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Introduction
Fitbit is a well-known global company that specialises in wearable health and fitness technology, producing devices that track things like daily activity, heart rate, sleep patterns and overall wellbeing (Fitbit, 2023). The company was founded in 2007 and later became part of Google after its acquisition in 2021 (Google, 2021). Over the years, Fitbit has built a strong presence in the UK health-tech market and sells its products through major retailers such as Argos, Currys and Amazon. The company aims to help people improve their health by combining sensor technology with easy-to-understand digital insights, which users can access through the Fitbit app (Fitbit, 2024). Fitbit’s product range mainly includes smartwatches, fitness trackers and other devices that link to its mobile app for personalised health data.
Because more people in the UK are now interested in monitoring their own health, especially when it comes to things like heart rate, oxygen levels and sleep quality (Statista, 2024), Fitbit is preparing to launch a new wearable device that focuses on these areas. As the project manager for this product launch, my role involves working closely with different stakeholders to make sure the device is ready on time and meets user expectations. This report will look at Fitbit’s organisational background, identify the key stakeholders involved and explore how they will be engaged throughout the project to support a successful launch.
SWOT Analysis
Fitbit has built a strong position in the global wearable technology market, mainly because of its reputation for creating reliable devices that monitor physical activity, sleep and heart rate. These areas are central to the new wearable device being developed, which gives Fitbit an advantage as it already has experience and credibility in this type of technology (Fitbit, 2023). Since being acquired by Google in 2021, the company has also benefited from greater financial support and access to more advanced technology, which helps with long-term innovation (Google, 2021). Fitbit products are widely available through major UK retailers, which helps with visibility and distribution. Another strength is the Fitbit app and its digital ecosystem, which offers personalised health insights and makes the devices more useful for users (Schnall et al., 2016).
Even with these strengths, Fitbit still faces some weaknesses that could affect the launch of the new product. One of the biggest issues is the high level of competition from brands like Apple, Samsung and Garmin, which have strong customer loyalty and ecosystems that work smoothly across their devices (Statista, 2024). Another challenge is the concern some consumers have about data privacy, especially since Fitbit is now owned by Google. This may make some users hesitate to share sensitive health information (Topol, 2019). Fitbit also depends on external suppliers for important components such as sensors, which means supply-chain delays could impact development. In addition, some users may be put off by the company’s subscription model, where certain features require a paid upgrade.
Despite these weaknesses, there are many opportunities in the UK health-tech market that Fitbit can benefit from. More people are becoming interested in tracking their health, improving sleep and focusing on preventative wellbeing, which creates a strong demand for devices that monitor things like oxygen levels and heart rate. There is also potential for working with healthcare organisations, including the NHS, as digital health tools have become more common since the pandemic (Mintel, 2023). Advances in artificial intelligence and sensor technology could also help Fitbit create more accurate and medically useful features.
However, Fitbit must also be aware of external threats. The UK has strict regulations around data protection and medical devices, and meeting these requirements can be time-consuming and complex (ICO, 2023). Cybersecurity risks are also a concern, as any data breach would seriously damage trust. Economic uncertainty may reduce consumer spending on non-essential items like smartwatches. Finally, competitors continue to make rapid improvements in technology, which could reduce Fitbit’s competitive advantage, especially in areas like battery life and app performance.
Overall, while Fitbit has several strengths that support the launch of its new device, it is important for the company to recognise the challenges and threats it faces. Careful planning and strong stakeholder engagement will be essential to make the launch successful.
	STRENGTHS
	WEAKNESSES

	Strong global brand reputation in wearable technology
	Heavy competition from Apple, Samsung and Garmi

	Backed by Google - financial stability & advanced tech capabilities
	Reliance on third-party suppliers for sensors + components

	Expertise in health monitoring
	Concerns around data privacy due to Google acquisition

	Established UK retail presence
	Subscription model (Fitbit Premium) may limit user adoption

	Strong digital health ecosystem
	Battery life limitations compared to some competitors




	OPPORTUNITIES
	THREATS

	Growing demand for digital health & personalised data
		Stringent UK data protection & medical device regulations



	




	Potential NHS partnerships & healthcare integration
		Rapid technological innovation increases market pressure



