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Continuous glucose monitoring (CGM) has emerged as a significant advancement in the management of diabetes. Diabetes UK explains that modern diabetes technology extends beyond conventional finger-prick blood glucose testing, providing devices that continuously monitor glucose levels and automatically record data throughout the day and night (Diabetes UK, 2025). CGM systems, in particular, use a small sensor placed beneath the skin to track glucose continuously and transmit the information to a mobile device or reader, which reduces the need for frequent finger-prick testing and allows for better real-time management (Diabetes UK, 2025).
The advantages of CGM are considerable. CGMs offer users the ability to observe their glucose patterns, understand the impact of lifestyle factors such as diet, physical activity, and stress, and receive alerts when their glucose levels become too low or too high (Diabetes UK, 2025). Additionally, the data from CGMs can be shared with healthcare professionals, providing a comprehensive overview of long-term glucose trends and supporting more effective treatment decisions, ultimately improving the percentage of time a patient’s glucose remains within target ranges (Diabetes UK, 2025).
Dexcom, Inc. is a leading company in the field of CGM, with its UK operations providing innovative systems designed to enhance diabetes management (Dexcom, 2025). The Dexcom G7 CGM System delivers real-time glucose readings every five minutes, eliminates the need for finger-stick calibrations, and provides predictive alerts to anticipate highs and lows. It is compatible with smartphones and smartwatches, allowing continuous monitoring in a convenient and user-friendly manner. Dexcom’s systems are designed for both Type 1 and Type 2 diabetes patients, aiming to combine accuracy, usability, and connectivity to improve patient outcomes and overall quality of life (Dexcom, 2025).
[bookmark: _Toc216475756]Company Appraisal Using SWOT Analysis
A SWOT analysis is a strategic tool that identifies an organisation’s Strengths, Weaknesses, Opportunities, and Threats, helping align its goals and resources with the environment. It guides planning, provides practical assessment steps, and highlights when the analysis is useful, along with its benefits and limitations. (CIPD, 2025)
Dexcom’s strategic position can be appraised using SWOT analysis, evaluating the company’s internal strengths and weaknesses alongside external opportunities and threats. This assessment enables a deeper understanding of the company’s competitive advantage, challenges and potential for long-term sustainability in the UK healthcare market.
Dexcom’s key strengths lie in its strong technological expertise, proven accuracy and established reputation in health-monitoring devices. Its advanced research capabilities, digital integration skills and trusted relationships with healthcare and regulatory partners position it well for launching new products. However, the company faces weaknesses such as limited experience in the broader wellness market, high marketing demands, and growing scrutiny around data privacy and cybersecurity.
Opportunities exist in the rapidly expanding UK wearable health market, especially with increasing interest in preventive care, remote monitoring and AI-enhanced health insights. Collaboration with healthcare providers and digital health platforms could further strengthen adoption. Yet, Dexcom must also navigate threats, including intense competition from major wearable brands, economic uncertainty affecting consumer spending, strict regulatory requirements and fast-moving technological change that requires constant innovation.
A PESTLE analysis examines the Political, Economic, Social, Technological, Legal and Environmental factors that influence an organisation. This strategic tool supports managers by highlighting external forces that may shape business decisions and long-term performance. By providing a broad overview of the external environment, PESTLE helps leaders understand potential opportunities and risks when developing strategies or assessing new business initiatives PESTLEanalysis.com, 2025).
	Factor
	Points

	Political
	NHS digital health support; government promotion of remote monitoring; regulatory changes.

	Economic
	Consumer spending uncertainty; long-term cost-saving benefits; pricing pressures.

	Social
	Growing interest in wellness; wearable tech adoption rising; data privacy concerns.

	Technological
	Sensor innovation; cloud integration; AI-driven insights; fast-changing market.

	Legal
	MHRA compliance; GDPR obligations; evolving medical device regulations.

	Environmental
	Waste concerns; sustainability expectations; packaging and disposal impact.



According to Corporate Finance Institute (2025) goals play an essential role in both business and personal contexts because they provide direction, motivation and clarity about what is most important. Setting goals gives individuals and organisations a clear target to work toward. The SMART framework supports effective goal setting by ensuring objectives are Specific, Measurable, Achievable, Realistic and Timely. Using SMART goals helps focus effort, structure planning and increase the likelihood of successfully reaching the desired outcomes.
	SMART Element
	Objective

	Specific
	Recruit 50 pilot-test users within 8 weeks.

