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A b s t r a c t . At the moment the problem of dealing with 

external environment is an important issue of effective corpo-

rate strategic management in the enterprise. One of the factors 

of company interaction with external environment is company 

stakeholders. At the moment the theoretical basis of stakeholder 

analysis is researched insufÞ ciently. The current research pur-

sued the two goals: to show on which stage of strategic man-

agement process stakeholder analysis inß uences corporate ac-

tivity and to provide effective theoretical and practical ground 

for the selection of stakeholders.

In order to achieve the Þ rst goal the main aspects of stake-

holder theory are reviewed in the paper. The place of stake-

holder analysis in strategic management process is identiÞ ed. It 

is argued that the interests of the most inß uential stakeholders 

should be considered in corporate goals, strategy and the stra-

tegic decision making process due to the “strategic necessity”. 

The latter means that consideration of the stakeholder inß uence 

leads to the increase of corporate performance effectiveness 

and Þ nancial stability. 

The second objective is achieved through the review of 

possible techniques that could be used for stakeholder selec-

tion. The most appropriate for such purpose techniques are 

identiÞ ed by the analysis of their advantageous and disadvan-

tageous. As the result of the review it is proposed to conduct 

the stakeholder selection basing on application of the Analytic 

Hierarchy Process (AHP). The example of application of such 

method for stakeholder selection is presented in the article.

K e y  w o r d s : stakeholders, corporate strategy, system of 

corporate goals, analytic hierarchy process.

INTRODUCTION

How the company should deal with its environment 

is one of the key issues of effective corporate activity. 

Although a great variety of theories developed in the 

previous century, such as SWOT analysis, it is not clear 

whether the interests of stakeholders from the external 

environment should be considered. The other problem 

is how the goals of important stakeholders could be 

implemented into corporate strategy. The necessity to 

solve these problems resulted in introduction of new 

managerial theories. In those theories it is proposed to 

review the enterprise activity from different perspectives 

(customers, creditors, investors, consulting agencies etc.) 

and/or aspects of enterprise development (innovative 

aspect, aspect of labor resources etc.) [27]. Such ideas 

are supported by the research of some famous scholars. 

For example, Pettigrew [35] stated that strategy is the set 

of pragmatic compromises between stakeholders while 

Mendelow [30] claimed that failure to act in accordance 

with stakeholder (inß uence group) requirements leads to 

possible problems in strategy implementation. Managerial 

commitment to stakeholder interests will drive strategic 

decision making, which in turn will affect Þ rm Þ nancial 

performance [3, 33]. The ability to balance stakeholder 

inß uence leads to higher level of consistency in corpo-

rate activity and achievement of corporate goals. The 

described approach to forming corporate strategy could 

be called multilateral. The actuality of such approach lies 

in balancing of a signiÞ cant number of economic factors 

and corporate strategy [27]. The corporate management 

based on multilateral approach permits to adapt measures 

of corporate activity to the requirements of different 

inß uence groups. The most accented the need in review-

ing of corporate activity both from external and internal 

points is proposed in stakeholder approach worked out 

by [15]. According to the latter scholar stakeholder is the 

person, group of people, organization who can affect or 

is affected by the achievement of organization’s objec-

tives or organization’s activity [15]. The other deÞ nition 

that is relevant to the current research is the following: 

a stakeholder is an individual or group that has a stake 

or can inß uence the organization performance [2].

Famous theory that considers points of views of 

stakeholders and transforms them into strategy is the 

“balanced scorecard theory” developed by [26]. However 

as Walker and Marr [45] claim in that theory “Kaplan 
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and Norton, except employees and customers … appear 

to have overlooked the important category of tracking 

other stakeholder groups… The strong companies of 

the future will develop key business indicators for each 

stakeholder group”. In the same time the important is-

sue of Kaplan and Norton’s balanced scorecard theory is 

consideration of some aspects of corporate development 

that inß uence corporate activity signiÞ cantly in addition 

to the stakeholders.

The stakeholder theory consists of three parts: nar-

rative, descriptive and instrumental [16, 25, 11]. Descrip-

tive theory lies in describing company behavior towards 

stakeholders and stakeholders towards company. In the 

normative theory ethical issues connected with com-

pany relations with its stakeholders are being solved. 

Instrumental theory purports to research the inß uence 

of stakeholders on the outcomes while making corporate 

strategy. Some aspects of instrumental theory are the 

main issues of the current research. 

The other important issue is that some scientists con-

sider stakeholders separately from strategic management 

system while the others think that stakeholder analysis 

is a part and parcel of strategic management process. As 

Freeman [16] claimed the strategy should be formulated 

as a part of needs of stakeholders that surround it. In ad-

dition Mendelow [30] said that “stakeholder approach is 

particularly useful during strategy formulation. Organiza-

tion is the goal seeking entity. Management should attempt 

to ensure that the organization stakeholders are prone to 

behave in a manner that will enhance the organization’s 

ability to achieve its goals”.

In the last years the stakeholder theory was mostly 

concentrated on the research of ethical issues that are the 

part of narrative theory. Some authors, such as Good-

paster [20], Freeman and Evan [17] claim that managers 

have the moral duty to take stakeholders into account. 

In the current research we will make shift towards inter-

relations of strategy creation and stakeholder analysis. 

