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Introduction
Fitbit, established in 2007 and later acquired by Google in 2021, is one of the most recognised global brands within the wearable health technology sector. The company’s mission has always centred around improving personal health through data-driven insights, easy-to-use technology, and user empowerment (Fitbit, 2024). Over the years, Fitbit has successfully positioned itself as a pioneer in the wearables market by introducing devices that track physical activity, heart rate, sleep quality, calorie intake, and more. In the UK, Fitbit benefits from a strong consumer base, wide retail presence, and partnerships with healthcare providers, positioning it as a trusted leader in both fitness and health monitoring.
The rapid growth of digital health, telemedicine, and remote patient monitoring has increased demand for reliable wearable technology. Fitbit’s planned new wearable health device will introduce advanced monitoring features such as enhanced heart rate tracking, improved oxygen saturation measurement, and AI-driven sleep analytics. The device will be aimed at consumers seeking proactive management of personal health as well as individuals with specific medical conditions who may benefit from continuous monitoring.
Bringing such a technologically sophisticated product to market requires coordinated involvement from multiple internal and external stakeholders. The wearable health technology sector is highly competitive, fast-moving, and tightly regulated, and therefore effective stakeholder engagement becomes crucial. Stakeholder engagement ensures clarity of goals, reduces risk, and improves the likelihood of a successful product launch. This academic report critically explores how Fitbit can strategically identify, analyse, and engage stakeholders throughout the six-month project timeline to ensure efficient resource use, regulatory compliance, and long-term business success.








Strategic Appraisal of Fitbit using SWOT
The SWOT analysis assesses Fitbit's internal capabilities and external environment to determine its readiness to launch the new health product (Yang et al., 2017).
	Strengths
	Weaknesses

	High levels of consumer loyalty and brand recognition
	Significant dependence on the wearable product line

	Connectivity to Google's cloud and AI ecosystem
	Little distinction from rivals such as Apple

	Reputable position in the EU and UK health markets
	Privacy issues with data exchange

	Analytics of health data and a worldwide user base
	Declining market share following the dominance of the Apple Watch

	Opportunities
	Threats

	Expansion into medical-grade gadgets and health monitoring
	Increasing competition in the wearable health sector

	Partnerships with NHS and healthcare providers	
	Strict laws governing data protection (GDPR, MHRA)

	Growth in remote patient monitoring and telehealth
	The risks of cybersecurity and technological obsolescence