	Measurable
	Reach 80% user satisfaction before month 6.

	Achievable
	Deliver 4 training sessions in 2 months.

	Relevant
	Reduce technical issues by 30% pre-launch.

	Time-Bound
	Complete all launch preparations by month 6.



PESTLE and SMART are valuable strategic planning tools because they help organisations understand their external environment and set focused, achievable goals. PESTLE enables Dexcom to assess political, economic, social, technological, legal and environmental factors that may impact the device launch, supporting informed decision-making. SMART objectives then translate this analysis into clear targets that are Specific, Measurable, Achievable, Relevant and Time-bound, ensuring effective prioritisation and progress tracking. Together, these tools create a structured, evidence-based approach that reduces uncertainty and keeps the project aligned with organisational aims.
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Stakeholder identification is the process of recognising all individuals or groups who have an interest in a project or who may affect or be affected by it. These stakeholders can include employees, customers, regulators and community members, each holding different levels of influence. The main purpose of identifying stakeholders is to ensure that everyone relevant is considered from the start. Understanding their expectations, needs and concerns allows project leaders to plan effective engagement and communication strategies. This early awareness supports better decision-making and increases the chances of project success and alignment with organisational goals (Creately, 2025).
Understanding and involving stakeholders is essential for organisations of all sizes. Whether it is a small business or a large company, every organisation should make the effort to identify, understand and listen to the different groups they impact or work with (Tractivity  2025). Internal stakeholders are people inside the organisation who are involved in making decisions or implementing them. External stakeholders are individuals or groups outside the organisation who do not work there but are influenced by the company’s actions (BBC, n.d.)
The successful launch of Dexcom’s new wearable health device requires collaboration across a wide network of internal and external stakeholders. Identifying these groups and understanding their interests is essential to establishing effective engagement strategies.
Stakeholders have a range of responsibilities that are crucial for the effective operation of projects and organisations. Fulfilling these responsibilities supports good governance and helps promote stakeholder-focused business practices. When stakeholders participate actively, communicate effectively and carry out their roles responsibly, they contribute significantly to the success and long-term sustainability of the project or organisation. Understanding these responsibilities is also useful for job interviews, as strong stakeholder management skills are highly valued in project and business environments (The Knowledge Academy, 2025).
	 INTERNAL Stakeholder 
	Roles and Responsibilities

	Product Development Team
	Finalise hardware/software features; ensure accurate health-tracking functions; fix technical issues; develop user instructions and improve performance.

	Marketing & Communications Team
	Create branding and promotional campaigns; manage product messaging; support launch events; communicate value to customers and partners.

	Sales Team
	Build relationships with retailers; negotiate pricing and distribution; support product placement online and in stores.

	Quality Assurance & Regulatory Affairs
	Ensure the device meets MHRA safety standards; prepare compliance documentation; conduct technical testing; oversee certification.

	Senior Management / Executives
	Provide strategic direction; approve budgets; allocate resources; oversee risk management and major decisions.



	EXTERNAL Stakeholder 
	Roles and Responsibilities

	Consumers / End Users
	Purchase and use the device; provide feedback; influence product improvements and market success.

	Healthcare Professionals
	Recommend device use; interpret data in clinical or wellness settings; validate device reliability.

	Retail Partners
	Stock and distribute the product; educate customers; manage returns and customer enquiries.

	Regulatory Bodies (MHRA)
	Assess product safety and compliance; approve device for UK market; monitor post-market safety issues.

	Technology Integration Partners
	Support app development; ensure cybersecurity and cloud storage functionality; maintain system stability.
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	Internal Stakeholder
	Benefits
	Challenges

	Product Development Team
	Improves product reliability and innovation through technical expertise (Burnes, 2020).
	Time pressure and limited resources; technical issues may delay launch (Burnes, 2020).

	Marketing & Communications
	Builds awareness and strengthens brand positioning through effective messaging (Culture Amp, 2017).
	Risk of unclear messages and difficulty competing with rival brands (Culture Amp, 2017).

	Sales Team
	Expands market reach and supports revenue through retailer partnerships (AIHR, 2025).
	Complex negotiations and pricing pressures; retailer demands can stretch resources (AIHR, 2025).