It should be stated that theoretically the place of stake-

holder approach in strategic management system is re-

searched insufÞ ciently. Some efforts to study this issue 

were conducted by Berman et al. [3] who proposed to 

try investigation of stakeholder relationships relatively 

to Þ rm strategy and Þ rm Þ nancial performance. As 

the result of the research Berman et al. [3] argued that 

stakeholder relations inß uence Þ rm Þ nancial perform-

ance through corporate strategy. The latter model was 

called The Intrinsic Stakeholder Commitment Model. 

In The Intrinsic Stakeholder Commitment Model the 

interrelationship of strategy and corporate stakeholders 

were touched but most of the attention was attained to 

the Þ nancial results. The identiÞ cation of the place of 

stakeholder approach in strategic management system is 

one of the objectives of the publication. From the point 

of view of some scholars [27] the main goal of stake-

holder’s consideration is improvement of Þ rm strategy 

and Þ rm strategic management. As Kaplan and Norton 

[27] claimed that consideration of different inß uence 

groups should result in its positive inß uence on corporate 

performance and Þ nancial results. For example, accord-

ing to [27] the growth and learning perspective is not 

considered to achieve good environment on the working 

place but to provide achievement of main corporate goals. 

In the current paper the stakeholder approach to creating 

strategy is reviewed as “strategic necessity” that is one 

of the constituents of corporate success. The research 

of stakeholder analysis as the strategic necessity where 

reviewed by Garengo et al. [19]. The main points of such 

research are the following: “Atkinson et al. [2] underlined 

that an organization should know what its stakeholders’ 

expectations are and strive to achieve the objectives they 

have deÞ ned. Dickinson et.al. [10] described stakeholders 

as the ‘Þ nal judge’ of organizational performance. Funk 

[18] stresses the importance of creating a sustainable 

organization, which is ‘one whose characteristics and 

actions are designed to lead to a “desirable future state” 

for all stakeholders’. However, the needs, wishes and 

levels of satisfaction of different groups of stakeholders 

vary, and each company has to monitor these aspects”. 

The current research is a proceeding of investigations 

of stakeholder analysis as the strategic necessity. While 

taking into account the interests of different stakeholders 

we Þ rst of all concentrate on the capacity of the company 

to adjust. The stakeholder interests are considered not 

to advocate stakeholders but to create the possibilities 

for effective adjustment and management of corporate 

activity in rapidly changing environment. The necessity 

to adjust is explained by the need in additional invest-

ments, credits, availability of permanent customers and 

creation of effective supplying system. The customers, 

employees, suppliers and the community are important 

not in their own right but because they help the company 

to achieve its primary objectives by giving it what it 

needs to pursue the strategy while the strategy is de-

signed to achieve its primary objectives [2]. In addition 

the approaches and principles of stakeholder selection 

whose interests should be considered while development 

of stakeholder strategy are also researched insufÞ ciently. 

Thus the other important issue is development of the 

method that will permit to make effective stakeholder 

selection.

From the latter paragraphs we can elucidate the ob-

jectives of the current article which are the following: 

 – to study on which stages of strategic management 

process the stakeholder analysis should be conducted,

 – to create the principles and method of selecting stake-

holders whose interests should be considered while 

making strategy. 

STAKEHOLDER ANALYSIS 

IN STRATEGIC MANAGEMENT PROCESS

The Fig. 1 shows on which stages of strategic man-

agement process stakeholder analysis should be applied. 
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Fig. 1. Stakeholder analysis in strategic management process

Traditionally, the process of company strategic man-

agement consists of the following stages [44]:

 – Forming of the corporate mission.

 – Establishment of corporate objectives.

 – Development of strategy.

 – Strategy realization.

Evaluation of the results, correction of vision, objec-

tives and strategy considering the received experience 

and changing environmental conditions.

In the research of Mintzberg [31] the deliberate strat-

egy was divided on intended and emergent strategies. 

In those research it is claimed that strategy should be 

reconsidered regularly basing on the conducted monitor-

ing and emergent strategy. Emergent strategy is being 

crafted as the result of the conditions and opportunities 

that appear in rapidly changing environment. The results 

of stakeholder analysis could be used as the constituent 

to the emergent strategy. Emerging of new opportunities 

leads to the necessity of reconsideration of the stake-

holders inß uencing corporate activity. Therefore taking 

into account that strategy is being crafted permanently 

the stakeholder selection should be conducted regularly.

In the same time the main idea of stakeholder analysis 

is to include objectives of external stakeholders that are 

really important for the company into the set of corpo-

rate goals. Thus it could be presumed that the results 

of the stakeholder analysis inß uence the establishment 

of corporate intended strategy. The simple hypothetical 

example of the latter inß uence is the following. The Þ rm 

is planning to develop its production line. The obstacle for 

accomplishment of the latter task is scarcity of Þ nancial 

resources which could be borrowed from the bank. In or-

der to receive money from the bank some of the company 

measure values, such as liquidity and proÞ tability, must 

correspond to the requirements of the bank. Thus bank 

requirements could be included into the set of corporate 

goals. From the latter paragraphs we can conclude that 

stakeholder analysis could inß uence crafting of both 

intended and emergent strategies.