TABLE 1
Strengths 
Fitbit has consistently maintained a strong brand presence in the UK, with high levels of customer loyalty and market recognition. As a Google-owned company, Fitbit benefits from access to advanced machine learning algorithms, cloud storage capabilities, and a vast global data infrastructure (Statista, 2024). The integration with Google’s health services enhances Fitbit’s ability to deliver personalised insights using AI. Furthermore, Fitbit has an established research base and access to millions of data points collected from users worldwide, allowing it to refine and improve the accuracy of its health algorithms.
Another key strength lies in Fitbit’s cross-platform compatibility and affordability. Unlike some competitors that operate within closed ecosystems, Fitbit devices work with multiple smartphones operating systems, giving them broader market appeal. Fitbit’s reputation for high-quality sleep tracking and ease of use also supports strong consumer satisfaction.
Weaknesses
Despite its strengths, Fitbit faces several weaknesses that could affect the new device launch. One of the major concerns involves data privacy, especially following the Google acquisition. Consumers and regulators have expressed concerns over the use of sensitive health information (BBC, 2023). Any perception of mismanaged data could undermine consumer trust.
Fitbit’s market position has also weakened in recent years due to strong competition from Apple, Samsung, and Garmin. Apple dominates the premium smartwatch segment, leaving Fitbit to compete more heavily on price. Fitbit’s hardware is sometimes viewed as less advanced, with fewer premium features compared to competitors. This presents a challenge for the launch of a new health-focused device that may require higher pricing.
Another internal weakness is Fitbit’s reliance on a narrow product range. Although Fitbit has attempted to diversify with software subscriptions such as Fitbit Premium, the business still heavily depends on physical hardware sales, making it vulnerable to market fluctuations.
Opportunities
The expansion of digital health and remote monitoring presents major opportunities for Fitbit. The UK market, influenced by NHS digital transformation initiatives, increasingly encourages the use of digital tools in preventative and personalised care (NHS Digital, 2023). Fitbit could leverage this opportunity by forming partnerships with healthcare organisations, insurers, or corporate wellness programmes.
The global increase in health awareness accelerated by the COVID-19 pandemic—has boosted demand for health monitoring tools. Consumers increasingly want wearable devices that track stress, sleep, blood oxygen, and heart health. Fitbit’s new device, with enhanced monitoring capabilities, is well positioned to meet this demand.
Fitbit also can work with regulators such as the MHRA to formally classify certain device features as medically approved. This would differentiate Fitbit as a credible health tool rather than just a fitness tracker.
Threats
One of the most significant threats Fitbit faces is competition from large technology firms with deeper resources and broader ecosystems. Apple and Samsung continue to release highly advanced health features, and their devices benefit from seamless integration with their own ecosystems. This could make it challenging for Fitbit to gain market share for its new device.
Regulatory pressures represent another threat. Wearable devices that monitor physiological indicators such as blood oxygen or heart rate variability may fall under medical device regulations, requiring clinical validation and regulatory approval. Delays in securing compliance could push back the product launch.
Cybersecurity and data breaches are also serious threats. Fitbit collects vast amounts of personal data, making it a potential target for cyberattacks. A breach would severely damage consumer trust and introduce legal penalties.
The SWOT analysis highlights that Fitbit is in a strong strategic position to launch the new device but must manage weaknesses related to privacy concerns and market competition. By leveraging its partnership with Google and taking advantage of opportunities in digital health, Fitbit can maximise the potential success of the new wearable device. However, targeted stakeholder engagement will be essential to mitigate the threats identified.
Key Stakeholders 
Stakeholders are individuals, businesses, or organizations that have a direct interest in your company's activities and outcomes. They are characterized by two key dimensions: their influence capability the ability to affect your company's decisions, operations, or success and their impact exposure the degree to which they are affected by your company's actions, performance, or changes.
The success of the new wearable device depends on engaging both internal and external stakeholders who influence and are affected by the project.
Internal stakeholders, also known as primary stakeholders, are individuals or entities that have a direct interest in or influence over a company. Their involvement is crucial because the processes and outcomes of the company directly impact them. Examples of internal stakeholders include employees, owners, and investors.
Project Manager:
Responsible for overseeing the entire six-month project, coordinating teams, managing timelines, budgets, risks, and ensuring alignment with strategic goals.
Product Development Team (Engineering, Software, UX):
Responsible for the technical development of the device, including design, hardware integration, testing, and software functionality. Their performance directly influences product quality.
Marketing Department:
Develops brand messaging, advertising campaigns, launch events, and consumer engagement strategies. Their work determines how effectively the product is positioned in the UK market.
Sales Department:
Responsible for securing retail partnerships, managing distribution channels, forecasting sales, and preparing pre-launch orders.
Finance Department:
Allocates the budget, analyses financial risks, monitors spending, and ensures cost-effectiveness throughout the project lifecycle.
Legal and Compliance Team:
Ensures compliance with GDPR, MHRA regulations, health and safety requirements, and intellectual property laws.
Senior Management (Executives):
Provide strategic oversight, approve budgets, and set overall direction for the project.
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Figure 1
External stakeholders, or secondary stakeholders, have an interest in the company but do not directly influence its decisions or outcomes. Examples of external stakeholders include customers, local communities, suppliers, and various government or financial institutions.
Suppliers and Manufacturers:
Provide components such as sensors, chips, and battery units. Their reliability affects production timelines and product quality.
Distributors and Retailers:
Retailers such as Amazon, Currys, and Argos influence product availability and market penetration. Their promotional support is crucial for launch success.
Healthcare Professionals (GPs, cardiologists, sleep specialists):
Validate product accuracy and credibility. Healthcare endorsements can differentiate Fitbit’s device from competitors.
Regulators (MHRA, ICO, GDPR Bodies):
Approve product safety, ensure ethical data handling, and protect consumers.
Consumers (Existing and New Users):
The end-users determine the success of the product through adoption, feedback, and long-term engagement.
Investors and Shareholders:
Expect a return on investment, monitor financial performance, and influence strategic decisions.
Media and Influencers:
Play a major role in shaping public perception and creating brand awareness during launch.
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Figure 2
	Category
	Stakeholders
	Interest / Influence