	Quality Assurance & Regulatory Affairs
	Ensures compliance and safety, reducing legal and operational risks (Morgan & Soin, 2018).
	Heavy regulatory workload; changing rules create complexity (Morgan & Soin, 2018).

	Senior Management / Executives
	Provides strategic direction and secures resources for launch (Haslam & Shenoy, 2018).
	Balancing costs with innovation; possible disconnect from frontline teams (Haslam & Shenoy, 2018).





	External Stakeholder
	Benefits
	Challenges

	Consumers / End Users
	Provide feedback that improves product design and user experience; strengthen brand visibility through reviews (Whittington et al., 2017).
	Varying digital skills; high expectations around accuracy and data privacy (Whittington et al., 2017).

	Healthcare Professionals
	Add clinical credibility and influence patient uptake (Seturi, 2024).
	Limited time for new tools; possible doubts about accuracy (Seturi, 2024).

	Retail Partners
	Increase product accessibility and visibility through in-store promotion (Haslam & Shenoy, 2018).
	Competition for shelf space; demand strong promotional support (Haslam & Shenoy, 2018).

	Regulatory Bodies (MHRA)
	Ensure safety and compliance, enhancing public trust (Morgan & Soin, 2018).
	Lengthy approval processes and strict documentation requirements (Morgan & Soin, 2018).

	Technology Integration Partners
	Improve performance through app development, cybersecurity and cloud integration (Thorlakson et al., 2018).
	Cybersecurity risks and system failures may harm user confidence (Thorlakson et al., 2018).
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Effective stakeholder engagement is essential in ensuring Dexcom’s new wearable health device is launched successfully within the six-month deadline. A range of theoretical frameworks helps structure stakeholder involvement, prioritise communication and define clear responsibilities. This section applies Mendelow’s Stakeholder Matrix, the RACI Matrix, a Stakeholder Engagement Plan, and a Communication Plan to guide the project.
Stakeholder mapping is the process of identifying all individuals or groups who have an interest in the project and analysing their level of influence and involvement. It helps the project manager understand who must be prioritised, how communication should be structured, and what type of engagement each stakeholder requires. Effective stakeholder mapping ensures that expectations are managed, risks are reduced, and resources are directed toward the stakeholders who have the greatest impact on project outcomes (Asana, 2025). A useful tool for assessing stakeholder importance is Mendelow’s Matrix, which positions stakeholders based on their level of power and their level of interest. This model helps organisations understand stakeholder relationships and determine the most appropriate way to address their concerns (MBAKnowledge, 2025).
	Stakeholder Group
	Power Level
	Interest Level
	Mendelow Category
	Engagement Strategy

	Senior Management
	High
	High
	Manage Closely
	Frequent updates, decision involvement

	Product Development Team
	High
	High
	Manage Closely
	Daily communication, problem-solving

	QA & Regulatory Affairs
	High
	High
	Manage Closely
	Compliance reviews, documentation alignment

	MHRA
	High
	High
	Manage Closely
	Formal submissions, regular communication

	Retail Partners
	High
	Low
	Keep Satisfied
	Launch updates, stock planning

	Technology Integration Partners
	High
	Low
	Keep Satisfied
	Technical briefings, integration checkpoints