The strategic objectives of the company could be 

divided on two sets: main (primary) and supporting 

(secondary). Atkinson et.al. [2] state that performance 

measures of the secondary objectives are the way to im-

prove performance on its primary objectives and should 

be the focus of company measurement. From the latter 

we can conclude that main objectives usually specify 

corporate vision while supporting help to create the un-

derstanding how the main objectives will be achieved. 

The organization’s inability to achieve its goals leads to 

the withdrawal of the contribution of the correspondent 

stakeholder. The stakeholder analysis and establishment 

of corporate objectives have interrelation. From one hand 

the main company objectives representing shareholder 

and manager interests deÞ ne the supporting goals and 

thus help to identify stakeholders whose goals should be 

taken into account. In the previous example of developing 

additional production line and receiving credit the main 

objective will be creation of production line while the 

supporting objectives are the requirements of the bank 

to corporate activity. From the other hand the inß uence 

of some stakeholders could be decisive for successful 

corporate activity. For example, sometimes the suppliers 

provide unique equipment for the company. In order to 

keep good relations with the supplier the company has 

to include its interests into the set of main corporate 

objectives. Atkinson et.al. [2] state that both primary 

and secondary objectives were developed as the result 

of consideration of stakeholder interests. It is possible 

to agree with such statement as soon as we agree that 

mangers and shareholders are also corporate stakeholders. 

METHODS FOR IDENTIFICATION 

OF PRINCIPLE STAKEHOLDERS

In our days the concept and method of stakeholder 

selection is mostly based on the intuition and personal 

experience of managers who create strategy. There are 

no principles or system of approaches to stakeholder 

selection. In the same time the ordinary judgments 

such as “this stakeholder is more important than that 

stakeholder and his interests should be considered” are 

not grounded enough to be used in practice. Below are 

presented principles and methods that could be used for 

stakeholder selection.

For effective development of stakeholder selection 

method the deÞ nition of stakeholder inß uence should 

be given. In the literature devoted to the stakeholder 

analysis there is no deÞ nition of “stakeholder inß uence” 

but there is deÞ nition of “stakeholder power” which is 

deÞ ned as the relationship among social actors in which 

one social actor, A, can get another social actor, B, to do 

something that B would not have otherwise done [36]. 

From the perspective of “strategic necessity” the follow-

ing understanding of company and stakeholder relations 

is appropriate: actor, B, should do what actor, A, expects 

because of two reasons: due to some kind of regulations 

or if matching of actor, A, expectations would bring 
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to actor, B, some additional beneÞ ts. Thus stakeholder 

inß uence could be deÞ ned as the necessity to consider 

stakeholders due to the company statutory documents 

(managers or shareholders), government regulations or 

the ability of the stakeholders by some means to change 

company outcomes or company effectiveness.

From the point of necessity of evaluation the stake-

holder analysis is very similar to the corporate perform-

ance measurement. Thus some of the requirements to 

corporate performance measurement system could be 

applied to stakeholder analysis.

At the moment the following requirements to per-

formance measurement system exist [29, 43]:

 – Performance measurement should relate directly to 

performance strategy.

 – Performance measures should vary between com-

panies.

 – Performance measures should change over time.

 – Performance measurement system should include non-

Þ nancial measures.

 – Performance measurement system should include fast 

feedback.

 – Performance measurement system should be simple 

and easy to use.

 – Performance measurement system should be intended 

to teach rather than to monitor.

Considering that selection of stakeholders is con-

nected with evaluation some of the issues presented 

above could be used as the requirements to stakeholder 

selection method:

 – Selection of stakeholder groups should be based on cor-

porate strategy and correspond to strategic necessity.

 – The initial group of stakeholders (input group) could 

vary depending on the type of the company and the 

type of industry.

 – The initial group of stakeholders and judgments of 

experts concerning the priority establishment could 

change over time.

The other important issue of stakeholder selection 

method is consideration of non-Þ nancial factors. Non-

Þ nancial factors are sometimes more important than 

Þ nancial. Subjective information is usually a key compo-

nent of most managerial decisions, yet in many of today’s 

decision making approaches this data is being overlooked 

because it is not easily transferred to numerical values 

[33]. To consider non-Þ nancial issues deep level of under-

standing of experts and special techniques are required. 

Such situation could be explained by the reason that it 

is difÞ cult to calculate stakeholder inß uence. Thus the 

methods that could be used for calculation of stakeholder 

inß uence should be special and should permit to compare 

judgments of the experts with quantitative evaluation. 

That is why within current research it is proposed to de-

velop the method that will allow classifying stakeholders 

in accordance to their importance for the company. As it 

was mentioned it is quite difÞ cult to evaluate the inß uence 

of different stakeholders quantitatively. Thus it could be 

inferred that the method should include judgments and 

experience of the experts. In the same time in order to 

classify the stakeholders objectively the judgments of 

the experts should be estimated quantitatively. Thus the 

method combining numbers and judgments will be the 

most optimal from the point of view of goals achieve-

ment. At the moment just a few sophisticated techniques 

(combination of techniques) meets the stated requirements 

and thus hypothetically could be used for stakeholder 

selection. They are: 

 – cognitive mapping (casual maps);

 – regression model with dependent key Þ nancial mea-

sure and independent indicators representing different 

aspects of corporate activity;

 – regression model with independent dummy-variables 

representing stakeholder inß uence;

 – classiÞ cation based on cluster analysis;

 – techniques based on application of analytic hierar-

chy process (AHP) (classical AHP, Analytic Network 

Process (ANP), AHP combined with cross impact 

analysis);

 – combination of methods listed above.

