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This renowned company called Huwai have a health care service, which produce a health care watch device that tracks heart rate, oxygen levels and sleep patterns. This watch goes by the name Huawei watch g 6 pro. This health care device will launch to consumers in 6 months. As project manager, I manage launch prep and align stakeholders to meet objectives. Huwai Founded in 1987, Huawei is a leading global provider of information and communications technology infrastructure and smart devices. The Huawei watch is the first smartwatch produced by Huawei It was announced at the 2015 Which have approximately 208,000 employees and operate in over 170 countries and regions, serving more than three billion people around the world bringing digital to every person, home and organization for a fully connected, intelligent world. This type of software is not a medical device. Monitoring data and results are for information only and not for medical diagnosis or treatment decisions. This device by Huwai has enhanced tracking of sleep stages, wake-up time, sleep hours, respiratory rate, heart rate and blood oxygen during sleep with customised advice to improve your sleep habits. Huawei's operational activities encompass a wide range of sectors, including telecommunications equipment, consumer electronics, electric vehicle autonomous driving systems, and rooftop solar power products. The company's main product lines include telecommunications equipment, consumer electronics, electric vehicle autonomous driving systems, and rooftop solar power products. Huawei has expanded its operations to over 170 countries and regions, serving more than three billion people worldwide. The company bases its innovation efforts on scientific, technological, and customer considerations, aiming to provide increased value by advancing technology and responding to customer needs.
This company is highly advanced in this field and wishes to continue to progress, especially with the highly based ongoing company which seems to progress. There will obviously be strengths and weaknesses that this high-tech electronic will have just like any other organisation, which make this a good competitor just like any other companies have in this industry, and especially because this is a more up to date product business will be running perfectly with the most advanced product services available. With all business organisations there will be an analysis appraisal which will help the company come up with ideal strategies to help it improve and grow. This company Huawei provide a health care watch device that tracks heart rate, oxygen levels and sleep patterns. The company’s analysis provides a structured appraisal to identify the company’s internal and external environment, a swot analysis strategy works well for this company identifying the strengths, weaknesses, opportunities and threats. Strengths for this company producing this type of device would be one of technological expertise and innovation involving strong capability in the wearable technology, sensors, and health data analytics. Integration of advanced features like oxygen monitoring, sleep tracking, and AI-based health insights. Integration with digital health platforms seamless data synchronising between devices, apps, and cloud systems enhances user experience. The focus on preventive healthcare if the device enables initiative-taking health management and early detection of issues appealing to health-conscious users. Global reach and distribution capabilities, ability to distribute through both direct online platforms and retail networks worldwide. Weaknesses possible for the company new device may involve limited healthcare credibility compared to medical device firms, may lack full medical certification or clinical validation. Regulatory and compliance challenges, navigating different international health data protection and medical device regulations can be complex. Dependence on hardware sales, revenue may rely heavily on watch sales rather than diversified healthcare services. Data privacy concerns, managing sensitive biometric data raises trust and compliance issues if not managed transparently. Opportunities in for Huawei is well positioned to capitalize on emerging global trends and market opportunities, growing global demand for health-centric wearables there has been a significant surge in consumer demand for health-monitoring devices. This creates an opportunity for Huawei to strengthen its market share through advanced AI-driven health features in its wearable line. Also expansion into emerging markets with strong brand recognition in Asia, Africa, and the Middle East, Huawei can further expand in developing markets where competitors like Apple and Samsung have a smaller footprint. Integration with artificial intelligence and internet of things Huawei can leverage its AI expertise to create a more connected ecosystem linking smartwatches, smartphones, and other smart home devices to deliver an enhanced user experience. Sustainability and product longevity growing consumer  awareness of environmental sustainability offers Huawei an opportunity to promote eco-friendly production, durable materials, and energy-efficient devices. Over the years, Huawei has diversified into multiple product categories, including telecommunications equipment, smartphones, wearable devices, and cloud computing services. Despite facing significant geopolitical and trade restrictions particularly from the United States and several European countries Huawei continues to be a major player in the global technology