	Internal
	Project Manager
	Oversees delivery and coordination

	
	Product Development Team
	Designs and tests the device

	
	Marketing Department
	Develops branding and promotional campaigns

	
	Sales Department
	Manages distribution and retail partnerships

	
	Finance Department
	Controls budgeting and cost management

	
	Legal & Compliance
	Ensures adherence to regulations

	
	Senior Management
	Strategic decision-making and resource allocation

	
	
	

	External
	Suppliers and Manufacturers
	Provide components and production capacity

	
	Distributors and Retailers
	Ensure market reach and sales channels

	
	Healthcare Professionals
	Validate medical efficacy and credibility

	
	Regulatory Bodies (MHRA, GDPR authorities)
	Approve and monitor compliance

	
	Consumers
	End-users whose satisfaction drives success

	
	Investors
	Provide financial backing and expect returns

	
	Media and Influencers
	Create public awareness and trust


Table 2
While external stakeholders guarantee credibility, compliance, and market success, internal stakeholders carry out operational execution. Effectively involving both parties reduces risks and synchronises objectives over the course of the project (PMI, 2021).
Roles, Responsibilities, Benefits, and Challenges
	Stakeholder
	Role & Responsibility
	Benefits Brought
	Potential Challenges

	Project Manager
	Leads the project, coordinates teams, manages timelines, budgets, risks, and stakeholder expectations.
	Ensures alignment, resolves conflicts, and drives the project toward strategic objectives.
	Balancing competing interests, managing time pressures, and ensuring cross-department cooperation.

	Product Development Team
	Develop hardware, firmware, software, and testing frameworks.
	Technical expertise ensures that the device meets performance and safety standards.
	Technical delays, resource shortages, and conflicting requirements from marketing or legal teams.

	Marketing Department
	Conduct market research, develop messaging, coordinate campaigns, design packaging, and manage social media engagement.
	Improves consumer awareness and demand for the new device.
	Requires timely access to technical specs to avoid misleading claims.

	Sales Department
	Build distribution networks, negotiate with retailers, and forecast sales volumes.
	Ensures strong market penetration and early sales momentum.
	Forecasting demand accurately, particularly for new technology.


	Finance Department
	Provides budget oversight and financial risk monitoring.
	Helps avoid overspending and ensures financial sustainability.
	Budget constraints may limit development or marketing efforts.

	Legal & Compliance
	Ensure device and data compliance with GDPR, MHRA, and consumer laws.
	Reduces regulatory risks and prevents costly legal issues.
	Complex, changing health technology regulations may delay approval.

	Senior Management
	Provide strategic oversight, approve budgets, and make high-level decisions.
	Provide authority, support, and direction.
	Conflicting strategic priorities can create delays.

	Suppliers
	Provide components, materials, and production services.
	Efficient suppliers reduce costs and speed up production.
	Supply chain disruptions or quality issues can jeopardise deadlines.

	Healthcare Professionals
	Test and evaluate device accuracy and effectiveness.
	Enhances credibility, supports clinical validation.
	Limited availability for testing and reviews.

	Consumers
	Provide feedback and ultimately determine product success.
	Real-world feedback informs improvements.
	Privacy concerns could impact adoption.

	Regulators
	Approve device safety, certify compliance, and protect consumers.
	Regulatory certification increases trust.
		



	Approval processes can be lengthy and complex.





Table 3
Through their knowledge, power, or influence, each stakeholder offers value. However, rigorous participation and open collaboration are necessary to address potential obstacles like regulatory delays, conflicting interests, and communication impediments (Freeman, 1984; Bourne, 2015).
Frameworks and Models for Engagement
Fitbit uses Mendelow's Power-involvement Matrix to rank stakeholders according to their impact and level of involvement in the project (Johnson et al., 2017).
High influence, high importance
Stakeholders in this quadrant are critical to the success of the project. They have both significant power and a strong interest. These stakeholders should be fully engaged throughout the project. The level of involvement should be high, with regular communication and opportunities for input to maintain their ownership and commitment. 
High importance, low influence
These stakeholders are highly invested in the success of the project, but they have limited power to affect outcomes directly. They should be kept informed and educated regularly, ensuring their concerns are addressed through tailored communication and updates. This keeps them on board without overwhelming them with the decision-making process.
Low Influence, Low Importance
Stakeholders in this category are less involved and have minimal impact on the project. However, care should be taken to monitor them and ensure they don't become a source of unfavourable lobbying. While they don't require as much attention, it's essential to maintain open communication and ensure they feel involved enough to avoid any negative perceptions (Zaichenko, 2024).
High Influence, Low Importance
These stakeholders can have significant power to affect the project's direction, but their level of interest in the project is low. They should be kept satisfied and occasionally consulted to avoid potential disruptions. Engaging them as supporters or patrons can also be beneficial, ensuring that they feel valued but are not overly involved in the details of the project.
By categorizing stakeholders in this way, you can focus your efforts where they'll be most effective. High Influence, High Importance stakeholders should be fully engaged, while High Importance, Low Influence stakeholders need regular updates to ensure alignment. Low Influence, Low Importance stakeholders can be monitored, and High Influence, Low Importance stakeholders should be kept satisfied with minimal involvement (Zaichenko, 2024).