	




	Increasing consumer focus on wellness, sleep & preventative health
		Cybersecurity risks affecting trust & reputation



	




	Expansion into medical-grade monitoring
		Economic conditions may reduce consumer spending on wearables



	




	Rising UK health-tech adoption post-Covid
	Competitors offering similar features at lower prices


Internal and External Stakeholders
The launch of Fitbit’s new wearable device depends on both internal and external stakeholders who play different roles in the project. Stakeholders are individuals or groups who have an interest in the project or may be affected by it (Freeman, 1984). Understanding them helps the project manager plan communication and keep the project running smoothly.
Internally, the product development team is a key group responsible for designing technical features such as heart rate and oxygen sensors. Their work directly affects product quality. The engineering team supports this by ensuring the software and hardware work properly and meet performance standards. The marketing department creates the campaigns and branding that help the device stand out in the UK market, while the sales team works with retailers such as Argos and Amazon to predict demand and ensure availability. Other internal stakeholders include the data analytics team, who review user data to improve features, and the legal and compliance team, who make sure the device meets UK regulations (ICO, 2023). Senior leadership and project sponsors guide the overall direction and approve funding.
External stakeholders also influence the project. Customers shape demand and expectations, while retail partners determine how the product is displayed and sold. Suppliers and manufacturers provide key components, meaning delays can impact the timeline. Regulators such as the ICO and MHRA ensure the device meets safety and data protection rules, and healthcare professionals or NHS partners may help validate its usefulness (Topol, 2019). Investors and shareholders, including Google’s parent company, expect strong financial performance.
The Mendelow Matrix helps prioritise stakeholder management by grouping them based on power and interest (Johnson, Whittington and Scholes, 2020). For this project, senior leadership, product development and engineering teams fall into the high power–high interest group, requiring close management (Freeman, 1984). Regulators and major retailers fall into the high power–low interest group and should be kept satisfied through clear updates (ICO, 2023; MHRA, 2023). Customers and internal support teams fall into the low power–high interest group and should be kept informed (Topol, 2019). Minor suppliers and the wider community fall into the low power–low interest group and require only occasional monitoring.
Stakeholders – Roles, Responsibilities, Benefited and Challenges
The launch of Fitbit’s new wearable device depends on different groups of stakeholders who each have specific roles and responsibilities in the project. The product development team is one of the main internal groups involved, as they design and test the device features such as heart rate monitoring, oxygen level tracking and sleep analysis. Their job is to make sure the product actually works as intended and meets the standard users would expect. The engineering team works closely with them and focuses more on the technical side, like the device hardware, software performance and fixing any problems that come up. Both teams bring important technical knowledge to the project, but they also face challenges such as tight deadlines or issues with sensor accuracy, which can slow things down (Freeman, 1984).
The marketing department has a different role. They are responsible for promoting the new device, creating the launch campaign and deciding how to position the product in a very competitive UK market. Their work helps the device stand out, but they may face challenges such as changing customer preferences or competition from brands like Apple and Garmin. The sales team is also important because they work with retailers like Argos and Amazon, manage stock planning and make sure the device is available for customers at launch. Their responsibility benefits the project by improving visibility and access, although supply issues or retailer demands can create difficulties.
Fitbit’s legal and compliance team plays a crucial role in making sure the device meets UK regulations, especially around data protection and medical device requirements (ICO, 2023). They help prevent legal risks and make sure the product can safely be launched in the UK. However, regulatory rules can be complicated and may require extra time or changes to the product. Senior leadership and project sponsors also have responsibilities such as approving budgets, setting priorities and making major decisions that guide the whole project. They support the launch by providing resources, but they may also face competing demands from other areas of the business.
External stakeholders include customers, who are very important because their needs and expectations influence product design and future updates. Their feedback helps Fitbit understand what works well and what needs improvement (Topol, 2019). Retail partners have responsibilities around selling and displaying the device, and their cooperation can strongly affect sales performance. Regulators, such as the ICO and MHRA, also play a key role by assessing whether the device meets safety and data-handling standards, although their approval processes can sometimes delay progress.
Overall, each stakeholder brings valuable input to the project, but they also face specific challenges. Managing these roles effectively is essential to launching the new device successfully.
There are several frameworks and theories that can help manage and engage stakeholders effectively during the launch of Fitbit’s new wearable device. These tools are useful because they help the project manager plan communication, organise responsibilities and make sure different stakeholders are involved in the right way. One of the main theories that supports stakeholder engagement is Freeman’s (1984) stakeholder theory, which explains that stakeholders have different interests and levels of influence, so they should be managed according to their needs rather than being treated the same. This idea is important for a project like this because each group—from technical teams to customers—has different priorities and expectations.
A key practical tool for putting this theory into action is the stakeholder engagement plan. This plan outlines how and when each stakeholder group will be involved in the project. It might include regular meetings for internal teams, feedback sessions with customers or scheduled updates for regulators. The main purpose of the engagement plan is to make sure stakeholders are included at the right time so that important decisions are informed by their input. According to Bourne (2015), structured engagement helps build trust and reduces misunderstandings, which is especially important when working with groups that have different levels of interest in the project.
Another important tool is the communication plan. This sets out the type of information that will be communicated, how often communication will take place and which methods will be used. For example, internal teams might receive weekly updates through project management platforms such as Teams or Slack, while external stakeholders like retailers or manufacturers may receive formal briefings by email. The PMBOK Guide (PMI, 2021) highlights communication as one of the most important aspects of project management, as poor communication is a major cause of delays, confusion and conflict. A clear communication plan also helps ensure that each stakeholder receives information in a way that suits their needs and level of involvement.
The RACI matrix is another useful framework for managing stakeholder roles and responsibilities. RACI stands for Responsible, Accountable, Consulted and Informed. It helps clarify who is doing what, which is important in a project with so many different teams involved. For instance, the engineering team may be responsible for testing device features, the product manager may be accountable for final approval, the marketing team may be consulted on product features that affect branding, and retail partners may simply need to be informed. Using a RACI matrix can help avoid confusion or overlap between roles, making it easier for stakeholders to understand their responsibilities.
	Project Task
	Product Dev. Team
	Engineering Team
	Marketing Dpt.
	Sales Team
	Legal & Compliance
	Senior Leadership
	Retail Partners