market. This resilience is largely attributed to the company’s strong commitment to research, innovation, and the consistent production of high-quality products. Threats Huawei must also navigate several external threats that may impact its global competitiveness and long-term sustainability in the smartwatch market. Intensifying market competition the global smartwatch industry has become increasingly competitive, dominated by established brands such as Apple, Samsung, Garmin, and Fitbit. These companies benefit from extensive brand loyalty, well-developed software ecosystems, and diversified product portfolios. To compete effectively, Huawei must continuously innovate and differentiate its products such as the Huawei Watch GT 6 Pro—through superior design, functionality, and value propositions. Geopolitical and regulatory challenges ongoing trade restrictions and political scrutiny, particularly from western governments, continue to limit Huawei’s access to advanced technologies and international markets. Such constraints have affected the company’s ability to source critical components and collaborate with key technology partners. This geopolitical environment presents a significant barrier to Huawei’s global expansion and product competitiveness. Rapid technological advancements the pace of innovation in the wearable technology sector is extremely rapid, with new developments in artificial intelligence, health monitoring, and connectivity emerging frequently. To remain competitive, Huawei must sustain substantial investment in research and development to ensure that its smartwatches integrate the latest technological features and meet evolving consumer expectations. Data privacy and security concerns, data protection and privacy issues pose another significant threat to Huawei’s brand reputation. Increasingly strict global regulations such as the European union’s general data protection regulation and heightened consumer awareness around personal data usage have placed additional pressure on technology companies. Any perception of compromised data security could damage consumer trust and reduce Huawei’s ability to compete in markets where privacy is a key purchasing consideration.
Effective stakeholder management is critical to the success of the project, ensuring that the interests and influences of both internal and external stakeholders are addressed throughout the planning, development, and marketing phases. Internal stakeholders are individuals or departments within Huawei who directly contribute to or influence the project’s success. Their collaboration and decision-making will determine the effectiveness of the product launch. External stakeholders include all individuals, organizations, and institutions outside Huawei that may affect or be affected by the smartwatch launch. Their collaboration and perceptions are crucial to achieving market success and regulatory compliance. To prioritise engagement, stakeholders can be mapped according to their level of interest and influence in the project, ensuring active engagement, transparent communication, and strong collaboration across all levels, Huawei can strengthen its market position in the global wearable healthcare technology sector while reinforcing its brand as an innovator in smart health devices. 
Internal Stakeholders these are individuals and departments within Huawei directly responsible for planning, developing, and implementing the project. Internal stakeholder roles and functions:- Executive management and board directors - provide overall strategic leadership, approve project funding, and ensure the product aligns with Huawei’s corporate objectives, marketing and communications department - create marketing strategies, promotional materials, and global advertising campaigns for the launch, Finance Department - manage the project’s budget, monitor costs, and assess profitability, Sales and Distribution Department - Develop retail partnerships and oversee both online and offline product distribution, Human Resources Department - Recruit, train, and support staff involved in production, marketing, and customer service. 
External stakeholders are individuals or organizations outside Huawei who have an interest in or are affected by the smartwatch’s launch. External stakeholders roles and functions:- Customers - Purchase and use the smartwatch; provide feedback on usability, design, and health monitoring accuracy, Component and Technology Suppliers - Provide key hardware components like sensors, processors, and batteries essential for production, Retail and Distribution Partners - Sell the smartwatch through online platforms and physical retail outlets, Marketing and Advertising Agencies - Support Huawei’s promotional activities and coordinate global launch campaigns, Investors and Shareholders - Expect a successful and profitable product launch that enhances Huawei’s brand value and market share, Competitors - Influence market trends and competitive pricing strategies that may affect Huawei’s positioning. Challenges, roles and responsibilities faced by stakeholders is a key part of stakeholder analysis, especially for a product launch project like the Huawei Watch GT 6 Pro healthcare device. The stakeholders involved in the Huawei Watch GT 6 Pro project face a range of challenges, including technological, regulatory, financial, and reputational risks. Internal departments such as human resources must balance innovation and speed without compromising quality or safety. Externally, customers and stakeholders in this field are primarily concerned with data privacy and health accuracy. Addressing this