 

POWER (INFLUENCE)

Source: Adapted from A. Mendelow, Proceedings of the Second International Conference on Information Systems, Cambridge, MA, 1986.Platform for Connected Leadership© 19

INTEREST MATRIX



GROUP EXERCISE
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STAKEHOLDER MAPPING EXERCISE
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WALMART CASE STUDY
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SPINNEYS STAKEHOLDER NEEDS
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Mapping Stakeholder Needs

MAPPING SPINNEYS STAKEHOLDER 

NEEDS
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STAKEHOLDER DASHBOARD
Overall assessment Overall status: Green

◼ Summary text goes here

◼ Summary text goes here

Assessment per key stakeholder group

Stakeholder group Desired engagement level (month) Actual engagement level (month) Status Mitigating actions

ExCom Description goes here Description goes here G Description goes here

Head of [  ] Description goes here Description goes here A Description goes here

Head of Department

(report into Excom)
Description goes here Description goes here R Description goes here

Steercom Description goes here Description goes here G Description goes here

BPO / BPTL Description goes here Description goes here A Description goes here

Subject Matter Experts 

(SME)
Description goes here Description goes here R Description goes here

Central Finance team

(BPO affected)
Description goes here Description goes here G Description goes here

[  ] team Description goes here Description goes here A Description goes here

[  ] team Description goes here Description goes here R Description goes here

[  ] team Description goes here Description goes here G Description goes here

[  ] team Description goes here Description goes here A Description goes here

[  ] team Description goes here Description goes here R Description goes here
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IDENTIFYING SPINNEYS 

STAKEHOLDERS DURING CHANGE
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STAKEHOLDER COMMUNICATIONS –

IMPACT ON YOUR AUDIENCE
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COMMUNICATIONS - IMPACT ON 

YOUR AUDIENCE
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COMMUNICATION PLAN
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COMMUNICATION PLAN

What do we 

want to

achieve

COMMUNICATION OBJECTIVES

Platform for Connected Leadership© 30



COMMUNICATION 

PLAN
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Denial phase 
• What the change 

entails 
• What the goals of 

the change are
• If and how the 

teams may be 
impacted

• The timeframe of 
change

• Where to go for 
help

Resistance phase
• Hear their feedback
• Understand their 

fears and 
uncertainty 

• Share positive 
messages and 
optimism 

• Provide supportive 
and helpful 
messages across all 
channels

•

•

Commitment phase 
• Communicate openly 

Employees need to hear 
that everything they just 
went through was for a 
good reason.

• Senior management and 
middle-management 
continue to openly 
communicate through the 
Commitment phase

• These communications 
should not be lip-service 
they should be 
encouraging and 
inspirational

• Messages now should 
celebrate successes and 
achievements, and 
showcase how far 
everyone has come

• Encouraging and 
inspirational messages

CHANGE COMMS GUIDELINES



AUTHENTIC COMMUNICATION?
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STARBUCKS CASE STUDY
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STARBUCKS CASE STUDY
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STAKEHOLDER ENGAGEMENT / 

COMMUNICATION STYLES
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WHAT STYLE ARE YOU?
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BEHAVIORAL STYLE
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Expressive Driver Analytical Amiable
Words used to describe style

May be viewed as…

For Growth…

UNDERSTANDING STYLES
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Expressive

TAILORING INTERACTIONS
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Amiable

TAILORING INTERACTIONS
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Driver

TAILORING INTERACTIONS
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¶

Analyst

TAILORING INTERACTIONS
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Expressives Drivers Analysts Amiables

WHAT IS YOUR STAKEHOLDER 

LOOKING FOR?
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HIGH-GAIN QUESTIONS

Type of Questions Outcome For Example….
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01

04

03

02

05

06

SECURING STAKEHOLDER 

AGREEMENT
6 principles of persuasion
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6 PRINCIPLES OF PERSUASION
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6 PRINCIPLES OF PERSUASION
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MAINTAINING CONTACT
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STAKEHOLDER MANAGEMENT 

PROCESS
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UNILEVER’S CASE STUDY -

SUSTAINABLE SOURCING
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UNILEVER CASE STUDY
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continued



OBJECTIVES
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FEEDBACK FEEDBACK

Scan to tell us what you think:
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©2020 Platform for Connected Leadership. All rights reserved.

CHANGING THE WORLD ONE LEADER AT A TIME
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