	Designing device features
	R
	C
	I
	I
	C
	A
	I

	Hardware/software testing
	C
	R
	I
	I
	C
	A
	I

	Developing branding/ launch campaign
	I
	I
	R
	C
	C
	A
	I

	Sales forecasting /distribution planning
	I
	I
	C
	R
	I
	A
	C

	Ensuring regulatory compliance 
	I
	I
	I
	I
	R
	A
	I

	Retail launch coordination
	I
	I
	C
	R
	I
	A
	C


Overall, using frameworks such as the stakeholder engagement plan, communication plan and RACI matrix helps support better organisation and clearer communication throughout the project. 
Explanation of Stakeholder Engagement
The role of the project manager in launching Fitbit’s new wearable device involves making sure that all the different stakeholders are engaged in a clear and organised way throughout the project. Because each stakeholder group has different priorities and levels of involvement, the engagement process needs to be planned carefully to keep everyone aligned, reduce misunderstandings and avoid delays. One of the first steps in this process is establishing regular communication channels so that internal teams, such as product development, engineering and marketing, know what stage the project is at and what decisions need to be made. Communication is one of the key parts of the 4C’s model, which focuses on communication, coordination, cooperation and collaboration. According to the PMBOK Guide (PMI, 2021), communication problems are one of the most common reasons projects experience delays, so setting up clear routines early on is essential.
For internal stakeholders, communication may include weekly meetings, progress updates through platforms such as Teams or Slack, and shared documents that outline deadlines and responsibilities. This helps everyone stay on track and ensures that technical teams can raise concerns early if something is not working as expected. It is also important for the project manager to create an environment where different teams feel comfortable reporting issues without fear of blame, as this encourages stronger cooperation. Cooperation is another part of the 4C’s model and refers to how teams work together towards a common goal. For example, the engineering and product development teams need to cooperate closely when testing sensors or making design changes, because their tasks directly affect one another. Building good relationships between these teams can help prevent conflict and improve problem-solving.
Coordinating tasks is also a big responsibility for the project manager. Coordination involves organising activities in a way that avoids overlap or confusion, especially when tasks depend on one another. For instance, engineers may not be able to test certain features until the product development team finishes their part, and marketing cannot begin designing campaigns until the technical features are confirmed. Using tools such as the RACI matrix can help with coordination by making it clear who is responsible, accountable, consulted or informed for each task. The project manager should regularly check that tasks are progressing as planned and that different departments have what they need to complete their work on time. Good coordination reduces the risk of delays and makes it easier to spot potential problems before they escalate.
Collaboration is the final part of the 4C’s model and is especially important during the later stages of the project when different stakeholders need to bring their areas of expertise together. Collaboration goes beyond basic cooperation because it involves actively working together to develop solutions or finalise decisions. For example, when preparing for the product launch, the marketing team may need input from engineers to make sure technical claims are accurate, while the legal team may need to work with product development to confirm that the device meets regulatory requirements (ICO, 2023). Encouraging collaboration can help create a more cohesive final product and reduce the risk of mistakes that could affect the launch.
Engaging external stakeholders requires a slightly different approach. Customers, for instance, can be involved through surveys, user testing sessions and feedback forms. Their input is valuable because it helps shape product features and ensures the final device meets real user needs (Topol, 2019). Retail partners such as Argos and Amazon also need clear communication about timelines, stock levels and promotional materials so they can prepare for the launch. Regulators like the ICO and MHRA must be kept informed about the device’s compliance with data protection rules and medical device standards, which may involve submitting documentation, test results and updates. If these stakeholders are not engaged properly, the project may face delays, legal issues or reduced customer trust.
Conflict can occur during any project, especially when people have different priorities or when deadlines become tight. The project manager needs to identify conflicts early and address them before they affect progress. The 4C’s framework supports this by encouraging open communication and structured collaboration. For example, if marketing wants to advertise a feature that engineering believes is not ready, the project manager can bring both teams together to discuss the issue, look at the data and agree on a realistic solution. Keeping communication open and respectful can prevent small disagreements from becoming major barriers.
Overall, engaging stakeholders effectively requires ongoing communication, clear coordination, active cooperation and meaningful collaboration. By following the 4C’s model and using tools such as communication plans and the RACI matrix, the project manager can help ensure that all stakeholders are aligned and that the launch of Fitbit’s new wearable device runs as smoothly as possible.
Evaluation of the Impact of Stakeholder Engagement
