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R0 ATT=NOANC=

PLEASE SCAN THE QR CODE

Kindly please scan the code to complete
your information and mark yourself as
“Present”.

Please only select the date of today, e.g.
15 April 2024.

LEAP ATTENDANCE




AG=NDOA AND DAY OUTLIN=

Session Start Lunch and Prayer Break
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OBJ=CTIV=S

At the end of this session, you will be able to:

@ Understand stakeholder management within Spinneys, identify your style of

stakeholder management along with the needs of the Spinneys stakeholder

® Recognise ways of securing stakeholder agreement through engagement and
communication

@ Distinguish the 6 different persuasion styles during stakeholder engagement
@ State various methods to build an ongoing stakeholder relationship

® Develop a detailed stakeholder action plan
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A R=MIND=R OF WHO W= ARr=...

@ Spinneys is dedicated to offering our customers food of exceptional quality. All
of our Spinneys FOOD products are produced or sourced with complete
traceability from partners who share our values on quality and sustainability. Our

partners and our own facilities maintain the highest food safety standards

® Our customers and our partners therefor include a list if external and internal
stakeholders...all of which needs to be managed for a sustainable advantages for

Spinneys
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@ Eftective stakeholder engagement is critical to the success of Spinneys. It
helps us to build trust, increase transparency, and ensure that our
decisions are aligned with the interests of our stakeholders

P However, stakeholder engagement is not always easy. Different
stakeholders have different needs, expectations, and concerns, and it can
be challenging to balance these competing interests. That is why it is
essential to have a clear understanding of stakeholder needs,
expectations, and concerns, and to develop and implement
effective engagement strategies that take these into account

@In this course, we will look at the underlying principles of stakeholder
management with various exercises and group discussions but also
some case studies of successful stakeholder engagement that provide
insights into how Spinneys can engage with their stakeholders effectively
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SPINN=YS STAK=HOLO=RS

Stakeholders for Spinneys are those individuals or groups that depend
on an organisation to fulfil own goals and on whom, in turn, the

organisation depends.
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TYP=5 OF STAK=ROLDO=R

Our Spinneys stakeholders can be divided into internal stakeholders
(e.g. managers and employees) and external stakeholders
External stakeholders are of 4 types:
Economic (e.g. suppliers; shareholders, banks)
Social/political (e.g. government agencies)
Technological (e.g. standards agencies)

Community (e.g. local residents)
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ID=NTIFY SPINN=YS
STAK=HOLDO=RS

Admin/ Support
Staff

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

External
Clients

External Staff



SPINN=YS STAK=HOLO=RS?

Owners/
shareholders

Financial
community

Political
groups

Suppliers — Firm

Competitors / |
Trade .
L. Unions
associations
Employees ’

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

Activist
groups

Customers ’
Managers ’

Government

y
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STAK=HOLO=R ANALYSIS AND
=NGAG=M=NT

What they want/need
What success will look like for them

Stakeholder analysis helps you plan your engagement approach:
Which groups to involve in the change process, and how
Where you need to focus your efforts to achieve buy-in
Particular communication needs

Areas where problems may arise

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

STAK=HOLO=R ANALYSIS AND
=NGAG=M=NT - =XAMPL=

1. Define aim:
Climb Everest to raise $2m

-

4. Indicators

2. Stakeholders | 3. Their needs
: . - Call each day
- Family - Info, communication
Charit Good - No embarrassing stories
- Charity - J00d press and receive $
- The press - Good story _ Profit
- The team ¢ - Safe return | - No injuries

.
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GrOUP =X=RrCIS=

Detfine and identify all the stakeholder groups for Spinneys
@ Internal

P External

Let us discuss each group’s stakeholders

Then:

@ Let us prioritize the importance of each stakeholder group
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STAK=HOLO=R MAPPING

@ Stakeholder mapping identifies the Spinneys stakeholder interest and

power and helps in understanding political priorities

P The power and interest of stakeholders depend on the particular issue

being considered — different issues require different attention



STAK=HOLO=R MAPPING

How?
@ List the key stakeholders [by title, by name] whose active support is needed
@ Categorise these individuals as per the quadrants below

