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Executive Summary
Using Hopin, a software company in the UK that operates virtual events platforms, as a case study, this article examines strategic development for small and medium-sized enterprises (SMEs). It examines stakeholder expectations, internal and external environments, and growth plans using theoretical models such as VRIN, Ansoff Matrix, and SWOT. I hope to get valuable direction from this research, which is divided into sections addressing strategic growth models, environmental analysis, and stakeholder evaluation. Hopin's continued success is anticipated through the integration of tried-and-true growth techniques into a strategic roadmap that navigates the ever-changing virtual events scene and also by encouraging its practical importance for small and medium-sized enterprises in a dynamic market.
Hopin is an emerging online video conferencing platform which needs to follow the rules and regulations regarding data safety and protection. The government's monitoring policy and the knowledge of digital literacy might affect Hopin's growth. As a new company, it must properly analyse the market, its competitors, supply chain and pricing strategies. It is playing a significant role in reducing carbon emissions and using renewable sources. It needs to build a heavy cyber security network that will protect its consumers' data to win the trust of the customers to remain in this competitive sector.
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[bookmark: _Toc152882097]Introduction
[bookmark: _Toc152882098]Main Objective of the report
[bookmark: _Hlk155203548]Small and medium-sized enterprises (SMEs), strategic development and implementation is an important field. Analysing internal and external environment components in extensive detail is the main goal of critically evaluating an organisation's strategic path. The study also attempts to provide a critical assessment of stakeholder expectations. As SMEs navigate the ever-changing business landscape, sustainable growth is emphasized as the cornerstone of their strategy, which also involves formulating and verifying innovative approaches. This research aims to provide insights for SMEs hoping to prosper in a constantly changing market by briefly analyzing the complex threads of strategic growth and its implementation.
[bookmark: _Toc152882099]The reason behind choosing the SME
Hopin, a UK-based creative SMEs is a compelling case study for strategic management. Hopin's explosive advance in the virtual events platform space, which captures the essence of the possibilities and problems encountered by SMEs, justifies this decision (Hopin, 2023). Hopin is a disruptive force whose strategic choices, internal dynamics, and reactions to outside influences capture important aspects of strategic management for small and medium-sized enterprises (Colston, 2023). This investigation is expected to yield insightful information by providing a practical case study that is relevant to the current struggles and achievements of SMEs within the ever-changing business landscape.
[bookmark: _Toc152882100]Theoretical Models, Tools and Techniques
This paper on strategic development and implementation for SMEs conducts a thorough investigation. The first focus is on analysing the organization's external and internal environments to uncover the broad picture by identifying and using business environmental scanning techniques like SWOT, VRIN, Product Life Cycle, PESTEL and Porter's Five Forces Model. Models like Ansoff Matrix and BCG Matrix are then used to examine strategic growth decisions. The paper goes into detail on stakeholder analysis, using theoretical frameworks like SFA frameworks and stakeholder matrix to critically assess suitability, feasibility, and acceptability in the context of a company.
[bookmark: _Toc152882101]Structural Overview
The Executive Summary, Cover Page, and Table of Contents are the first three sections of this extensive study. The goal of the paper, the selected SME (Hopin), theoretical frameworks, and anticipated results are all outlined in the Introduction, which also sets the scene. The two main sections of the main body are the Conclusions/Recommendations and the Strategic Development Process. The first explores strategic analysis using models such as Porter's Five Forces, PESTEL, and SWOT. At the same time, the latter concentrates on strategic growth options and provides suggestions and findings for monitoring, assessment, and execution. 
[bookmark: _Toc152882102]Anticipated results for Hopin
The study seeks to clarify crucial insights essential for Hopin's expansion by conducting an in-depth review of the organisation's strategic direction, examining internal and external components, and assessing stakeholder expectations. Its final result is expected to be a comprehensive collection of developed and tested growth-oriented tactics. By applying theoretical frameworks wisely, this research seeks to provide Hopin with a strategic roadmap that will enable it to negotiate the complex terrain of the virtual events platform business with durability and creativity.
[bookmark: _Toc152882103]Internal analysis of Hopin
[bookmark: _Toc152882104]SWOT analysis of Hopin


	Strengths
	Remote workers with a variety of managerial, technical and administrative talents make for an excellent human resource team. Adaptability and quickness are fostered by this scattered workforce, which lines up with its entirely remote structure (Zahoor et al., 2022).

	Weaknesses
	In terms of finances, relying too much on funding during recessions can be dangerous for a software company which works on a remote basis. When managing remote teams, human resource deficiencies might surface and affect coordination and administration (Morrison and Ruiz, 2020). On a technical level, any breaches in cybersecurity threaten the integrity of the platform and can lead to a downturn for the organization.


	Opportunities
	From a financial standpoint, mergers or strategic alliances may add to the available funds for innovation, which can boost the economy of the United Kingdom. By utilizing its people resources, Hopin may improve its technological, managerial, and administrative abilities and maintain its leadership in the ever-changing digital market (Neeley and Leonardi, 2022). 

	Threats
	Economic uncertainty can have a financial impact on investor interest and funding, which can lead to the downfall of the company. One of the dangers to human resources in the age of remote work is talent recruitment (Przytuła, Strzelec, and Krysińska 2020). Furthermore, the reputation of the platform and user confidence is at stake due to technological concerns like cyberattacks. 