The common feature of all the presented methods 

is the idea that stakeholder selection should be based on 

the strength of their inß uence on the corporate activity, 

which is deÞ ned earlier in the article. In the research 

the mentioned techniques of stakeholder evaluation and 

selection will be reviewed. In the same time the main at-

tention will be concentrated on analytic hierarchy process.

COGNITIVE MAPPING

Cognitive maps can be seen as a picture or visual aid 

in comprehending the mapper’s understanding of particu-

lar, and selective elements of the thoughts of an individual, 

group or organization [12, 13, 14]. For the purposes of 

current research among the Þ ve types of cognitive maps 

[24] casual maps were selected. The deÞ nition of casual 

maps is the following: casual maps are representations 

of individual (or group) beliefs about casual structure 

[28]. The casual maps were selected among other types 

of maps because they permit to identify casual associa-

tion between different aspects of the process. For the 

current research the important issues is Þ nding associa-

tions between different aspects of corporate activity [7]. 

Casual maps could help to create the understanding of 

how from the point of view of managers (experts) the 

corporate stakeholders inß uence aspects of corporate 

activity. Such approach has one signiÞ cant disadvantage 

that makes it less effective for our purposes: casual maps 

are perfect for visualizing the ideas but not for quantifying 

judgments. The idea of casual maps is that “managers 

think and work for most of their lives with language and 

ideas not with numbers and symbols” [13, 14]. Using 

such method inß uence groups could be identiÞ ed but not 

classiÞ ed by the level of their inß uence while the idea of 

current research is to create method that will permit to 

classify stakeholders by the level of their inß uence on 

corporate activity. Thus cognitive maps could be used 

as a supporting tool for the other methods listed below.
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REGRESSION MODEL WITH DEPENDENT KEY 

FINANCIAL INDICATOR AND INDEPENDENT 

INDICATORS REPRESENTING DIFFERENT 

ASPECTS OF CORPORATE ACTIVITY

The idea of such method lies in identiÞ cation of de-

pendent key Þ nancial indicator and independent indicators 

representing stakeholders, building the regression model 

and the analysis of stakeholder inß uence basing on such 

model. That method consists of three stages (Fig. 2). On 

the Þ rst stage indicators that could represent different 

inß uence groups are identiÞ ed. On the next stage the 

levels of inß uence of indicators representing stakehold-

ers on key Þ nancial indicator(s) are calculated applying 

regression analysis. The other important issue of the 

second stage is veriÞ cation of regression model quality. 

On the Þ nal stage considering the strength of inß uence 

of independent variables on dependent variables the most 

important stakeholders are identiÞ ed. 

 ̀  

Building regression model 

connecting key financial measure 

and measures representing 

stakeholders 

Identification of the most important 

stakeholders 

Qualitative identification of key 

financial measure and measures 

representing corporate stakeholders 

Fig. 2. Stakeholder analysis based on regression model

The presented method has some disadvantages de-

termined both by the approach (selection of measures 

representing different stakeholders) and method of cal-

culation (regression analysis):

 – The values of some measures representing external 

stakeholders could be difÞ cult to calculate, for cal-

culation of the others the monitoring system should 

be implemented.

 – The regression method has some disadvantages as the 

research strategy method. In regression, the average 

trend in data is found by minimizing the mean square 

error. Thus the linkages that took place in the past do 

not always exist in present [23].

 – It is not obvious how many indicators should represent 

the interests of stakeholders. For example, [27] pro-

pose to use 3-4 indicators as possible representatives 

of stakeholder goals. It should stated that application 

of 3-4 indicators in multiple regression could bring 

ambiguity for received results.

SELECTION OF INFLUENCE GROUPS 

BASING ON DUMMY-VARIABLES

Such approach could be applied in the following 

way – the experts identify the stakeholders whose in-

ß uence was decisive over time. The dummy-variables 

could get just two types of values: “0” or “1”. Thus the 

experts evaluate the stakeholder inß uence by attaching 

to stakeholders “0” – “no inß uence” or “1” – “inß uence”. 

Such approach has two signiÞ cant disadvantageous. The 

Þ rst disadvantage is that sometimes stakeholders that 

had inß uence in the past don’t have it in present. Thus 

the averages of inß uences for past periods could result 

in incorrect evaluation of current inß uence. The second 

disadvantage is that there are just two possible values 

of stakeholder inß uence: “no inß uence” and “inß uence” 

which could be not enough for the evaluation of current 

stakeholder impact.

METHOD BASED ON APPLICATION 

OF CLUSTER ANALYSIS

Such method by some points is similar to the method 

based on regression model. Applying such methods the 

experts also select the indicators that could represent 

different inß uence groups. The major difference from 

the method based on regression model lies in using just 

current or the most recent data in stakeholder inß uence 

evaluation. The major disadvantages are the same as the 

disadvantages “one” and “three” in regression model.