@ Agree a practical approach [a plan with actions and accountabilities] for shifting passive
supporters, passive resistors and active resistors into active supporters

PLATFORM FOR CONNECTED LEADERSHIPe

support

resistance

The ideal - the involvement
of these people must be

This must typically be
addressed head-on by the

leveraged. appropriate steering team
active or project team member.
This can be addressed thru The most tricky - It
a direct request for more can/should be addressed in
active support, or thru a variety of ways — through
passive giving the person a formal co-option into formal roles,

roles in the change
process.

straight discussions,
involvement of a key senior
leader, etc.




Organizational
Influence is
power due to
a person'’s
formal
authority, such
as their
position in the
organization.
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Influence

Willing Able

Stakeholder Mapping /

o

Resistant

&

&
&

Opponent Neutral Supporter
Attitude

N\

Social Intfluence is power due to a person’s informal authority
and is usually a combination of their reputation and the extent
of their social network.

Stakeholders



STAK=HOLO=R MAPPING: TH=
POWZ=R (INFLU=NCZ=)

INTEREST MATRIX

Level of interest
Low High

Low

A B
Minimal effort Keep informed

Power

C D
Keep satisfied Key players

High

DL ATFORM FOR CONNECTED LEADERSHIPe Source: Adapted from A. Mendelow, Proceedings of the Second International Conference on Information Systems, Cambridge, MA, 1986.



GrOUP =X=RrCIS=

@ Let us do the Stakeholder mapping for Spinneys and each of your

own/specific areas/stores

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE
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STAK=HOLDO=R MAPPING =X=RrCIS=

LOW INTEREST / HIGH POWER (influence) | HIGH INTEREST / HIGH POWER (influence)
(Keep Satisfied) (Key Players)

LOW INTEREST / LOW POWER (influence) HIGH INTEREST / LOW POWER (influence)
(Minimum Effort) (Keep Informed)

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE 21



WALMART CAS=5TUDY

Walmart's Stakeholder Engagement Strategy:

Walmart is one of the world's largest retailers, with a complex network of stakeholders

In recent years, the company has faced criticism over its treatment of employees and
suppliers, as well as its impact on the environment

To address these concerns, Walmart has implemented a comprehensive stakeholder
engagement strategy

This involves regular dialogue with stakeholders, including customers, employees,
suppliers, and community groups, to understand their concerns and priorities

Walmart has also set ambitious sustainability goals, such as sourcing 100% renewable

energy and achieving zero waste, which demonstrate its commitment to responsible
businéss practices

\I?\}/ enga%lng with stakeholders and taking concrete actions to address their concerns,
almart’has been able to build trust and strengthen its reputation

PLATFORM FOR CONNECTED LEADERSHIPe
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SPINN=ZYS STAK=HOLDO=R N==DS

Needs —
Increase/
Decrease in

business
Metric/KP]

Current

State

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE
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PLATF

MAPPING SPINN=YS STAK=RHOLDO=R
N==D5

Mapping Stakeholder Needs

Internal/External

Name/Organisation

How do they view the current
status?

What are their priorities?

What are their constraints?

How do they view their input?

What is their budget?

What are their timescales?

What are their future goals for the
project?

RMFOR CONNEC ED LEADERSHIP®
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STAK=HOLO=R DASHBOARD

Overall status: Green

Overall assessment

m  Summary text goes here
m  Summary text goes here

Assessment per key stakeholder group

ExCom

Head of [ ]

Head of Department
(report into Excom)

Steercom

BPO /BPTL

Subject Matter Experts

(SME)

Central Finance team
(BPO affected)

[ ]team
[ ]team
[ ]team

[ ]team

PLATFORM FOR CONNECTED I_[E»ltg%m‘%

Description goes here

Description goes here
Description goes here

Description goes here

Description goes here

Description goes here

Description goes here

Description goes here
Description goes here
Description goes here
Description goes here

Description goes here

Description goes here

Description goes here
Description goes here

Description goes here

Description goes here

Description goes here

Description goes here

Description goes here
Description goes here
Description goes here
Description goes here