Shape 1
Fitbit should manage closely high-power, high-interest stakeholders such as senior management and regulators, while keep informed consumers who have high interest but low influence.
Stakeholder Engagement Plan- A stakeholder engagement plan for Fitbit involves identifying key groups such as customers, employees, investors, healthcare providers, and regulatory authorities. Frequent communication via meetings, updates, and surveys aids in gathering input, resolving issues, and fostering trust. Stronger relationships are fostered by transparency regarding business social responsibility, data privacy, and product development. Working together with government organisations and medical professionals improves compliance and credibility. Keeping an eye on stakeholder interests guarantees alignment with Fitbit's strategic objectives. Positive brand reputation is further enhanced by participating in sustainability and community projects. Maintaining long-term stakeholder support and furthering Fitbit's goal of enhancing health and fitness globally need constant, transparent communication and responsiveness.
	Activity
	Objective
	Frequency
	Responsible

	Kick-off meetings
	Align objectives
	Once
	Project Manager

	Weekly updates
	Progress reporting
	Weekly
	Department Heads

	Regulatory consultations
	Ensure compliance
	Monthly
	Legal Team

	Focus groups
	Gather consumer insights
	Bi-monthly
	Marketing

	Post-launch review
	Assess stakeholder satisfaction
	Post-launch
	PMO


Table 4
· Communication Plan- A communication plan for Fitbit outlines key messages, target audiences, and channels to ensure effective information sharing. Internal communication involves regular updates via emails, intranet, and team meetings to keep employees informed on product launches, company goals, and policy changes. External communication with customers, partners, and media utilizes social media, press releases, and advertising to promote product features, health insights, and brand initiatives. Transparency about data privacy and sustainability efforts builds trust. Feedback mechanisms like surveys and customer support ensure two-way communication. Consistent messaging, timely updates, and engaging content are essential to strengthen Fitbit’s reputation and foster community loyalty. Effective communication minimises confusion and ensures alignment. Fitbit should adopt:
· Weekly cross-functional team meetings
· Monthly executive updates
· Compliance submissions
· Social media teasers for consumers
· Using multiple channels ensures information reaches all relevant groups.
A multi-channel approach ensures consistent engagement across all levels (PMI, 2021).
	Stakeholder
	Communication Channel
	Frequency

	Senior Management
	Progress reports
	Monthly

	Product Team
	Agile meetings
	Weekly

	Regulators
	Compliance reports
	Monthly

	Consumers
	Social media updates
	Continuous


Table 5
· RACI Matrix- The RACI matrix clarifies responsibilities and prevents overlap. For example:
· Device Design: R&D (R), PM (A), Marketing (C), Senior Management (I)
· Regulatory Approval: Legal (R), Management (A), R&D (C), Investors (I)
· The matrix fosters accountability and reduces conflict.

	Task
	Responsible (R)
	Accountable (A)
	Consulted (C)
	Informed (I)