SELECTION OF STAKEHOLDERS APPLYING 

ANALYTIC HIERARCHY PROCESS (AHP)

Analytical Hierarchy Process technique is often used 

as strategic decision making tool [4, 37, 41]. The ap-

propriateness of AHP for selection of stakeholders is 

supported by the following arguments:

 – The AHP theory could help to create the image of the 

system as a whole.

 – In AHP permits to combine both judgments and ra-

tional choice of alternatives. As Moutinho [33] states 

“the AHP can be used to synthesize qualitative and 

quantitative factors in the corporate decision making 

process”.

 – AHP permits to verify the consistency of human judg-

ments. 

The process of stakeholder selection basing on AHP 

is the following:

 – Creation of the structure that realistically reß ects the 

main aspects of corporate activity and main stakehold-

ers whose inß uence will be researched. While creation 

of the structure the following task should be solved: 

what stakeholders and aspects of corporate activity 

should be included into the structure. There are no 

limitations for the quantity of stakeholders included 

into the structure. If some of the stakeholders are ap-

peared not to be really important they will be elimi-

nated by the method. The division of corporate activity 

on different aspects is explained by the necessity to 

create the structure which could be easily evaluated 

by the experts. The structure could be created either 

by direct transforming knowledge and experience of 

experts into structure or by applying cognitive maps. If 
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it is decided to apply the cognitive maps the strategic 

aspects of corporate development and links between 

them should be identiÞ ed. The application of cogni-

tive maps can provide the deeper understanding of 

the company as a system.

 – The estimation of importance of stakeholder inß u-

ence on the issues of company activity. Selection of 

the stakeholders should be based on corporate vision 

and main corporate strategic goals that correspond to 

corporate strategy. It should be noted that the experts 

evaluate not only the level of stakeholder inß uence on 

general and speciÞ c issues of corporate activity but 

also the importance of such aspects for the corporation.

 – The Þ nal selection of stakeholders is based on the 

weights of their inß uence on all aspects of corporate 

activity. Stakeholders could be listed descending by 

the level of inß uence on corporate activities.

As it was mentioned the structure could be created 

both using the experience and knowledge of stakehold-

ers and by applying cognitive maps. Below is presented 

the example of application of cognitive maps for such 

purposes.

COMBINATION OF COGNITIVE MAPS 

AND AHP FOR SELECTION OF CORPORATE 

STAKEHOLDERS

The application of AHP together with cognitive maps 

will permit to make AHP structure more real and effec-

tive. The examples of application of AHP together with 

cognitive maps are presented by [6, 43]. The strategic 

maps could be used to create the structure of important 

aspects of corporate activity while AHP will help to 

classify the stakeholders by the level of their inß uence 

on that structure. The main idea of cognitive maps is to 

identify what really means for the company. The example 

of cognitive map that identiÞ es and interlinks the most im-

portant aspects of corporate activity is presented in Fig. 3.

The creation of cognitive map will permit to get 

deeper understanding of interrelations between main 

aspects of corporate activity. In addition casual maps 

could help to Þ nd out what aspects of the corporate de-

velopment are key for the organization. 

The draft structure for stakeholder selection using 

AHP could be the one as presented on Fig. 4.

The levels of AHP process for the stakeholder analysis 

were selected basing on the following arguments:

 – Types of issues inß uenced by stakeholders. Some 

stakeholders can inß uence general issues of corporate 

activity such as strategic decision making and general 

management. Those issues could have decisive impact 

on corporate survival and development that is why 

they were gathered in the Þ rst group. In comparison 

some speciÞ c issues such as supply system or sales 

system were collected in the second group. For some 

companies speciÞ c issues could be as important as 

the general issues while for the others the importance 

of speciÞ c issues could be less. In the AHP structure 

both general and speciÞ c issues will be sorted by their 

importance for corporate development.

 – Internal and external speciÞ c issues. The division on 

internal and external issues could be important from 

the point of view of understanding of business pro-

cesses going on in the company. Some issues could be 

both external and internal. For example, sales system 

could belong either to the enterprise or to corporate 

counter-agents.

 – List of   stakeholders. In the current research the system 

of stakeholder selection includes both corporate man-

agers and shareholders. By some authors shareholders 

are considered to be “the most important stakeholders”. 

The classic stakeholder theory rejects prevailing of 

shareholders over other stakeholders [16] while some 

of the authors claim that shareholders take the highest 

Þ nancial risk and have the strongest inß uence on the 

decision making process in the organization [45]. It is 

possible to agree with the latter scholar and presume 
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Fig. 3. Casual map of interaction of strategic aspects of corporate activity
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that shareholders usually have the decisive inß uence 

on forming of corporate strategy. The shareholders 

deserve special consideration over other stakeholders 

due to the assets speciÞ city. Managers are also very 

inß uential group whose inß uence sometimes could 

be comparable with the inß uence of shareholders. 

The inß uences of other stakeholders and aspects of 

corporate development such as suppliers, investors, 

creditors, state authorities, employees, suppliers and 

customers are usually determined by the concrete 

economic situation, industry and country in which 

company operates. All these stakeholders could be 

either very important for corporate activity or not 

inß uential at all.

