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[bookmark: _heading=h.qt2rvz3zh38i]Executive Summary
The report covered Smith’s medical to launch a  “ Smart watch” health device that can track heart rate, oxygen levels, and sleep patterns. It aligned things with the importance of stakeholders who are highly responsible for the development of a product. Therefore, stakeholders such as customers, competitors, quality assurance, product development team, marketing team, regulatory bodies, etc., were covered. SWOT analysis was also conducted to identify areas for improvement as key strengths of the medical. Stakeholder theories were also highlighted, along with a critical evaluation. RACI matrix and 4Cs model were there to determine effective outcomes.
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[bookmark: _heading=h.gol04tn1orln]Introduction
Smiths Medical in UK, is a leading manufacturer of medical devices. This was acquired by ICU medical in the year 2022 (ICU Medical, 2025).  The headquarters are in California, USA and San Clemente. The integrated ICU medical is leader in infusion system, consumables and care products that are usually used in hospitals. The key business segments and products of the company are vital are products that involves temperature management, airway management devices and hemodynamics monitoring, infusion systems provides IV smart pumps, Services as well as software and consumables includes IV kits and vascular access devices. The company has approximately 15000 employees working in over 35 countries (Smith’s, 2025).  
The report includes the launch and development of a  “Smart watch” device in 6 months. The device is mainly made for continuous monitoring the health conditions of consumers. The device will track different activities that takes place in the human body such as heart rate, sleeping pattern, pulse and oxygen level. The target is to make a user friendly device which encourages personal health. Success needs management of all the projects phases and engaging efficiently with the stakeholders. Skills will be used for successfully driving the project and for maintaining momentum towards the 6 month timeline.
[bookmark: _heading=h.qwaspbv9i9vj]SWOT, PESTLE Analysis and SMART Objectives
The analysis will assess the position of the company as it is planning to compete in the market of consumer wearable health devices. With the application of SWOT and PESTLE analysis, which will be followed by SMART objectives, Smith Medical can plan for the launch in the  next 6 months.
[bookmark: _heading=h.pcp8x41u0wty]SWOT Analysis	
	Strength
	Smiths Medical has a robust reputation for manufacturing dependable, high-quality products (Attia, Moch, and Herring, 2025).  This medical legacy offers the company a viable benefit in a market where reliance and data accuracy are dominant worries for consumers.
The company has major resources for R&D and production, allowing it to grow a cultured device integrating precise sensor technology and strong software.
The well-known production, quality control and supply chain procedures of the company for healthcare devices can be maintained for the consumer market. 

	Weakness
	The company usually sells its products to clinical professionals and not directly to the customers. The company lacks skills of marketing and understanding the preferences of customer and does not know how to properly communicate directly with the clients. 
Production procedures in medical are more costly than the electronics production this possibly leads to high prices of the products, this disturbs the market adoptions.

	Opportunity
	In the market where consumers are more into wearable devices for their routine track of activities going in the body, the growth is increasing as the health awareness among consumers is growing
Incorporating Artificial intelligence for tailored health visions and focusing on IoT for smooth data transmission and analytics provides a major opportunity for distinguishing the product.
A mounting focus on preventive health and wellness lines up perfectly with the features of the device letting Smiths Medical to exploit on the public health trend.

	Threat
	The market is packed with well-known tech giants and agile startups which are all competing for market share with progressive landscapes.
The collection of health data brings major risks related to privacy. A data breach can harshly harm customer trust and the reputation of the company.



[bookmark: _heading=h.4flvpw7sh04w]PESTLE Analysis
	Political
	Support by the government can create welcoming and favorable market and production cost can also be increased due to the tariffs and trade policies (Dcf modeling, 2025).

	Economic
	Macroeconomic factors such as purchasing power of customers’ impacts demand for electronics. Economic recessions can decrease flexible spending on healthcare devices which are not as essential as it seems The company has approximately 15000 employees working in over 35 countries (Smith’s, 2025).  

	Social
	The growing trend of health and wellness awareness mixed with swelling acceptance of technology for personal health management supports product acceptance.