Effective stakeholder engagement can have a major impact on the performance of Fitbit’s new wearable device project, as it influences the quality of decision-making, the speed of development and the overall success of the product once it reaches the market. When stakeholders are engaged properly throughout the project, they are more likely to contribute positively, share useful information and support the project’s goals. On the other hand, poor engagement can lead to misunderstandings, delays, conflict and even problems with regulatory approval. For these reasons, stakeholder engagement is closely linked to how well the business performs during the launch of a new product.
One of the biggest impacts of good stakeholder engagement is improved communication across different departments. When teams such as engineering, product development and marketing stay informed about each other’s progress, it becomes easier to make decisions and adapt to challenges. According to the PMBOK Guide (PMI, 2021), strong communication reduces project risks and helps prevent issues from escalating. For Fitbit, this can mean detecting technical faults earlier, adjusting product features before manufacturing begins or giving the marketing team clearer information about what the device can and cannot do. This leads to a smoother product development process and can reduce overall costs.
Another impact of stakeholder engagement is better coordination and cooperation across the project. When stakeholders understand their responsibilities and how their work connects to others, the project becomes more efficient. The RACI matrix, for example, helps avoid confusion by clearly showing who is responsible or accountable for each task. Better coordination can also reduce duplication of work or delays caused by teams waiting for information. In a competitive market like wearable technology, speed and efficiency can give Fitbit an advantage, especially when trying to release new features or stay ahead of competitors like Apple or Garmin.
Stakeholder engagement also supports innovation and product improvement. When stakeholders such as customers, healthcare professionals or retail partners are involved early in the process, they can provide feedback that leads to better design decisions. Customers may highlight features they find confusing or unnecessary, while healthcare professionals may offer insights into how the device could be more clinically useful (Topol, 2019). This feedback can help Fitbit develop a product that meets real user needs more effectively, which can lead to stronger sales and higher customer satisfaction.
External stakeholders, such as regulators, also have a strong impact on business performance. Engaging with regulators early helps ensure that the device meets data protection and medical device requirements, reducing the risk of legal issues later on (ICO, 2023). If Fitbit fails to engage regulators properly, the product launch could face delays, which would affect revenue and allow competitors to dominate the market. By keeping regulators informed and responding to their guidance, Fitbit increases its chances of achieving compliance smoothly.
Good stakeholder engagement also improves business reputation. When stakeholders feel respected and included, they are more likely to speak positively about the company. Retail partners may be more willing to promote the product, healthcare organisations may be more open to collaboration and customers may trust the brand more. In the wearable technology industry, where privacy concerns are common, trust can strongly influence buying decisions. Engaging stakeholders in transparent discussions about data security can help reduce customer worries and improve the company’s public image.
However, it is also important to evaluate what happens when engagement is weak or inconsistent. Poor stakeholder engagement can lead to misunderstandings about project goals, unclear expectations and conflict between teams. For example, if engineering and marketing teams receive different information about product features, this can lead to inaccurate advertising or unrealistic promises. Similarly, if suppliers are not kept informed about timeline changes, Fitbit may experience delays in receiving components, which can push back the launch date. These issues show that engagement is not just helpful — it is essential for maintaining good business performance.
Based on this evaluation, several recommendations can help improve stakeholder engagement in future projects. First, Fitbit could introduce more structured communication tools, such as shared dashboards that give real-time updates on project progress. This would help different teams stay aligned without relying solely on meetings. Second, the company could hold more regular cross-department workshops to encourage better cooperation between teams. These workshops could focus on problem-solving or reviewing customer feedback to build a stronger sense of shared purpose.
Another recommendation is to strengthen relationships with external stakeholders. For example, involving healthcare professionals more actively during the design stage could improve the clinical relevance of new features. Fitbit could also run pilot trials with NHS partners to test device accuracy in real-world settings. For customers, the company could use more detailed user-testing programmes and offer incentives for participating in feedback sessions. Improving regulatory engagement by submitting documentation early and maintaining frequent updates can also prevent delays.
Overall, stakeholder engagement has a major influence on Fitbit’s project performance and long-term success. By continuing to improve communication, coordination and collaboration, Fitbit can increase efficiency, reduce risk and create a product that meets the needs of both customers and wider healthcare partners.