	Device design
	R&D
	PM
	Marketing, Legal
	Management

	Regulatory approval
	Legal
	Management
	R&D
	Investors

	Marketing campaign
	Marketing
	PM
	Sales
	Media

	Launch event
	Sales
	PM
	Marketing
	Consumers


Table 6
These frameworks ensure alignment, accountability, and stakeholder transparency.
Stakeholder Engagement Process and Conflict Management
As project manager, the stakeholder engagement process for Fitbit’s launch involves systematic steps and application of the 4Cs model- Communication, Coordination, Cooperation, and Collaboration (Friedman & Miles, 2006).
Stakeholder Engagement Process 
· Identification: Create a power and interest-based map of all stakeholders.
· Analysis: Assess their impact and expectations.
· Planning: Create communication and engagement strategies.
· Engagement: Hold frequent conversations and feedback sessions.
· Monitoring and Evaluation: Use KPIs and feedback loops to assess the efficacy of involvement.
Frequent interaction guarantees openness, confidence, and cooperation between departments and outside partners (PMBOK, 2021).
Applying the 4Cs Model
· Communication: Effective two-way communication is the cornerstone of stakeholder engagement. Fitbit should use structured channels such as dashboards, meetings, and newsletters to ensure consistent updates (Turner, 2020). Miscommunication can lead to delayed launches or regulatory non-compliance.
· Coordination: Coordination aligns activities between teams. For instance, marketing must coordinate with R&D to ensure campaign claims match product capabilities. Project management software such as Jira or Asana can enhance visibility and coordination across teams.
· Cooperation: Stakeholders must recognize shared objectives launching a successful device. Encouraging cross-functional workshops promotes mutual understanding and trust. Cooperative behaviour minimizes conflicts and enhances morale (Botter, 1982).
· Collaboration: Collaboration involves joint problem-solving and decision-making. Fitbit can establish a steering committee comprising representatives from R&D, marketing, and compliance. Collaboration also extends to external healthcare experts and regulators for product validation.


Conflict Management
Conflicts may arise due to differing priorities (e.g., marketing pushing deadlines vs. R&D needing more time). To manage these:
· Use interest-based negotiation to find win-win solutions (Fisher & Ury, 2011).
· Establish clear escalation paths through governance structures.
· Implement transparent reporting to reduce misunderstandings.
· Foster a culture of psychological safety, allowing open discussion of challenges.
Monitoring conflict indicators such as missed deadlines or stakeholder disengagement enables proactive intervention.
Evaluation Methods
Fitbit can use surveys, feedback sessions, and stakeholder satisfaction indices to assess engagement effectiveness. Metrics such as project timelines, regulatory compliance rate, and stakeholder satisfaction should be tracked and reviewed post-launch.
Evaluation of Stakeholder Engagement Impact and Recommendations
A key component of Fitbit's strategic operations is stakeholder engagement, which has an impact on the company's innovation, reputation, and market positioning. The success of the business is greatly impacted by interactions with several stakeholders, including suppliers, consumers, workers, investors, and regulators. 
Fitbit's product development heavily relies on user feedback. Fitbit can improve consumer satisfaction and loyalty by customising its services through active interaction through surveys, reviews, and social media. Strong user communities are created by this dynamic interaction, which increases brand loyalty and promotes organic growth. Unresolved consumer complaints, however, can damage a brand's reputation, underscoring the necessity of ongoing communication channel improvement.
Employees are important stakeholders whose involvement affects operational effectiveness and creativity. Fitbit's inclusive culture and internal communication foster productivity and motivation, which support ongoing innovation. However, a lack of openness or inadequate acknowledgement might cause disengagement, which can have an impact on performance.
Through their investment choices, shareholders and investors have an impact on Fitbit's strategic direction. To keep their trust, transparent reporting and regular performance updates are crucial. Additionally, fresh investors can be drawn in via active involvement, which will promote growth and expansion.
Regulatory agencies make ensuring that data privacy and health regulations are followed. By actively interacting with regulators, Fitbit reduces legal risks and builds partners' and customers' trust. However, non-compliance may result in fines and harm to one's reputation. 
Innovation and production processes depend heavily on suppliers. Supply chain resilience is made possible by solid connections and open communication, which is essential during disruptions.
Evaluation Metrics

Shape 2

Recommendations
1. Adopt Continuous Engagement: Maintain stakeholder dialogue beyond launch to support updates and product iterations.
2. Invest in Digital Collaboration Tools: Platforms like Microsoft Teams and Slack enhance transparency.
3. Strengthen Ethical Governance: Ensure GDPR compliance and ethical use of health data.
4. Enhance Training: Equip employees with communication and conflict resolution skills.
5. Co-create Value: Involve consumers and healthcare professionals in product improvement cycles.
6. Monitor Post-Launch Feedback: Use analytics and customer feedback loops to inform future designs.
7. Invest in conflict resolution training for project managers.
8.  Establish strategic partnerships with UK health institutions.

Outlook 
Stakeholder engagement should evolve into a continuous partnership model, where Fitbit becomes an ecosystem leader collaborating with healthcare institutions and data scientists to improve patient outcomes and health analytics.