	Technological
	Quick progressions in sensors, Artificial intelligence and connectivity offers opportunities for advancements but also increase the risk of product uselessness if not managed efficiently.

	Legal
	Defiance with data protection rules and developing health device guidelines is vital. Product liability threats must be managed.

	Environmental
	Environmental concerns regarding e-waste and sourcing of resources are progressively significant to customers. The company will require to address sustainability in its product. 



[bookmark: _heading=h.z82debo9rj1t]SMART Objectives for Project Outcome
	Specific
	Measurable
	Achievable
	Relevant
	Time bound

	The specific objective is to achieve successful and timely launch of the device in UK and European market. 

	For capturing at least 5% of the market share in UK heath consumers just in first 12 months after the launch. This will be gauge by sales volume.
	Effectively clear all essential supervisory approvals by 5th month by focusing on Smiths Medical's regulatory expertise.
	Control the brand credibility of the company and knowledge in precise health data for entering the consumer market, making a new revenue stream and expanding the company.
	Complete the product progress, market plan and circulation setup for introducing wearable device to consumers.



[bookmark: _heading=h.ranm321zahm]Internal & external Stakeholders
For launching new healthcare and medical device, there will be varied range of stakeholders internal and external.
	Internal stakeholders
	External Stakeholders

	Executive management – Involves senior leaders, holds most of the authority. Will present strategic insights, will approve funding and make sure accurate resource allocation (Alquhaif, and Alobaid, 2024).
	Consumers – these are the target demographics and the final receivers. The feedback, review\, adoption and satisfaction of the customers are the top priority and the main source of success.

	Product development team – this contains software developers, cross functional groups and the designers. The technical skills of these professional are crucial.
	Retail partners – the main partners like pharmacies, chemists, clinics, professionals, electronic stores or the e commerce platforms are crucial for inline as well as physical distribution.

	Sales department – includes sales executives, sales man etc. they will set the sales targets and will manage sales strategy.
	Suppliers and vendors – They will offer materials, hardware components and services related to the external development, production and services (Tu, 2025). Maintaining the relationship with these suppliers is highly important for the management of supply chain.

	Marketing and branding team – will be responsible for the research, making value proposition and launch the product. The focus on B2B, this team will help in fulfilling the gap between B2C.
	Regulatory bodies – Being an external authority, they might investigate the device mainly the health monitoring abilities. The approval and the guidance of these are very much necessary for safeguarding compliance.

	Quality assurance – this team will make sure that the device and the software are tested properly and meet the standards which are expected by the consumers from a medical healthcare device (Bhattarai, 2024).
	Competitors – rivals such as fitbit, Samsung and apple influence the dynamics of the market, pricing of the market and the expectations and preferences of the consumers. It is very important to monitor these competitors closely for maintaining the competitive edge.

	Customer support team – This team will look after the queries and problems of the customers and will offer assistance.
	



[bookmark: _heading=h.v0jppjyxw0yq]Roles, Responsibilities, benefits and challenges of Stakeholders
	Executive management
	Responsibilities: guiding strategically and giving funds. For the success of the project and management of the risk these stakeholders are crucial (Turjeman-Levi, Itzchakov, and Engel-Yeger, 2024).
Benefits: the advantage is the commitment as it safeguards project legitimacy and the allotment of mandate resources. The overview of these stakeholders help sin lining up the project with wider company goals.
Challenges: the main challenge is balancing the risk that comes with the project goals mainly the 6 months’ timeline. Executives should be practical about the results for evading pricy failures or losses. According to the agency theory, issues might arise if the focus on quick return on investments clashes with the desire of perfect product.

	Product development team
	Responsibilities: The role is to implement the technical vision be it from the hardware and software development to the quality checks. All the technical problems are resolved by them and development cycle is managed by them.
Benefits: the technical skills are the foundation of the product. An advanced, well-developed device translates to a competitive benefit and consumer loyalty.
Challenges: observing the demand of six month timeline without making compromise to the quality of the product is major challenge. Management of unexpected technical obstacles needs effective problem, solving and may pressure scope as well as resources.