Description goes here

Description goes here

Description goes here
Description goes here

Description goes here

Description goes here

Description goes here

Description goes here

Description goes here
Description goes here
Description goes here
Description goes here

Description goes here
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ID=NTIFYING SPINN=YS
STAK=HOLO=RS JDURING CHANG=

@ Stakeholders are people who have some form of interest in the change,
whether they are the targets of the change, managers or other interested
parties

P A lack of stakeholder management is one of the key reasons why change
projects fail, so understanding them and ensuring they are addressed in
all plans and activities is a critical activity

@ Stakeholder Mapping is a simple technique which should be used at the
beginning of major programs involving any kind of significant change.
Sta eholger Mapping allows you to analyse the key "Stakeholders" (i.e.
Actors) who might either be impacted by or have an interest in the
program. The purpose of such an exercise is to help you identify who you
need to influence, in what way and when

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE
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STAK=HOLO=R COMMUNICATIONS —
IMPACT ON YOUR AUDI=NC=

Formal 80% of the effort!

Informal | 80% of the impact!

Unconscious Conscious

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE



COMMUNICATIONS - IMPACT ON

PLATFORM FOR CONNECTED LEADERSHIPe

YOUR AUDI=NC=

Formal

Informal

= Agenda priorities

" Promotion
policies

" Measures

" Appointments

= Pay policies

Emails
Press releases
Speeches

Videos
Road shows

80% of the effort!

= Behaviour and body
language

®= Who you value

" How time is spent

80% of the impact!

® Chats

= Newsletters

= Attending social
event

= Corridor greetings

Unconscious

Conscious

28



COMMUNICATION PLAN

@ This plan would determine:

@< Types of content to be used for each audience

< Audiences and customize communications for them

@< Communication objectives

@< Channels of communication

< Timing and sequencing of the communications

PLATFORM FOR CONNECTED LEADERSHIPe
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COMMUNICATION PLAN

COMMUNICATION OBJECTIVES

@ To understand why the proposed
changes are important

@ To share advantages and benefits

What do we of the change
@ To share positive notes and raise
want to optimism/retention
@ To answer all questions and
hi concerns
achieve @ Ensure mechanisms for measuring

Impact

® Minimize Fear and Negative
Emotional Response

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE 30



COMMUNICATION

PLAN
CHANGE COMMS GUIDELINES

Commitment phase

PLATFORM FOR CONNECTED LEADERSHIP®

A\

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

ReS|stance phase

Hear their feedback
Understand their
fears and
uncertainty

Share positive

messages and
optimism

Provide supportive
and helpful
messages across all
channels

EX)

« 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




AUTH=NTIC COMMUNICATION?

= Gestures and Movements
I Voicetone and stress
B Wordsthemselves

PLATFORM FOR CONNECTED LEADERSHIPe
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"Listen more than you talk...nobody ever learned anything from hearing

themselves.”

Richard Branson

PLATFORM FOR CONNECTED LEADERSHIPe
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STARBUCKS CAS=5TUDY

Starbucks' Ethical Sourcing Program:

@ Starbucks' Ethical Sourcing Program is an example of effective stakeholder
engagement

P The program aims to ensure that the coffee the company sources is produced in
an environmentally and socially responsible way

® To achieve this, Starbucks engages with a range of stakeholders, including
farmers, suppliers, NGOs, and customers, to identify key sustainability challenges
and develop solutions that benefit everyone

® For example, Starbucks works with coffee farmers to improve their farming
practices, increase their yields, and reduce their environmental impact

® The program has helped Starbucks to build a more sustainable supply
chain while also improving the lives of coffee farmers and their communities

PLATFORM FOR CONNECTED LEADERSHIPe
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STARBUCKS CAS=5TUDY

Starbucks' Employee Engagement:
@ Starbucks is a global coftee company with a large and diverse workforce

@ To engage and motivate its employees, the company has implemented a
range of initiatives, such as offering health benefits and stock options, and
providing opportunities for career development

@ Starbucks also has a strong corporate social responsibility program, which
includes initiatives to support local communities and reduce its
environmental impact

@By investing in its employees and demonstrating a commitment to social
responsibility, Starbucks has been able to create a positive workplace
culture and build 2 strong brand

PLATFORM FOR CONNECTED LEADERSHIPe
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STAK=HOLO=R =NGAG=M=NT |
COMMUNICATION STYL=S

®We now move into how you as individual manager need to understand
your style as well as the stakeholder’s style with regards to engagement

and communication

@ This is important to ensure maximum impact and outcome through the

relationship between you and the stakeholder

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE
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WHAT STYL= Ar= YOU?