Conclusion
This report has demonstrated that effective stakeholder engagement is fundamental to the successful launch of Fitbit’s new wearable health device. Fitbit operates within a complex and rapidly evolving environment where competition, regulation, and consumer expectations continue to intensify. Therefore, strategic stakeholder management is essential for reducing uncertainty, ensuring compliance, and enhancing product quality.
The stakeholder analysis identified a broad range of internal and external stakeholders, each bringing unique benefits and challenges. By applying structured frameworks such as SWOT, Mendelow’s Matrix, RACI, and the 4C’s model, Fitbit can manage these stakeholders proactively and systematically. Strong communication, coordination, cooperation, and collaboration will help reduce conflict, align objectives, and enhance decision-making.
The impact of stakeholder engagement on business performance is significant, influencing financial outcomes, market success, innovation capability, and long-term competitiveness. Through continuous engagement, transparency, and ethical conduct, Fitbit can strengthen stakeholder relationships and ensure the launch meets both strategic objectives and consumer expectations.
Moving forward, Fitbit should adopt a long-term approach to engagement, embedding stakeholder management into its culture and operational processes. This will not only support the successful launch of the new device but also enhance future innovation and business growth.







References
1. BBC (2023). Fitbit Users Raise Data Privacy Concerns after Google acquisition. BBC NEWS.
2. Botter, C.H. (1982). Project management: a Systems Approach to planning, Scheduling and Controlling. European Journal of Operational Research, 10(2), p.211.
3. Bourne, L. (2015). Stakeholder Relationship Management: a Maturity Model for Organisational Implementation. Gower.
4. Fisher, R. and Ury, W. (2011). Getting to Yes: Negotiating Agreement without Giving In. Penguin Books.
5. Fitbit (2018). Fitbit Official Site for Activity Trackers & More. [online] Fitbit.com. Available at: https://www.fitbit.com/.
6. Freeman, R.E. (1984). Strategic Management: a Stakeholder Approach. Pitman.
7. Friedman, A. and Miles, S. (2006). Stakeholders: Theory and Practice. Oxford University Press.
8. Harrison, J.S. and Wicks, A.C. (2013). Stakeholder Theory, Value, and Firm Performance. Business Ethics Quarterly, 23(1), pp.97–124.
9. Johnson, G., Whittington, R. and Schole, K. (2017). Exploring Corporate Strategy. 11th ed. Pearson Education.
10. Mendelow, A. (1991). Environmental Scanning: The Impact of the Stakeholder Concept. ICIS Proceedings.
11. NHS Digital (2023). Digital Health and Wearable Technology Initiatives. NHS UK.
12. PMBOK (2021). A Guide to the Project Management Body of Knowledge. 7th ed. Project Management Institute.
13. PMI (2021). Stakeholder Engagement Guidelines. Project Management Institute.
14. Statista (2024). Wearable Technology Market Share in the UK. Statista.com.
15. Turner, J.R. (2020). Handbook of Project Management. Routledge.
16. Yang, Y., Yu, S., Hao, Y., Xu, X. and Liu, H. (2017). The SWOT Analysis of the Wearable Devices in Smart Health Applications. Smart Health, 6(4), pp.3–8. doi: https://doi.org/10.1007/978-3-319-59858-1_1.
17. Zaichenko, M. (2024). Internal and External Stakeholders in IT | Mad Devs.Custom Software Development Company. 







Power / Interest


High Interest


Low Interest


High Power


Senior Management, Regulators, Investors


Government Bodies


Low Power


Consumers, Media


Peripheral Suppliers



Metric


Stakeholder satisfaction


Time-to-market


Description


Measures engagement quality


Speed of project completion


Data Source


Surveys


Project data


Product adoption rate


Post-launch success


Sales reports


Compliance success


Regulatory approvals


Legal reports


2

image3.jpeg
EXTERNAL INTERNAL

STAKEHOLDERS STAKEHOLDERS
CUSTOMERS OWNERS
LOCAL COMMUNITY INVESTORS
CREDITORS BOARD OF DIRECTORS
SUPPLIERS MANAGERS
GOVERNMENT EMPLOYEES





image1.jpeg




image2.jpeg
INTERNAL STAKEHOLDERS

OWNERS

& MANAGERS
& EMPLOYEES

COMPANY

INVESTORS

da
&

BOARD OF DIRECTORS