It is necessary to pin point that the structure of AHP 

for stakeholder analysis could vary depending on the type 

of market in which company operates and the economic 

condition. The minimal weight of stakeholder inß uence 

could be the issue of future research. The general rule 

for stakeholder selection basing on the inß uence weight 

is the following: “just the stakeholders with signiÞ cant 

value of inß uence weight could be selected”.

Below are presented the results of application of AHP 

process to one of the companies operating in the phar-

maceutical market of the United States of America. On 

the Fig. 5 is presented the structure for selection of main 

corporate stakeholders based on the current situation on 

the market. The evaluation was conducted by one expert 
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Fig. 5. Analysis of stakeholder inß uence on the company working in pharmaceutical industry in the United States of America
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in order to show the advantageous of such method and 

the example of result interpretation. While evaluation the 

expert used the knowledge about the internal economic 

condition of the company, his own knowledge about the 

pharmaceutical industry and Business Insights reports 

devoted to the opportunities of industry development 

[22]. To evaluate the stakeholder inß uence the Saaty’s 

9-point scale was applied [38, 39]. In case of applying 

AHP in practice stakeholder analysis will be more effec-

tive if two or three people participate in the evaluation.

From the general structure (Fig. 4) the division of 

speciÞ c issues on external and internal was removed due 

to their equal importance for the company. The special 

group of stakeholders “physicians” was included into 

structure, which was done by the following reason: while 

promoting products the company has to negotiate with 

the physicians. The other special group is the group of 

state authorities which could have signiÞ cant inß uence 

on corporate activity due to the strong regulations of 

pharmaceutical industry by the government. The overall 

consistency ratio of the structure presented on Fig. 5 is 

0.04 which means good consistency [39].

To divide stakeholders on groups by their inß uence 

on corporate activity the scale, which includes two stages, 

was created. On the Þ rst stage the values of weights were 

standardized dividing them on the maximum value. On 

the second stage the interval between 0 and 1 was divided 

on four equal intervals (Table 1).

Ta b l e  1 .  Standardized Values of Weights

Stakeholders Actual weights Standardized weights

Managers 0.2570 1.0000

Shareholders 0.2500 0.9728

Phycisians 0.1330 0.5175

State Authorities 0.0830 0.3230

Employees 0.0800 0.3113

Suppliers 0.0660 0.2568

Possible 

Creditors
0.0660 0.2568

Patients 0.0640 0.2490

Due to the standardization all the values are located on 

the interval between 0 and 1. Thus the four equal interval 

scale of stakeholder inß uence could be created (Fig. 6). 

Applying scale from Fig. 6 the stakeholders were 

divided on four groups by their inß uence on corporate 

activity: 

 – The group with the decisive inß uence. Most of the 

interests of such group should be considered. In the 

presented example shareholders and managers belong 

to such group. The presence of the listed stakehold-

ers in the group is quite obvious due to the ability of 

those stakeholders to inß uence the situation from the 

inside of the company;

 – The group with the strong inß uence. To such group 

belong physicians who have a strong impact on corpo-

rate activity due to their right to prescribe medicines 

to the patients. In order to be successful most of their 

objectives should be considered through the indicators 

representing physician requirements. The measures 

representing such inß uence group could be included 

into the strategic management system on the level of 

secondary goals;

 – The group with the average inß uence. To such group 

belong employees, state authorities, suppliers and po-

tential creditors. The goals of these stakeholders should 

be considered selectively;

 – The group with low inß uence. Patients belong to this 

group. In the current case the weighting coefÞ cient 

of that group has quite signiÞ cant values thus some 

of the patient’s objectives could be accounted. In case 

of low values of weights the inß uence of stakeholders 

that belong to latter group could be neglected.

After division of stakeholders on groups it should 

be decided what measures could represent stakeholder 

interests in the set of corporate goals.

The application of AHP for stakeholder analysis per-

mits to make the following conclusion: in most cases the 

inclusion of shareholders and managers into the list of 

alternatives is not necessary due to their obvious strong 

inß uence on corporate activity.

The presented above example of AHP application 

shows how the selected stakeholders could be divided on 

clusters. The AHP analysis permits to consider expert 

experience, judgments and rational choice. The latter 

could not be achieved applying some different methods 

including those that were reviewed above. It should be 

also underlined that in AHP stakeholder selection criteria 

could move to alternatives and vice versus. For exam-

ple, some aspect of corporate could be so important for 

the company that the goal of its development should be 

included into the set of corporate sub goals. The exam-

ples of such aspects are pin pointed by the Kaplan and 

Norton [27] who review innovation aspect as the key 

issues of corporate development. In such cases the in-

novation aspect or corporate reputation could act as the 

stakeholder. The other important point of the presented 

method is application of cognitive maps that permits to 

identify the most important aspects of corporate activity.

It should be noticed that all of the reviewed methods of 

stakeholder selection including AHP have one signiÞ cant 

disadvantage which lies in possible subjectivity of experts 

0 0,25 0,5 0,75 1 

Low influence Average influence Strong influence Decisive influence 

Fig. 6. Scale of stakeholder inß uence 
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who participate in either selection of indicators represent-

ing stakeholders or evaluation of stakeholder inß uence 

on the aspects of corporate activity. Such disadvantage 

could not be avoided but could be reduced applying such 

sophisticated techniques as multidimensional scaling or 

cluster analysis. The example of application of selected 

techniques for subjectivity reduction is presented in [9].