Enthusiastic,
outgoing,

Organised, Diplomatic, loyal,

oersuasive thorough, logical, supportive,

spontaneous,
ambitious.

accurate, cooperative,
systematic. dependable.

PLATFORM FOR CONNECTED LEADERSHIPe
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B=HAVIORAL STYL=

MORE ASSERTIVE LESS ASSERTIVE
(Dominant) (Passive)

MORE RESPONSIVE EXPRESSIVE AMIABLE
(People oriented)
(Feels & Acts) (REES)
“Fun” “Friendship”
C
LESS RESPONSIVE ANALYST

(Task oriented) (Thinks)

“"Precision”

PLATFORM FOR CONNECTED LEADERSHIPe
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UND=RSTANDING STYL=S

Analyica

Words used to describe style

Enthusiastic Candid Organised Diplomatic
Outgoing Strong-Willed Thorough Loyal
Persuasive Efficient Logical Supportive
Fun-Loving Results-Orientated Prudent Cooperative

Spontaneous Independent Accurate Considerate
Ambitious Decisive Systematic Patient

Creative Industrious Dependable

Reactionary Pushy Indecisive Confronting
Undisciplined Tough Critical Unsure

Manipulative Un-Empathetic Moralistic Pliable
Egotistical Dominating Nit-picky Dependent

Procrastinates Severe No Big Picture Awkward

For Growth...
Check Listen Decide Confront

PLATFORM FOR CONNECTED LEADERSHIPe
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TAILORING INT=RACTIONS

Expressive
Engage them by the following:

{ Providing a warm and friendly environment
f Avoiding details (put them in writing)
1 Asking ‘feeling’ questions to draw their opinions or comments

{ Telling stories to relay information

Factors that will create tension include the following:

1 Being curt, cold or tight lipped
{ Controlling the conversation
| Driving on facts and figures

PLATFORMFOR CONNECTED LEADERSHIPe
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TAILORING INT=RACTIONS
Amiable

PLATFORM FOR CONNECTED LEADERSHIPe

Engage them by the following:

fBeginning with personal comment — break the ice
fIPresenting your case softly and in a nonthreatening tone
TAsking ‘how’ questions to draw out opinions

fTalking about holistic concepts

Factors that will create tension include the following:

fRushing headlong into business
fBeing domineering or demanding
fTForcing them to respond quickly to your objectives

Ll



Driver

Engage them by the following:

IBeing clear, specific, brief, and to the point
Sticking to business

T
Being prepared with supporting material
fUsing concepts and proven examples (models) to relay information

Factors that will create tension include the following:

fTalking about things that are not relevant to the issue
flLeaving loopholes or cloudy issues

TAppearing disorganised



TAILORING INT=RACTIONS

Engage them by the following:

fIPreparing your case in advance

{Sticking to business
{iBeing accurate and realistic
Using detailed linear models to paint a picture

Factors that will create tension include the following:

fBeing giddy, casual, informal and loud
fPushing too hard or being unrealistic with deadlines
{Being disorganised or messy

PLATFORM FOR CONNECTED LEADERSHIPe
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PLA

WHAT IS YOUR STAK=RHOLDO=R
LOOKING FOR?

Expressives

They Are Looking for You to Entertaining

Be.....
Int

ldea’s and
Possibilities

Their Pace Is.... Fast,
Spontaneous
They Seek.... Applause

Dreams

They Are Interested In....

..... Effort

They Have Questions About.... Who?

Efficient

QOutcomes

Fast,
Decisive

Results

Conclusions

Time

What?