	Consumers / End Users
	Low
	High
	Keep Informed
	Support content, surveys, FAQs

	Healthcare Professionals
	Low
	High
	Keep Informed
	Training, clinical materials

	Sales Team
	Low
	High
	Keep Informed
	Sales briefings, launch timelines

	Marketing Team
	Low
	High
	Keep Informed
	Campaign alignment, product details

	Customer Support
	Low
	High
	Keep Informed
	Training, troubleshooting updates

	General Public
	Low
	Low
	Monitor
	Minimal updates

	Non-core Suppliers
	Low
	Low
	Monitor
	Occasional updates when needed



This table applies Mendelow’s Matrix to identify how each stakeholder should be managed based on their power to influence the project and their level of interest (MBAKnowledge, 2025). High-power, high-interest stakeholders such as Senior Management, MHRA and the Product Development Team require close engagement. Retail and technology partners should be kept satisfied due to their influence, while consumers and healthcare professionals benefit from regular communication. Internal support teams, including sales and marketing, require monitoring but limited active engagement.
A RACI matrix is a valuable tool that supports the smooth implementation of processes by clarifying who is responsible for each task. It helps organise the human elements of a project by outlining the roles of everyone involved. Since teams often include multiple people with different duties, unclear responsibilities can lead to confusion, delays and poor results. The RACI approach prevents this by clearly defining responsibilities and expectations, ensuring better coordination and more effective project delivery (ManagementStudyGuide 2025).
This RACI shows who is:
R = Responsible (does the work)/ A = Accountable (final decision-making authority)
C = Consulted (offers input)/ I = Informed (kept updated)
	Task / Activity
	Employees
	Management
	Board
	Shareholders
	Customers
	Suppliers
	Regulators

	Stakeholder Engagement Planning
	R
	A
	C
	I
	I
	I
	I

	Product Development & Innovation
	R
	A
	I
	I
	C
	C
	I

	Regulatory Compliance & Reporting
	I
	R
	I
	I
	I
	I
	A

	Strategic Decision Making
	I
	R/A
	C
	C
	I
	I
	I

	Marketing & Brand Communication
	I
	R
	I
	I
	C
	I
	I

	Supply Chain & Distribution
	I
	R
	I
	I
	I
	R/A
	I

	User Testing & Feedback
	R
	A
	I
	I
	C
	I
	I

	Launch Approval & Oversight
	I
	R
	A
	C
	I
	I
	C

	Post-Launch Monitoring
	R
	A
	I
	I
	C
	C
	I



The RACI matrix clarifies roles and responsibilities across Dexcom’s key project activities by identifying who is Responsible, Accountable, Consulted and Informed for each task. Employees are primarily responsible for operational activities such as product development, user testing and post-launch monitoring, reflecting their role in execution and day-to-day delivery. Management holds overall accountability for most activities, including strategic planning, marketing, supply chain coordination and stakeholder engagement, ensuring alignment with organisational objectives. The Board and shareholders provide oversight, customers contribute feedback, suppliers support distribution, and regulators ensure compliance. This structure reduces confusion, improves coordination and supports efficient project delivery, overall, this RACI matrix reduces role ambiguity, improves coordination across internal and external stakeholders, and supports effective decision-making throughout the project lifecycle.
A stakeholder engagement plan (SEP) outlines how each stakeholder will be involved in a project and defines the communication approach needed for them. It specifies when updates will be given, the communication channels to use, and the level of detail each stakeholder should receive. Because engagement starts at the beginning of a project, the SEP is developed during the planning stage. Once stakeholders are identified and their required level of involvement is understood, the plan guides how they will be engaged. As the project continues, the SEP can be adjusted to reflect changing needs or expectations (Asana, 2025). 
	Stakeholder
	Unaware
	Resistant
	Neutral
	Supportive
	Leading

	Employees
	
	
	C
	
	D

	Senior Management
	
	
	
	C
	D

	Board of Directors
	
	
	
	
	C

	Shareholders / Investors
	
	
	C
	
	D

	Consumers / End Users
	
	
	
	C
	D

	Technology Partners
	
	
	
	C
	D

	Regulatory Bodies (MHRA)
	
	
	C
	
	D

	Retail Partners
	
	
	C
	
	D

	Healthcare Professionals
	
	
	C
	
	D

	Customer Support Teams
	
	
	C
	
	D



The Stakeholder Engagement Plan clarifies how each stakeholder group will be involved and the communication strategy required throughout the project lifecycle. The table highlights the gap between current and desired stakeholder engagement levels. Most stakeholders are currently neutral or supportive, while Dexcom’s objective is to move critical stakeholders into a leading role. This structured approach ensures transparency, reduces conflict, and supports smooth project execution.
A communication plan is essential because it outlines how stakeholders will be informed and updated throughout the project. No matter which quadrant they belong to, all stakeholders should have access to important information. Using a central project management system is the most effective way to do this, as it keeps all project details in one place. Stakeholders who require up-to-date progress or an overall view of the project can easily check this tool to stay informed (Asana, 2025).
	Audience
	Channel
	Message
	Frequency

	Senior Management
	Reports, brief meetings
	Progress updates, risks, key decisions
	Weekly

	Product Development Team
	Stand-ups, internal platform
	Technical issues, testing updates
	Daily