THE PROPOSALS FOR FUTURE RESEARCH 

OF STAKEHOLDER ANALYSIS

To consider the stakeholder interests in company 

strategic decisions the measures representing stakeholder 

requirements could be implemented into performance 

measurement system. Thus the further research of stake-

holder analysis could be directed towards identiÞ cation of 

indicators representing different stakeholders and prob-

lems of inclusion them into monitoring and performance 

measurement system. The other important point that 

could have both theoretical and practical implications is 

comparison of the list of important stakeholders of the 

same industry in transitive and stable market economy. 

The results of such research could be used by the com-

panies from developed countries entering the markets of 

the countries with transitive economy and vice versus. 

In addition the effectiveness of application of the other 

expert techniques that could be used for stakeholder 

selection should be further researched in order to Þ nd 

the most optimal method for the concrete situation. Es-

pecially promising for this purpose look cross-impact 

analysis [21] and analytic network process [40, 42] which 

permit to consider interaction not only between criteria 

but also between alternatives (in our case stakeholders). 

For example, cross-impact analysis allows estimating 

the probability of occurrence or non-occurrence of the 

event depending on the occurrence or non-occurrence of 

some other event [21]. Combining this method with AHP 

[8] will lead to estimation of the stakeholder inß uence 

on different issues of corporate activity considering the 

probability of occurrence of such inß uence.

CONCLUSIONS

In the current research the place of stakeholder analy-

sis in corporate strategic management process is reviewed. 

It is argued that in order to be effective the organiza-

tion has to consider the preferences and interests of the 

most important inß uence groups in the strategic decision 

making due to the “strategic necessity”. The inß uence of 

stakeholder analysis on the formation of corporate objec-

tives, strategy and decision making is researched in the 

context of advances in strategic management. 

The contribution in terms of approaches to stake-

holder selection is also made. AHP is proposed to use in 

the capacity of the method of stakeholder selection. To 

increase effectiveness such method could be combined 

with cognitive maps. In those methods the choice of 

stakeholders is based on the combination of both subjec-

tive judgments of the experts and rational quantitative 

choice. The main idea of the presented method is stake-

holder selection based on the evaluation of stakeholder 

inß uence on key aspects of corporate activity.

REFERENCES

1. Agle R.B., Mitchell R.K. and Sonnenfeld J.A. 1999. Who 

Matters to CEOs? An Investigation of Stakeholder At-

tributes and Salience, Corporate Performance, and CEO 

Values, Academy of Management Journal, 42:5, 507-525.

2. Atkinson A.A., Waterhouse J.H. and Wells R.B. 1997.  

A Stakeholder Approach to Strategic Performance Mea-

surement, Sloan Management Review, 38:3, 25-37.

3. Berman S.L., Wicks A.C., Kotha S. and Jones T.M. 

1999. Does Stakeholder Orientation Matter? The Rela-

tionship between Stakeholder Management Models and 

Firm Financial Performance, Academy of Management 

Journal, 42:5, 488-506.

4. Bhushan N. and Rai K. 2004. Strategic Decision Making, 

London et al.: Springer.

5. Bititci U., Carrie A.S. and McDevitt L. 1997. Integrated 

Performance Measurement Systems: an Audit and Develop-

ment Guide, The TQM Magazine, 9:1, 46-53.

6. Bititci U.S., Suwignjo P. and Carrie A.S. 2001. Strategy 

Management through Quantitative Modelling of Perfor-

mance Measurement Systems, International Journal of 

Production Economics, 69, 15-22.

7. Bourgon M., Weick K. and Binkhorst D. 1977.Cogni-

tions in Organizations: and Analysis of Utrecht Jazz 

Opera, Administrative Science Quarterly, 22, 606-639.

8. Cho K.-T. and Kwon C-S. 2004. Hierarchies with De-

pendence of Technological Alternatives: A Cross-Impact 

Hierarchy Process, European Journal of Operational Re-

search, 156, 420-432.

9. Condon E., Golden B. and Wasil E. 2003. Visualizing 

Group Decisions in the Analytic Hierarchy Process, Com-

puters & Operations Research, 30, 1435-1445.

10. Dickinson T., Saunders I. and Shaw D. 1998. What to 

Measure about Organization Performance, Quality Maga-

zine, 7, 71–78.

11. Donaldson T. and Preston L.E. 1995. The Stakeholder 

Theory of the Corporation: Concepts, Evidence and impli-

cations, The Academy of Management Review, 20:1, 65-91.

12. Eden C. 1988. Cognitive Mapping, European Journal of 

Operational Research, 36, 1-13.

13. Eden C. 1992. On the Nature of Cognitive Maps, Journal 

of Management Studies, 29:3, 261-265.

14. Eden C. and Ackerman F. 1998. Making Strategy: The 

Journey of Strategic Management, London et al.: SAGE 

Publications.

15. Freeman R.E. 1984. Strategic Management, Boston et 

al.: Pitman.

16. Freeman R.E. 2004. The Stakeholder Approach Revis-

ited, Zeitschrift fur Wirtschafts- and Unternehmensethik, 

5:3, 228-241.

17. Freeman R.E. and Evan W. 1990. A Stakeholder Theory 

of the Modern Corporation: Kantian Capitalism, in T. 