	Marketing team
	Responsibilities: the team develops the position in market, manages the campaign related to the launch and focuses on the value proposition. They are responsible for identifying and understanding the behaviour of the consumers and telling the benefits if the product to the consumers.
Benefits: the main benefit is the ability of fulfilling the gap between B2B and B2C market, this is very essential for consumer adoption. A robust story can distinguish the product on the packed market and generate interest before the launch.
Challenges: establishing the new consumer identity from the ground level is a major challenge as it is resource intensive and complex for short timeline. It is important to compete with the technical giants present in the market with widespread brand recognition and budgets.

	Consumers
	Responsibilities: as the target demographics in the market, consumers presents important reviews, feedbacks for the productivity and functionality of the product and the experience of the user.
Benefits: the presence of consumers can facilitate in identifying the growth and development of the project, apart from this positive feedbacks from the customers can result in direct marketing of the product even before the launch (Christopher, Payne, and Ballantyne, 2013).
Challenges: to identify the target market segment the behaviour of the consumer has to be tracked and it comes with the identification of personal data and this way a threat takes place. The application of stakeholder theory can prove to be beneficial in identifying the needs and preferences of target market segment. 

	Retail partners
	Responsibilities: offers distribution channels through online and physical stores. This creates crucial market access and visibility to the products.
Benefits: Retailers provide customer bases and presence which quickens the market entry. Robust partnerships might lead to the promotions and a major sales boost.
Challenges: Obtaining positive retail placement and conveying terms can be a challenge for a new product, mainly with having competitors that dominates the space. Focus of the retailers is on sales performance which means a slow start can result in decreased support. 

	Suppliers and vendors
	Responsibilities: offers important hardware equipment, materials and external production services.
Benefits: Dependable and top quality suppliers are important for positive and successful launch of the product, making sure that effective production and cost management is present. 
Challenges: having the timeline of 6 months, pressurises the supply chain and its management. Disturbances from material shortages for quality control issues, could cause major delays. Management of these external reliance needs continuous communication and risk monitoring.


[bookmark: _heading=h.44r7x2n8aeeg]
[bookmark: _heading=h.5sopuzfu7zez]Stakeholder map
The map categorises stakeholders according to their power and interest in the project by guiding the engagement strategy.
	High power, high interests (Manages closely)
	Stakeholders – Retail partners and executive management
Engagement strategy – often, detailed communication through meetings and reports

	High power, low interest (Keeps satisfied)
	Stakeholders –  Regulatory bodies and ICU medical leadership
Engagement strategy – offer adequate and timely information via summary, briefs, and reports. 

	Low power, high interest (Keeps informed)
	Stakeholder – Consumers and product development team
Engagement strategy – continuous updates through newsletters, project dashboards, and internal communication. This highlights morale and addresses problems.

	Low power,
Low interest (monitor) 
	Stakeholder – General public and media
Engagement strategy – minimal engagement. A planned media or PR strategy for the launch of the device and managing negative press is highly crucial.



[bookmark: _heading=h.py6o0volvk95]RACI Matrix
A RACI matrix is a project management tool that clarifies roles and responsibilities for each task by assigning one of four roles to each stakeholder: Responsible, Accountable, Consulted, and Informed.The matrix helps in clarifying the main deliverables, avoiding confusion, and streamlining decision-making.
	Deliverables
	Executive management
	Product team
	Marketing
	Sales
	Regulatory