Accurate

Facts

Slower,
Systematic

To Be Right
Process

Face

How?

Agreeable

Relationships
and

Communication

Slower, Relaxed
Acceptable
Feelings
Relationships

Why?

Lok



HIGH-GAIN QU=5TIONS

@ Typically, you want to start with confirming facts and then end the
conversations by confirming what you have heard

Type of Questions

Factual
Questions

Outcome

Identifies agreed-upon facts
and definitions; ignores
opinions.

For Example....

What are the two key metrics you are accountable for
achieving this year?

Exploratory Questions

Explores thoughts, feelings,
idea’s and drivers behind
actions.

To what degree is the current direction in line with
your goals to date?

Scenario
Questions

Calls for predictions or
speculation of possibilities,
testing of hypotheses.

If you had an unlimited budget, what would be the
first two changes you would make?

Paraphrasing/
Catch-all Questions

Ensures capture of critical
information.

Are there any area’s you feel | have missed that are

critical to achieving your goals?

PLATFORM FOR CONNECTED LEADERSHIPe
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S=CURING STAK=HOLD=R
AGR==M=NT

6 principles of persuasion

Reciprocity Social Proof

Scarcity Consistency

Liking

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE
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6 PRINCIPL=S OF P=rRSUASION

Reciprocity

If people give us things, we feel we must return the favour.

Commitment/

Consistency If we commit to something, we usually do it.




6 PRINCIPL=S OF P=rRSUASION

Liking
We like people that are like us.

Authority
We feel obliged to do what those in authority tell us to.

Scarcity

We want things more when they seem in short supply.

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE L8



MAINTAINING CONTACT

Monthly/Quarterly Meetings

Video Conferencing

Screen Shares

Full Review Meetings

k9



STAK=HOLO=R MANAG=M=NT
PrROC=5S

|dentify your
|dentify your behaviour
stakeholders style and
theirs

|dentify their |dentify how
wants and to gain
needs commitment

50



UNIL=V=R'S CAS=STUDY -
SUSTAINABL= SOURCING

@Unilever is a multinational consumer goods comgany that has made
sustainable sourcing a priority. The company has set ambitious targets to
source all of its agricultural raw materials sustainably by 2020, and has
implemented a range of initiatives to achieve this goal

PFor example, Unilever has established partnerships with smallholder
farmers to improve their livelihoods and promote sustainable agriculture

PThe comrsan has also implemented a traceability program to ensure that
its suppyé3 chain is free from deforestation and ofher environmental
impacts, By prioritizing sustainable sourcing, Unilever has been able to
[)educe its environmental impact and build a reputation as a responsible

usiness

PLATFORM FOR CONNECTED LEADERSHIPe
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UNIL=V=R CAS=S5TUDY

continued

Unilever's Sustainable Living Plan:

® Unilever's Sustainable Living Plan is an excellent examﬁgle of how a company can
engage with its stakeholders to create shared value. The plan aims to help the
company to grow its business while reducing its environmental impact and
increasing its positive social impact

®To achieve this, Unilever engages with a range of stakeholders, including
customers, suppliers, NGOs, and governments, to identify key sustainability
challenges and develop solutions that benefit everyone

® For example, Unilever's partnership with the World Wildlife Fund has helped the
company to reduce its environmental impact, while its partnership with the Bill
and Melinda Gates Foundation has helped to improve the lives of millions of

people

PLATFORM FOR CONNECTED LEADERSHIPe
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OBJ=CTIV=S

At the end of this session, you are now able to:

@ Understand stakeholder management within Spinneys, identity your style
of stakeholder management along with the needs of the Spinneys
stakeholder

@ Recognise ways of securing stakeholder agreement through engagement
and communication

@ Distinguish the 6 different persuasion styles during stakeholder
engagement

@ State various methods to build an ongoing stakeholder relationship
@ Develop a detailed stakeholder action plan

PLATFORM FOR CONNECTED LEADERSHIPe
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= F==DBACK

Scan to tell us what you think:

As PCL is a learning
organisation, we also take the
time to learn on how to improve
our services. Please complete
the feedback form to the right.

FEEDBACK
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