through effective risk management, clear communication, and collaborative planning will be vital to ensuring a smooth and successful product launch within the six-month timeframe. Executive Management and Board of Directors -  Will balancing the need for rapid product launch within six months while ensuring product quality, profitability,  approving the project plan, budget, and overall strategy, Provide leadership, and decision-making authority, Monitor project and ensure alignment with Huawei’s corporate goals. Marketing and communications department - Create global and regional marketing strategies, design promotional materials and advertising campaigns, build brand image and manage public relations, execute Huawei’s promotional campaigns and media placements, enhance brand visibility and manage regional marketing efforts. Finance department - Allocate project funding and monitor expenses, conduct cost–benefit analysis to ensure financial sustainability, prepare financial reports for management and investors, Provide capital and financial support for the project, monitor financial performance and return on investment, influence major strategic and funding decisions. Sales department -  Develop sales channels and pricing strategies, manage partnerships with retail outlets, track sales performance post-launch. Human resources department also have a lot of roles, responsibilities and challenges with exceptional benefits, especially for the ongoing progression for this business – the human resources department  - Recruit and train staff for production, and marketing roles, manage employee engagement and project team welfare and ensure compliance with regulations and company policies.
Compliable tools such as a range of different  frameworks, model, and theories to be engaged such as stakeholder's matrix, engagement plan, communication plan and RACI matrix enables Huawei to strategically manage stakeholder relationships, which will ensure that the Huawei Watch GT 6 Pro project remains on schedule, compliant, and supported by all key stakeholders. The application of stakeholder management frameworks enables Huawei to strategically manage relationships with its internal and external stakeholders throughout the launch of the Huawei Watch GT 6 Pro. This will provide a structured approach to identifying, prioritizing, and engaging stakeholders based on their influence and involvement. This process ensures that communication is thorough, responsibilities are clearly defined, and all stakeholders remain aligned with the project’s objectives. Effective stakeholder engagement is vital for the success of the Huawei Watch GT 6 Pro, especially  the global operations and the short six-month project timeline. Huawei will apply range of strategies to manage communication, accountability, and collaboration among all stakeholders, structured approaches to identifying, prioritizing, and engaging key internal and external stakeholders throughout the product development and launch process. Stakeholder Power–Interest Matrix (Mendelow’s Matrix) The Stakeholder Power–Interest Matrix, developed by Mendelow (1991), helps organizations categorize stakeholders based on their level of power  influence over project outcomes and level of interest degree of concern with project progress :- High Power / High Interest will include Executive Management who will engage closely through regular progress reports, strategic meetings, and decision-making participation. High Power / Low Interest who include board of directors and investors who will keep updates and performance reviews. Low Power / High Interest are going to be customers, retail partners, and healthcare organisations to keep informed through newsletters, marketing updates, and social media. Low Power / Low Interest are media, general public that monitor and communicate through public announcements and press releases. This helps identify which stakeholders need management and which require regular communication. RACI Matrix (Responsible, Accountable, Consulted, Informed). The RACI Matrix clarifies roles and responsibilities for each task within the project. The marketing strategy development  outlines key marketing activities, showing who is Responsible, Accountable, Consulted, and Informed  ensuring clarity in roles and decision-making. Effective stakeholder engagement requires the use of structured frameworks and models to accountability throughout a project. This allows project managers to produce engagement strategies. Stakeholder Engagement Plan outlines specific approaches for involving each stakeholder, detailing engagement, communication methods, and feedback. This plan ensures that all parties are appropriately consulted and involved at each project stage. Communication Plan, which defines how information will be shared, specifying the message content, communication channels. This framework promotes consistency and reducing the risk of miscommunication. The RACI Matrix (Responsible, Accountable, Consulted, Informed) clarifies roles and responsibilities across the project team, ensuring that decision-making authority and accountability are well-defined. These frameworks support effective stakeholder management having clear communication, efficient coordination, and strong engagement throughout the project for Huawei to help progress and proceed within this business. RACI Matrix for the Marketing Department R-(Responsible) A-(Accountable) C-(Consulted) I-(Informed)
	Marketing Activity / Task
	Marketing Manager
	Marketing Executive / Officer
	Creative Team
	Sales Team
	Finance Department
	Senior Management / CEO
	External Agencies