	Final Product Specification
	A
	R
	C
	I
	C

	Market launch strategy
	A
	I
	R
	C
	I

	Regulatory approval
	I
	C
	I
	I
	A

	Launch campaigns
	A
	I
	R
	C
	I

	Supply chain setup
	I
	R
	I
	R
	I

	Sales performance analysis
	I
	I
	C
	R
	I


[bookmark: _heading=h.y5y50x4upg1f]
[bookmark: _heading=h.o3rt4dwrzmic]Benefits and challenges with relevant Theories
Stakeholder Theory: Benefits – by properly engaging the wide range of stakeholders, it is easier for the company to attain ethical and sustainable outcomes (Pies, and Valentinov, 2024).  This involves making a product which meets the needs and preferences of consumers’ and make sure that regulatory compliance is present (Awa, Etim, and Ogbonda, 2024).  The collaboration leads to informed decision-making and robust product.
Stakeholder Theory: Challenges – management of conflicts and problems is the main challenge (Al Amosh, 2024).  For example, the marketing team aims for quick and impactful launch, which is Agency theory which might clash with the regulatory team which requires a thorough process. The conflicts between these two teams must be mediated to keep the project on track. 
Benefits: of Engagement - Dynamic engagement nurtures sense of ownership, mainly in the product development team and with the retail partners (Song, and Lai, 2025).  Their insights help in improving product design and market entry strategies. Engaging early also helps in detecting possible risks, such as supply chain problems, and alleviating threats to timeline.
Challenges: of Engagement - Uneven outlooks or a failure to communicate efficiently leads to misconduct or mistrust and resource waste. For this, communication must be transparent and reliable across every group to prevent these issues. 







	Engagement plan
	Communication plan

	Product development team, routine meet-ups for taking updates on the progress, weekly meetings, and collaborating through the project management software.
Executive management – Weekly reviews of the projects by focusing on risks, financials, and strategic planning.
Marketing and sales – Once in a week meetings for aligning up with the market insights, progress in the campaigns and sales strategy. Monthly reviews on the business with main retail partners (Ashcroft, 2017).
Regulatory – present dialogue with heads and some frequent legal review for safeguarding compliance targets are met.
Consumers – before launching the device, surveys will be done and groups will be focused for receiving feedback. Post launch, social media platforms will be monitored as well as the customer support channels.
	Internal communication: Method – main project dashboard, team meeting, and internal newsletters. Frequency- dashboard will be regularly updated, newsletters will be updated monthly, and meetings as per the engagement plan. Message – the message would be the consistent updates on the progress and growth, main decisions, and upcoming targets. Address and solve all the concerns of the consumers openly.
External Communication: Method – product website, press and media release, retail partner summarizing, and targeted social media campaign and programs. Frequency – strategic timing for the launch and for the trailer announcements. Current engagement with the main retail partners. Message – Clear and concise consumer-friendly messaging which will focus on advantages of the device and Smith’s medical’s credibility.