Beauchamp, and N. Bowie (eds.), Ethical theory and busi-

ness, Englewood Cliffs: Prentice Hall.



I. OLEKSIV, N. SHPAK74

18. Funk K. 2003. Sustainability and Performance, The MIT 

Sloan Management Review, 44:2, 65-70.

19. Garengo P., Stefano B. and Bititci U.S. 2005. Perfor-

mance Measurement Systems in SMEs: A Review for 

a Research Agenda, International Journal of Management 

Reviews, 7:1, 25–47.

20. Goodpaster K. 1991. Business Ethics and Stakeholder 

Analysis, Business Ethics Quarterly 1, 53-73.

21. Gordon T. and Hayward H. 1968. Initial Experiments 

with the Cross Impact Matrix Method of Forecasting, 

Futures, 1:2, 100-116.

22. Hamilton G. 2005. The Pharmaceutical Market Outlook 

to 2015: Implementing Innovative, Long-term Strategies 

for Sustainable Future Growth, Business Insights, 131 p.

23. Hibon M. 1984. Naïve, Moving, Average, Exponential 

Smoothing, and Regression Methods, in S. Makridakis 

(eds.), The Forecasting Accuracy of Major Time Series 

Methods, Chichester et al.: John Wiley and Sons.

24. Huff A.S. 1990. Mapping Strategic Thought, in Anne S. 

Huff (eds.), Mapping Strategic Thought, Chichester et al.: 

John Wiley and Sons.

25. Jones T.M. and Wicks A.C. 1999. Convergent Stake-

holder Theory, The Academy of Management Review, 

24:2, 206-221.

26. Kaplan R.S. and Norton D.P. 1992. The Balanced Score-

card - Measures that Drive Performance, Harvard Business 

Review, 70, 71-80.

27. Kaplan R.S. and Norton D.P. 1996. The Balanced Score-

card: Translating Strategy into Action, Boston: Harvard 

Business School.

28. Maroczy L. and Goldberg J. 1995. A Method for Elicit-

ing and Comparing Casual Maps, Journal of Management, 

21:2, 305-333.

29. Maskell B.H. 1992. Performance Measurement for World 

Class Manufacturing: A Model for American Companies, 

Cambridge: Productivity Press.

30. Mendelow A.L. 1987. Stakeholder Analysis for Strategic 

Planning and Implementation, in W.R. King, and D.I. 

Cleland, Strategic Planning and Management Handbook, 

New York: Van Nostrand Reinhold Company.

31. Mintzberg H. 1994. The Rise and Fall of Strategic Plan-

ning, New York et al.: Free Press.

32. Mitchell R.K., Agle B.R. and Wood D.J. 1997. Toward 

a Theory of Stakeholder IdentiÞ cation and Salience: DeÞ n-

ing the Principle of Who and What Really Counts, The 

Academy of Management Review 22:4, 853-886.

33. Mountinho L. 1993. The Use of the Analytic Hierarchy 

Process (AHP) in Goal Setting and Goal Assessment: 

the Case of Professional Services Companies, Journal of 

Professional Services Marketing, 8:2, 97-114.

34. Neeley A., Adams C. and M. Kennerly 2002. The Per-

formance Prism: The Scorecard for Measuring and Man-

agement Business Success, London et al.: Financial Times 

Prentice Hall.

35. Pettigrew A. 1985. The Awaking Giant: Continuity and 

Change in ICI, Oxford: Blackwell.

36. Pfeffer J. 1981. Power in Organizations, MarshÞ eld, MA: 

Pitman.

37. Rangone A. 1996. An Analytical Hierarchy Process 

Framework for Comparing the Overall Performance of 

Manufacturing Departments, International Journal of Op-

erations & Production Management, 16:8, 104-119.

38. Saaty T.L. 1980. The Analytic Hierarchy Process: Plan-

ning, Priority Setting, Resource Allocation, New York: 

McGraw-Hill International Book Co.

39. Saaty T.L. 1990. Decision Making for Leaders, Pittsburgh: 

University of Pittsburgh.

40. Saaty T.L. 1996. Decision Making with Dependence and 

Feedback: The Analytic Network Process, Pittsburgh: 

RWS Publications.

41. Saaty T.L. and Vargas L.G. 2001. Models, Methods, 

Concepts and Application of the Analytic Hierarchy Pro-

cess, Boston et al.: Kluwer Academic Publishers.

42. Sarkis J. 2003. Quantitative Models for Performance, 

International Journal of Production Economics, 86, 81-90.

43. Suwignjo P., Bititci U.S. and Carrie A.S. 2000.  Quan-

titative Models for Performance Measurement System, In-

ternational Journal of Production Economics, 64, 231-241.

44. Thompson A.A. and Strickland III A.J. 2001.  Strategic 

Management. New York: McGraw-Hill Companies, Inc.

45. Walker, S.F. and Marr J.W. 2001. Stakeholder Power: 

A Winning Strategy for Building Stakeholder Commit-

ment and Driving Corporate Growth, Cambridge: Perseus 

Publishing. 

46. Williamson O.E. 1984. The Economic Institutions of 

Capitalism: Firms, Markets, Relational Contracting, New 

York: Free Press; London: Collier Macmillan.