	Marketing Team
	Email, briefings
	Product features, launch timelines
	Weekly

	Healthcare Professionals
	Workshops, email updates
	Training, device accuracy information
	Monthly

	Consumers / End Users
	Website, social media, surveys
	Product updates, support information
	Continuous

	Technology Partners
	Virtual meetings
	Integration progress, technical needs
	Bi-weekly

	Regulators (MHRA)
	Formal documentation
	Compliance evidence, safety reports
	As required

	Retail Partners
	Partner calls, email
	Stock updates, merchandising plans
	Monthly



The communication plan outlines how key stakeholders will receive updates throughout the project. Each group requires different information depending on their role, influence and level of interest. Senior Management receives strategic updates to support decision-making, while operational teams such as Product Development need frequent technical communication to resolve issues quickly. External stakeholders, including healthcare professionals, consumers and retail partners, are engaged through targeted messages that support adoption and feedback. Regulators receive formal documentation to ensure compliance. By tailoring messages and communication channels to each audience, the project maintains transparency, reduces misunderstandings and supports smooth progress.
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The 4C’s Model- Communication, Coordination, Cooperation and Collaboration, provides a structured approach for strengthening team engagement and performance (Effective Training, 2024). It encourages leaders to recognise individual strengths, which helps build motivated, high-performing teams.
Communication is essential for effective stakeholder engagement because it aligns expectations and reduces resistance. Different stakeholders require different communication styles: senior leaders and regulators need formal, evidence-based updates, while consumers and healthcare professionals benefit from simple, accessible information. Using appropriate channels such as dashboards, meetings or workshops helps maintain trust and clarity.
Coordination ensures tasks, timelines and responsibilities are aligned across departments. In complex projects, tools like the RACI Matrix help clarify roles, prevent duplication and keep development, regulatory and marketing teams working in sync to avoid delays and inconsistencies.
Cooperation reflects stakeholders’ willingness to support each other despite differing priorities. It is strengthened through transparency, recognition and open dialogue. Engagement tools such as workshops and shared dashboards help create unity and encourage shared problem-solving.
Collaboration builds on cooperation by emphasising joint decision-making and shared accountability. Cross-functional collaboration - for example, between developers, clinicians, marketers and consumers - promotes innovation, prevents siloed working and improves overall project outcomes.
[bookmark: _Toc216475761]Managing Conflict
Throughout the launch, conflicts may arise due to: Competing priorities; Limited resources; Tight timelines; Differing professional perspectives
The project manager must anticipate these tensions and use the 4Cs strategically:
· Communication reduces misunderstandings.
· Coordination ensures task alignment.
· Cooperation builds willingness to compromise.
· Collaboration resolves complex disagreements through shared solutions.
Using these principles, the project manager acts as a facilitator, negotiator and integrator, ensuring all voices are heard and the project progresses smoothly.
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According to The Corporate Governance Institute (2025) stakeholder engagement refers to the ongoing process of communicating with, listening to and involving the individuals or groups who have an interest in an organisation, such as shareholders, employees, customers, suppliers and the broader community. Effective engagement requires recognising stakeholders’ expectations, concerns and needs, and responding to them in a transparent and timely way to build trust and support informed decision-making.
Understanding stakeholder engagement requires recognising the difference between communication and engagement. Communication is primarily about sharing information or updates, whereas engagement involves a deeper level of interaction. It expects feedback, participation and meaningful involvement from stakeholders, resulting in stronger relationships, positive perceptions and supportive behaviours toward the organisation.
Effective communication acts as a pathway to engagement by providing clear, consistent and relevant information that aligns stakeholder expectations and interests with those of the organisation. When stakeholders feel informed and invited to participate, their involvement becomes more energised and purposeful. This deeper engagement can generate significant benefits, such as business growth, increased loyalty and stronger support for organisational initiatives. When stakeholders are truly invested, they contribute ideas, insights and commitment that enhance organisational performance and long-term success (Growett, 2025).
Managing stakeholder expectations is essential because it is rarely possible to satisfy every stakeholder fully. Projects often involve compromises, meaning some stakeholders may benefit more than others. Effective stakeholder management is therefore less about delivering the exact result each group wants and more about guiding them through a fair, transparent and participatory process. Even if stakeholders disagree with the final outcome, they are more likely to accept it if they feel their voices were heard and their input was acknowledged. In reality, some stakeholders may still criticise the process when they are unhappy with the result, but consistent expectation management at each stage can reduce conflict and increase perceptions of fairness (Simply Stakeholders, 2025).