[bookmark: _heading=h.220bdd5aj470]
[bookmark: _heading=h.j8bfppl55bxq]Process of stakeholders’ engagement and 4 Cs model
The key responsibilities of a project manager is to head towards the adoption of a strategic process to ensure engaging both internal as well as external stakeholders. The very first step is the identification of stakeholders, which are executive management, product development team, marketing and branding team, sales department, quality assurance, and customer support and talking about external stakeholders, they are customers, retail partners, suppliers and vendors, competitors and regulatory bodies. After the identification of the key stakeholders, the next step is to determine their roles and responsibilities to ensure their proper information and contact details are present. 
The next step is to distribute power among the stakeholders, which takes into consideration assigning authority and power to the stakeholder based on various characteristics. It can be made possible via the application of the power grid method, which takes into consideration the distribution of power in an easy manner. The very first part is high power and high interest, such stakeholders who have high authority and possess great power. This category includes executive management and key retail partners. Next category is high power and low interest, which takes into account such who possess great power over the development of a product but has less interest but they need to be satisfied. This category includes regulatory bodies as without the permission of the government, it is challenging to innovate a new product and launch it in the market. Another major thing is that the product is related to the health of individuals and hence, the interference of the government is essential to ensure compliance with the law.
The next category includes low power and high interest stakeholders, which takes into account the involvement of key stakeholders such as customers, customer support, team of product development, etc., because such stakeholders will be directly impacted with the use of the product. Customers are those who will use the product and will have to bear the consequences, whether negative or positive and customer support as well as the product development team have to deal with the customers and government regulations to protect the rights of the customers.  The last category is placed under low power and low interest and those stakeholder are involved who have to oversee the key activities to make strategies and this includes the competitors. 
The next stage is planning and communicating via online mediums to certain stakeholders but lack of communication initiatives can hamper the image of the product even before the launch. Next is managing the engagement via regular meetings and feedback mechanisms. At last, evaluating and making necessary changes will be there to ensure an effective launch of the product.  
Critical evaluation
The clear distribution of power mentioned above can prove to be helpful in picturing the key duties and responsibilities of the stakeholders. Meanwhile, Gray, Purdy, and Ansari, (2022)         critically argued that it can create conflicts among the stakeholders because of a clear power distribution and also, it can imprint a negative image of the product as involvement of customers is high but power is less. But this can help in picturing the scenario and importance of each stakeholder. According to Bacq, and Aguilera, (2022), identification of the stakeholders can help in having a clear understanding of the existing stakeholders and effective communication can be made among them. While on the other hand, Gambo, and Taveter, (2021) argued that the missing of any key stakeholder in the identification process can lead to conflicts among the team members of the chosen medical.
Management of conflicts with 4Cs 
Communication- To resolve the conflicts, communication is needed via the conduction of meetings on a regular basis. This can be made effective with the help of brainstorming sessions (Chen, 2024). In this way, clear and concise details can be shared along with honest opinions of the stakeholders. But on the other hand, the distribution of unequal power can lead to conflicts and also hamper the planning session. Hence, Smith’s medical can ensure the engagement of the stakeholders by conducting seminars and workshops. 
Coordination- It can take into account a comprehensive project plan to identify duties and responsibilities and alignment of tasks of the department can prove to be beneficial. It can also be made possible via virtual meetings and introducing the stakeholders with each other (Standaert, Muylle, and Basu, 2022). Stakeholders’ coordination can also help in enhancing the operations and a very smooth workflow throughout the entire journey. 
Cooperation- To avoid interference in each other’s work, cooperation can help in effective development of the product. Cooperation can facilitate in maintaining harmony and teamwork throughout to make sure active listening is there and stakeholders are engaged in the development and launch of the proposed product. This is why Smith’s medical needs to enhance cooperation by aligning all the practitioners. 
Collaboration- To combine all the stakeholders so that conflicts can easily be resolved and it also takes into consideration the presence of diverse members in a team. While it can prove to be a boon in communicating the strategic objectives that are highly aligned with the development of the product. The collaboration in the chosen medical is such that it continues to deliver good results for the patients. 
Critical evaluation
Communication can help in maintaining a good relationship among the stakeholders and an emotional connection can be formed. While, Rink, (2024) critically argued that inappropriate communication can create conflicts as people get the power to criticise the viewpoints of each other. According to, Standaert, Muylle, and Basu, (2022), coordination can be made effective via virtual meetings as it ensures alignment of the stakeholders. While, Rahmadani, and Arvitrida, (2025) critically argued that high coordination cannot be possible due to various departments. As per Tomášková, and Kaňovská, (2022), cooperation helps in teamwork and enhance group activities that result in great outcomes. But on the other hand, cooperation can be hampered if even a single department fails to meet the criteria and can result in delays. Talking about collaboration, it helps in partnering up the key stakeholders to make strategies. But, collaboration among the stakeholders can reveal the level of authority and it is a time consuming process.
[bookmark: _heading=h.ni74pvbmv2pa]
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[bookmark: _heading=h.eherhgpai1k3]Impact of stakeholders’ engagement on business performance
The engagement of the stakeholders can ensure the success of the project because stakeholders are responsible for the overall growth and development of any new product. Talking about the main stakeholders, which are the customers, engaging them in the business activities can improve the level of performance as it becomes easy to manage the problems of the customers via determining their needs as well as preferences. Customers can also provide necessary suggestions or recommendations to ensure the enhancement of the product as direct feedbacks can easily be received from the customers with the help of online platforms. Apart from this, another major stakeholder is the product development team that can ensure the development of the product along with necessary changes that can be embedded in the same. Suggestions from this team can prove to be beneficial in maintaining the criteria and expectations of the product as per the demand of the target market segment. With the help of effective communication skills, it can be easier to take feedback from this team.
Talking about the marketing and branding team, it can create hype about the product and can easily enhance business performance. Via the application of time management skills, the marketing team can provide advertisement campaigns tailored to the specific needs and preferences of the target segment. This can help in enhancing the performance of the business as marketing tools serve as major evidence in boosting the level of productivity. Quality assurance are also one of the major stakeholders and it makes sure the effectiveness and quality of the product is not compromised, and business is running smoothly (Benjamin, Amajuoyi, and Adeusi, 2024). In this way, the launch of a wearable health device can become successful. When stakeholders are listened to actively and involved in decision-making processes, it becomes easy to get their support, and this is why, the involvement of customer support can prove to be helpful.
Engaging the retail partners can also enhance business performance in such a way that they can indirectly advertise the product and acting as a third party, customers are more likely to understand their viewpoints. Suppliers and vendors also play a vital role in this context because their presence  ensures the existence of an ethical supply chain management and product is being delivered on time and complaints from the customers can also be identified by involving them. Engagement of the competitors can sound unexpected but competitors tend to research about the product but the engagement of them can lead to the enhancement of the product as their engagement can ensure a desire to stay ahead of them and also, improvements can be made in the product after identifying the strategies of them (Zhang, 2024). The engagement of regulatory bodies is also essential as it can facilitate in coping up with financial challenges because of the adoption of various government schemes. 