Conclusion
In conclusion, the launch of Fitbit’s new wearable device depends heavily on effective stakeholder engagement throughout the entire project. Each stakeholder group, whether internal or external, plays a different but important role in ensuring that the device is designed, developed and delivered successfully. The analysis of Fitbit’s organisational context, including its strengths and weaknesses, shows that while the company has a strong reputation and advanced technological capabilities, it still faces challenges such as competition and regulatory requirements. This makes stakeholder engagement even more important, as it helps the project manager reduce risks and maintain a steady development process.
The use of stakeholder frameworks, such as engagement plans, communication plans and the RACI matrix, helps create structure and clarity in how different groups are involved. These tools support better decision-making, improve teamwork and make it easier to coordinate tasks across different departments. The 4C’s model further emphasises the importance of communication, coordination, cooperation and collaboration, which are essential for managing conflict and keeping all stakeholders aligned with the project goals. By applying these models in a practical way, the project manager can encourage stronger relationships, reduce misunderstandings and support a smoother workflow.
Effective stakeholder engagement also has a positive impact on the overall performance of the business. It helps Fitbit produce a device that better meets user needs, strengthens relationships with partners and regulators, and improves the chances of a successful market launch. At the same time, evaluating the potential risks of poor engagement highlights the importance of maintaining clear communication and involving stakeholders at the right stages.
Overall, the project demonstrates that stakeholder engagement is not just an additional task but a central part of successful project management. By continuing to improve engagement processes, Fitbit can gain long-term benefits and increase its competitiveness in the fast-growing wearable technology market.
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