Stakeholder engagement is a critical factor influencing the success of Dexcom’s new wearable health device launch. Effective engagement enhances organisational performance, supports innovation, reduces risk and strengthens relationships with key partners. Evaluating the impact of these engagement activities reveals several strategic benefits, alongside areas requiring continuous improvement. Has a significant positive impact on product development and organisational success. Involving key groups such as product developers, clinicians, technology partners and consumers leads to better product quality, improved accuracy and features that align with real-world needs. Early feedback and iterative testing reduce faults and strengthen brand reputation.
Engagement with regulatory bodies, particularly the MHRA, supports smoother compliance processes and lowers risks associated with delays or safety issues. Clear communication between regulators and internal quality teams enhances risk management and ensures safer product performance.
Market readiness also improves when marketing, sales and retail partners work in alignment. Effective engagement helps craft accurate messages, prepare retailers for launch and build consumer trust through transparent communication and education. This supports stronger adoption and customer confidence.
Internally, tools such as RACI matrices and communication plans streamline responsibilities, reduce duplication and improve coordination between departments. Collaboration across product, regulatory and marketing teams increases efficiency and minimises delays.
Engagement also reduces resistance and conflict by promoting communication, coordination, cooperation and collaboration. When stakeholders feel involved, concerns are resolved earlier and morale improves.
Ultimately, stakeholder engagement delivers measurable business advantages, including stronger market competitiveness, higher adoption rates, increased revenue and long-term customer loyalty. Across all areas innovation, compliance, readiness, efficiency, conflict resolution and financial outcomes engagement acts as a strategic driver of Dexcom’s success.
[bookmark: _Toc216475763]Recommendations
Based on the analysis of Dexcom’s stakeholder environment and the launch of the new wearable health device, several recommendations can be made to further strengthen stakeholder engagement and improve business performance:
Use a clear stakeholder engagement framework Dexcom should use one standard approach for managing stakeholders in all major projects. This should include identifying stakeholders, mapping them (using tools such as Mendelow’s Matrix), defining roles with a RACI chart and planning regular engagement. A clear framework helps project managers work consistently and ensures no key groups are missed.
Engage consumers earlier End users should be involved from the early design and testing stages. Focus groups, pilot trials and online feedback can help ensure the device is comfortable, easy to use and meets real user needs, reducing problems after launch.
Build stronger relationships with healthcare professionals Dexcom should strengthen partnerships with GPs, nurses and clinicians by offering training, clear guidance and clinical evidence. When healthcare professionals trust the device, they are more likely to recommend it, supporting wider adoption.
Improve cross-team collaboration To reduce misunderstandings, Dexcom should use shared digital tools that allow development, regulatory, marketing and sales teams to work together more easily. Shared dashboards and progress trackers improve communication and coordination.
Be clear about data privacy and security Dexcom should clearly explain how health data is protected and used. Simple privacy information and visible security measures will increase trust among users, healthcare professionals and regulators.
Review engagement regularly After key milestones or product launches, Dexcom should review how stakeholder engagement worked. Learning from these reviews will help improve future projects and build stronger long-term relationships.
[bookmark: _Toc216475764] Conclusion
This report has explored how effective stakeholder engagement supports the successful launch of Dexcom’s continuous glucose monitoring (CGM) device in the UK healthcare market. As CGM technology plays a key role in diabetes management by enabling real-time glucose monitoring, its successful adoption depends not only on technical accuracy but also on meaningful stakeholder involvement.
The analysis showed that structured stakeholder management, supported by tools such as SWOT analysis, Mendelow’s Matrix, RACI matrices and communication plans, helps clarify roles, improve coordination and reduce uncertainty throughout the project lifecycle. Engaging internal teams, regulatory bodies, healthcare professionals, retail partners and end users ensures regulatory compliance, market readiness and alignment with user needs.
Overall, stakeholder engagement is a strategic enabler for Dexcom. By embedding clear, transparent and collaborative engagement practices into project planning and delivery, Dexcom can reduce risk, strengthen trust and support the successful adoption of its CGM device, contributing to improved diabetes management outcomes.
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