Key recommendations for the future
To remain in the market and stay ahead of the competitors, Smith’s medical needs to identify potential competitors who can influence the performance and key strategies. One of the major recommendations is to adopt an ample amount of technologies to ensure predicting the behaviours of the stakeholders so that changes can be made in the strategies related to pricing or marketing. SRM is another major tool that can help in centralising the data and information related to the relevant stakeholders (Dwina, and Alim, 2024). Technological upgradation can also help in conducting virtual meetings with the stakeholders and engaging them throughout the process. 
Apart from this, another major recommendation is to involve personalisation or customisation in the process because this can help in managing communication tactics tailored to the needs and habits of the groups of stakeholders. Example- customers demand an emotional connection and to accomplish this purpose, it is essential to provide them with marketing campaigns that can help in humanising the product along with the introduction of emotional communication. While the marketing and sales department demands straight and formal communication so that strategies can be made accordingly and this is why, it is essential to communicate with them with the help of a formal structure and sharing spreadsheets throughout. 
The next suggestion or recommendation is to engage the stakeholders from the very beginning and ensuring taking their suggestions throughout the entire journey. This is important because the engagement of regulatory bodies and government since the beginning can facilitate in compliance with the law, along with taking advantage of relevant government policies in this context. 360 degree feedback is also important because measuring performance is effective and helps in identifying the key areas for improvement (Emam, Fakhry, and Abdrabou, 2024). Hence, the key suggestions revolve around the engagement of the stakeholders and their impact of the performance of the business. Their suggestions also provide a deep insight into the importance of applying technical tools so that communication and problem-solving sessions can be made effective. By managing time and organising resources, the recommendations can be followed in a very effective manner.  
[bookmark: _heading=h.2w22scfgpeyd]
[bookmark: _heading=h.g8hqiu6vie6p]
[bookmark: _heading=h.h5entqcsc8vu]Conclusion
According to the analysis, a strategic and above approach for stakeholder engagement is important for the positive and successful launch of Smith’s Medical’s new wearable Wrist Watch healthcare medical device. Directing the competitive consumer market in just a six-month timeline needs efficient management of internal and external stakeholders, balancing varied requirements and alleviating risks. Maintaining the present medical credibility of the company addresses the trust issues of the customers. Also, a personalised strategy is essential for overcoming challenges in the B2C market. The organised 4C's model offers a tough framework for the management of conflicts by encouraging open communication and collaboration. By keeping stakeholders as a priority, buy-in and momentum can be maintained, making sure that the project lines up with the strategic objectives of the company. The lasting business performance will benefit from the engagement by improving image, informed decision-making and robust relationships making the path for future product advancements, innovations and sustained growth.
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