	Marketing Strategy Development
	A
	C
	C
	C
	C
	I
	I

	Campaign Planning & Design
	A
	R
	R
	C
	I
	I
	C

	Social Media Management
	C
	R
	R
	I
	I
	I
	C

	Market Research & Analysis
	A
	R
	C
	C
	I
	I
	C

	Budget Planning & Cost Control
	A
	C
	I
	I
	R
	C
	I

	Content Creation (Blogs, Ads, etc.)
	C
	R
	R
	I
	I
	I
	C

	Brand Management
	A
	R
	R
	C
	I
	C
	C

	Product Launch / Promotion
	A
	R
	R
	R
	C
	I
	C

	Performance Reporting & Analytics
	A
	R
	I
	C
	C
	I
	I

	Public Relations & Media Coordination
	A
	C
	C
	I
	I
	I
	R


As the Project Manager (PM) playing a coordinating and accountability role, ensuring that the marketing strategy project is delivered on time, within budget, and aligned with business objectives - The Project Manager (PM) plays a coordinating and accountability role within the marketing strategy project. Acting as the link between different departments and stakeholders, the Project Manager oversees planning, execution, monitoring, and evaluation activities, responsible for integrating the efforts of the marketing, sales, and finance teams to maintain alignment and ensure that the project is achieved efficiently.  The project Manager managing project risks, allocating resources effectively, and ensuring communication across all stakeholder groups. By maintaining strategic and operational elements, the Project Manager ensures that the marketing strategy is not only executed effectively but also delivers measurable value to the organisation Effective management of a marketing strategy project requires strong leadership,  communication, coordination, cooperation and collaboration  and stakeholder engagement. Stakeholder engagement and conflict management in a marketing strategy project effective project management of a marketing strategy project requires strong leadership, coordination, and stakeholder engagement. As the Project Manager my role would involve developing a structured process to identify, analyse, engage, and communicate with key stakeholders to ensure alignment with project objectives and to mitigate potential conflicts. Stakeholder Engagement Process - The first step would be to identify and analyse stakeholders using a Stakeholder Matrix. This tool allows me to classify stakeholders according to their level of influence and interest in the project – like a senior manager and the marketing director would be classified as high power–high interest stakeholder and therefore require active management and regular engagement and or/even an external agency or supplier may hold low power–high interest positions and should be kept informed through updates. I will also develop a Stakeholder Engagement Plan, providing the communication approach, engagement frequency, and feedback mechanisms for each stakeholder group. This plan ensures that all parties remain informed and involved throughout the whole project. Engagement methods would include meetings, progress reports, focus groups, and feedback sessions, promoting collaboration and transparency. Also a Communication Plan would be built to define who communicates what information, through which channels, ensuring that expectations are clear and information is consistent across all levels. As part of this structured approach, I would also apply the RACI Matrix to define roles and responsibilities clearly. This framework would ensure accountability across the project team, and prevent role conflicts that might otherwise arise during the execution of the marketing strategy. Conflict Management Process is also important given that marketing projects often involve multiple departments with different priorities in marketing, finance, and sales. Conflict is manageable if approached proactively. As the Project Manager, I would first aim to identify potential sources of conflict early, such as the source, budget issues, or creative disagreements. To manage conflicts effectively, I would apply the 4 C’s approach which is as - collaborating, compromising, communication and competing. In most stakeholder scenarios, I would adopt a collaborative approach, encouraging open ceremonies and joint problem-solving to reach a mutually beneficial solution. This method promotes trust,  and long-term commitment among stakeholders. Where constraints or strategic solutions require decisive action, I may have use of a compromising or competing style to ensure project progress is not delayed, all under a provided communicating method. I would furthermore establish a formal conflict resolution process within the project framework. This would include clear escalation routes, documented issue logs, and regular stakeholder review meetings. Encouraging a culture of open communication and psychological safety within the team would also help disagreements early before they escalate into major conflicts. To evaluate the effectiveness of stakeholder engagement and conflict management processes, I would request continuous feedback loops, and post-project reviews. Stakeholder satisfaction surveys, would provide valuable insights into engagement quality and identify areas for improvement. Also methods such as meeting attendance, feedback, and stakeholder satisfaction levels that would serve as performance indicator. Engaging stakeholders and managing conflicts effectively are important to the success of any marketing strategy project and ensure that project objectives are achieved efficiently and effectively. Stakeholders impact on a business and how it will help grow. Stakeholder engagement is a vital component of successful project management and plays a role in influencing overall business performance and a marketing strategy project, the extent to which stakeholders are effectively identified, consulted, and involved directly determines the project’s success and the organisation’s ability to achieve its strategies work. Strong stakeholder engagement ensures improvement ambition between project goals and organisational vision, enhances communication, and customer satisfaction, and profitability. Stakeholder engagement enhances decision-making quality and assurance. When all key stakeholders are involved in defining the marketing strategy, this plan tends supported across departments. Effective stakeholder engagement contributes to improved