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Stakeholder Map
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BENEFITS OF A STAKEHOLDER MAP 
• Clear Understanding of Stakeholders: It visually represents all the individuals, groups, or organizations that can impact or be 

impacted by a project, decision, or business activity. This clarity is essential for recognizing who holds influence and interest.
• Prioritization: Not all stakeholders have the same level of influence or interest. A stakeholder map helps prioritize those who require 

the most attention, ensuring efficient resource allocation and communication efforts.Improved 
• Communication: By identifying key stakeholders and their needs, a stakeholder map helps tailor communication strategies, ensuring 

that the right messages are delivered to the right people at the right time.
• Risk Management: Understanding stakeholders’ positions and influence helps anticipate potential conflicts or resistance. A 

stakeholder map allows organizations to address concerns early, reducing the likelihood of problems later on.
• Better Decision Making: With a clear view of who is involved and how they may be affected, organizations can make more informed 

decisions that consider the interests of various parties, leading to more successful outcomes.
• Alignment of Interests: It helps ensure that projects align with the needs and expectations of key stakeholders, increasing the 

likelihood of buy-in and long-term support.

A stakeholder map 
helps organizations 

identify, analyze, and 
prioritize their 
stakeholders. 

A stakeholder map is a 
vital tool for managing 

relationships and 
ensuring the success of 
projects or initiatives by 

keeping stakeholders' 
needs and influence in 

focus.



SWOT (KSF KRF) Synthesis
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Key Risk 
Factors

Key Success 
Factors

Top 5 
Strengths

Mission, Vision, 
Goals

Top 5 
Opportunities

Top 5 
Weaknesses

Top 5 
Threats

Top 3 
Opportunities

Top 3 
Challenges

Opportunities

Weaknesses

Threats

Align with 
strategic 

plan

Strengths

Market developments? 
Competitors' vulnerabilities? 
Industry or lifestyle trends? 
Technology development and innovation? 
Global influences? 
New markets, vertical, horizontal? 
Niche target markets? 
Geographical, export, import? 
New USP's? 
Tactics - surprise, major contracts, etc? 
Business and product development? 
Information and research? 
Partnerships, agencies, distribution? 
Volumes, production, economies? 
Seasonal, weather, fashion influences? 

Advantages of proposition? 
Capabilities? 
Competitive advantages? 
USP's (unique selling points)? 
Resources, Assets, People? 
Experience, knowledge, data? 
Financial reserves, likely returns? 
Marketing - reach, distribution, awareness? 
Innovative aspects? 
Location and geographical? 
Price, value, quality? 
Accreditations, qualifications, certifications? 
Processes, systems, IT, communications? 
Cultural, attitudinal, behavioural? 
Management cover, succession? 

Disadvantages of proposition? 
Gaps in capabilities? 
Lack of competitive strength? 
Reputation, presence and reach? 
Financials? 
Known vulnerabilities? 
Timescales, deadlines and pressures? 
Cashflow, start-up cash-drain? 
Continuity, supply chain robustness? 
Effects on core activities, distraction? 
Reliability of data, plan predictability? 
Morale, commitment, leadership? 
Accreditations, etc? 
Processes and systems, etc? 
Management cover, succession? 

Political effects? 
Legislative effects? 
Environmental effects? 
IT developments? 
Competitor intentions - various? 
Market demand? 
New technologies, services, ideas? 
Vital contracts and partners? 
Sustaining internal capabilities? 
Obstacles faced? 
Insurmountable weaknesses? 
Loss of key staff? 
Sustainable financial backing? 
Economy - home, abroad? 
Seasonality, weather effects? 



Business Model Canvas
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Balanced Scorecard
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Technology 
Assets

Physical 
Assets

Business 
Processes

Financial 
Perspective

Customer 
Perspective

Solutions 
Perspective

Capability 
Perspective

Vision, Mission, 
Values, Goals

People – Learning & Growth

Investment Pillars

Information 
Systems

“To satisfy our customers 
needs, what products and 
services must we provide”

“To succeed 
financially, how 

should we appear to 
our shareholders?”

“To achieve our vision, how should 
we appear to our customers?”

“In order to create the right solutions 
our customers require, what internal 
capabilities do we need to develop ”

“Where do we invest 
our capital & time to 
achieve the balanced 
scorecard and sustain 
our ability to change 

and improve?”
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Source: Kaplan and Norton
• Modified to include “Solutions, 

Capabilities and Investment Pillars
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Value Map
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For a given set of known 
product offerings, at specific 
points in time, customers are 
likely to internalize, a 
perspective as what 
constitutes a fair value.

This relationship can be 
conceptualized as a fair value 
line with each point on the line 
representing a specific 
combination of benefits and 
price that is considered a fair 
value by the market.
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Growth / Share Matrix 
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The Growth / Share matrix (aka BCG-matrix) helps corporations analyze their business units 
or product lines and allocate resources. It has two controlling aspect namely relative 
market share (meaning relative to your competition) and market growth. You would look at 
each individual product in your range (or portfolio) and place it onto the matrix. You would 
do this for every product in the range. You can then plot the products of your rivals to give 
relative market share.

Dogs. Products with low share, low growth. 
They do not generate cash for the company, 
they tend to absorb it. Kill. 
Cash Cows. Products with high share, low 
growth. Cash Cows generate more than is 
invested in them. Keep. 
? Problem Children. Products with low 
share, high growth. They consume resources 
and generate little in return. 
Stars. Products that are high growth markets 
with a relatively high share of that market. 
Stars tend to generate high amounts of 
income. Keep and build your stars.
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Product / market matrix
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The Ansoff Product-Market Growth 
Matrix is a marketing tool which helps 
businesses consider ways to grow via 

existing and/or new products, in existing 
and/or new markets – there are four 

possible product/market combinations.

Market Penetration – takes existing 
customers share (red bloody ocean, 
organic growth). Lowest risk, lowest 
reward.  
Product Development – new products 
onto existing market.  Example McDonalds 
“burger of the month”.  Strategy – attract 
new customers and pull through. 
Market Development – existing products 
into new markets. Example would be “go 
out of province” to acquire an insurance 
company.
Diversification – entering new markets 
with new products. Example - Virgin Group 
to leverage their brand. High risk / cost , 
potential high reward. 
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