communication, coordination, and project efficiency. Regular engagement meetings, progress updates, and feedback sessions help ensure that all departments remain informed about project developments. This will minimise the risk of misunderstandings, duplicate efforts, or missed deadlines. The project manager plays a pivotal role here, acting as the central communicator and ensuring that all issues are closed effectively. Stakeholder engagement will influence  creativity and responsiveness. Encouraging input from diverse internal and external stakeholders,  Engaged stakeholders are more likely to provide constructive feedback, identify opportunities for improvement, and helping the organisation maintain a competition - organisational culture and morale, consistent stakeholder engagement builds trust, ownership, and commitment among project team members. When stakeholders feel heard and valued, their motivation and productivity increase, leading to stronger teamwork and better project outcomes. This engagement strengthens relationships with external partners and customers, improving the organisation’s reputation and stakeholder loyalty over time. The lack of effective stakeholder engagement can have negative implications for business performance. Poor communication, unclear roles, and limited consultation can result in problematic issues, project delays, budget troubles, and even reputational damage. Less marketing strategy engagement often leads to campaigns that fail to meet audience expectations or deliver a weak return on investment. Therefore, neglecting stakeholder engagement can negatively impact overall business performance. To maintain competitive advantage, businesses must view stakeholder engagement not merely as a communication exercise but as a strategic management practice to sustain growth, expertise and excellence. When stakeholder engagement is managed effectively will have a direct impact on the project’s success and long-term business outcomes. Effective stakeholder engagement plays a critical role in determining the success of a marketing strategy project and,  the overall business performance. Strong engagement practices not only enhance communication and collaboration but also contribute to improved decision-making, customer satisfaction, and long-term profitability. Stakeholder engagement directly influences key aspects of organisational performance, including strategic alignment, operational efficiency, innovation, and reputation. When stakeholders are actively involved, the business benefits from a range of perspectives and expertise. This collaborative approach leads to better-informed marketing strategies. Effective engagement with internal stakeholders ensures that marketing strategies are realistic, financially viable, and aligned with revenue goals. External stakeholder engagement, including  enhances innovation and ensures the delivery of campaigns that meet market expectations directly improving market performance and profitability. Recommendations for future engagement - to strengthen stakeholder engagement and enhance business performance complying with what can be actively achieved, are many options such as developing a stakeholder engagement framework to bring forward a framework that includes stakeholder identification, analysis, communication strategies, and feedback mechanisms. This will ensure a consistent and proactive approach. Continuous communication and feedback using digital tools, and regular feedback sessions to keep stakeholders informed and involved throughout the project. Promoting a culture of collaboration  is productive into encountering open sessions to help with psychological safety, collaboration to reduce conflict and strengthen trust between departments. Integrate engagement metrics into performance evaluation using measurable indicators such as stakeholder satisfaction scores, project completion rates, and communication effectiveness to assess engagement success and identify areas for improvement. Provide Training in Stakeholder like
offering professional development programmes for project managers and team leaders to enhance their interpersonal, negotiation, and conflict-resolution skills. Secure  stakeholder objectives with the business strategy to ensure that stakeholder interests remain consistent with long-term organisational goals. Regular strategic reviews should be held to for marketing efforts to help change business priorities efforts. 
The success of the Huawei Watch GT 6 Pro project deeply effective in stakeholder engagement and strong project management leadership. Stakeholder engagement is more than a communication activity it is a strategic management that provides progression for project outcomes, innovation, and long-term organisational performance. Effective stakeholder engagement ensures that all parties internal departments, external partners, customers, and investors toward a shared goal. Stakeholders and there engagement is a very important for Huawei’s success in launching the Huawei Watch GT 6 Pro and maintaining its competitive advantage in the global technology market. By applying structured frameworks such as the Stakeholder Matrix, Engagement Plan, Communication Plan, and RACI Matrix, Huawei ensures that all internal and external stakeholders are involved with reliable competence with the skills required and experience. This approach allows myself the Project Manager to balance competing priorities, manage risks, and maintain communication throughout the six-month launch period. Strategically, stakeholder engagement strengthens Huawei’s product design and marketing decisions, organisational goals and customer needs, minimising errors and delays while improving accountability and efficiency. Engagement also drives motivation for boosting  suppliers, customers, and global partners interest, resulting in a product that meets market expectations and enhances brand reputation. Furthermore strong stakeholder relationships and improve Huawei’s adaptability in a rapidly changing technological environment. Stakeholder engagement not only ensures a successful product launch but also supports sustainable growth, and long-term business performance for Huawei.
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