[bookmark: _Toc152882105]VRIN Model of Hopin

	Valuable
	Hopin's in-house video teleconferencing platform utilizes the most advanced technology to enable smooth virtual meetings and for the organizers to make their and attendees' experience better (Nilsson, 2020). Its leading-edge virtual event hosting skills are one of its priceless assets as they provide a special and effective distant collaboration option. 


	

	Rare
	A unique competitive advantage for Hopin is its remote, all-digital operational approach in the UK. Hopin stands out from more established rivals since it is a proprietary video teleconferencing platform without any real office locations. The firm is a unique participant in online conferencing and networking, even in the hosting. Because of its uniqueness, it stands out in the market, which adds to its attractiveness and fits with the growing trend of remote work (Bosworth et al., 2023).


	Inimitable
	Hopin's technological, managerial, and administrative abilities combine to create a special blend that is difficult for rivals to match in the informational technology domain. A certain skill set is needed for the flawless coordination and organization of virtual events and networking. Hopin's proficiency in this area, together with its remote operating effectiveness, gives it a competitive edge that is difficult to match in today's market (Bacq et al., 2020). 


	Non-substitutable
	One element of Hopin's identity that cannot be replaced is that it operates entirely remotely and has no physical office location in the UK. Because of this organizational structure's efficiency and adaptability, which are essential to its success, rivals need help to provide a comparable substitute. Some alternatives make it difficult to match Hopin's extensive virtual conferencing and networking platform for different types of organizers due to its distinctive blend of resources and capabilities.




[bookmark: _Toc152882106]Product Life Cycle Model of Hopin
Introduction Stage- Hopin debuts its very own video teleconferencing platform on the market in its initial stages. The platform attracts attention, helped by knowledgeable management overseeing preliminary operations. Hopin is an active participant in the internet-based conferencing hosting space as a result of financial resources that support marketing initiatives. When working in a remote environment, human resources adjust to working via the Internet (Adisa, Ogbonnaya, and Adekoya, 2023).
Growth Stage- Demand for Hopin spikes as it moves into the growth stage. As it develops new services and draws in an increasing number of users, the company's innovation is evident. Adequate funding facilitates strong marketing, and managerial abilities expedite the process of business development (Kurochkina et al., 2019). By ensuring operational effectiveness, the administration helps to establish Hopin as a major participant in the changing online conferencing and networking market.
Maturity Stage- As it reaches the mature stage; Hopin maintains its status as the top platform for holding online networking and conferences. Constant technical innovation supported by large sums of money keeps a company competitive. While administration effectively manages and assesses day-to-day operations, skilled management deliberately diversifies services. The company's human resources are flexible and adjust to the changing needs of the market. Hopin, being a completely remote organisation prospers due to its skilful use of resources and competencies.
Decline Stage-Hopin is in the declining stage as the online conference market changes. The business looks into new ideas to give new life to its product. Strategic financial resources are set aside for rebranding, and competent management needs help. Transition management is a critical function of administration. With its clever strategy, Hopin navigates the decline stage despite industry fluctuations, looking for new opportunities or possible partnerships to stay relevant.
[bookmark: _Toc152882107]External analysis of Hopin
[bookmark: _Toc152882108]PESTEL Analysis of Hopin
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Figure: PESTEL analysis Model
Source: (Segura et al., 2023)






	Political
	· Regulations about telecommunications, data safety and online. Services may differ between nations. Hopin must make sure that these rules are followed to lawfully conduct business.
· Modifications to governmental regulations of technology, internet use, and data privacy may impact Hopin's operations.
· The availability and use of the Internet can be impacted by political unrest or disputes over international ties between nations (Manacorda and Tesei, 2020). It could affect Hopin's worldwide reach.
· The government's monitoring policies might affect user confidence and privacy issues (Arishina et al., 2022). It's crucial to follow stringent privacy regulations and open data standards.

	Economic
	· Businesses may reduce their expenditure during economic downturns, which could impact the need for video conferencing services.
· Hopin's pricing strategy, which includes flexible pricing options and subscription models, ought to be in line with current market realities.
· In conducting business in various countries, exchange rate fluctuations can affect earnings, costs, and overall profitability (Singhal et al., 2019).

	Social
	· With the increasing demand for video conferencing, Hopin grows in remote work environments with a favourable work culture.
· Social preferences for different communication styles and modes influence user-preferred features and interfaces.
· Hopin may be influenced by the changing social behaviours and use expectations, which include preferences for smooth and intuitive preferences.
· Hopin needs to be culturally aware approach and provide features that work with a wide range of cultural expectations and customs.

	Technological
	· To maintain competitiveness, ongoing innovation in functionality, user experience, and video and audio quality is crucial for Hopin (Oke and Fernandes, 2020).
· Hopin's market share and overall user experience are expanded by its affinity with other technologies, including virtual reality apps, project management software and collaboration systems.
· Strong cybersecurity measures are necessary for Hopin to keep the trust of the users regarding data protection and encryption.
· To remain competitive, Hopin should constantly work on its features, improving the quality of the audio and video and increasing user experience. Only by adopting innovative technologies can it be placed at the forefront of the industry (Harris et al., 2019).

	Environmental
	· Supporting the shift to using renewable energy sources concerning environmental sustainability objectives is important for Hopkins.
· Hopkn must encourage sustainability throughout the supply chain, including hardware suppliers and service partners.
· By encouraging remote work using video conferencing platforms, Hopkn can reduce travel and carbon emissions.
· By embracing CSR initiatives, Hopin can have positive social and environmental impacts (Troise and Camilleri, 2021).

	Legal
	· Hopin must abide by regulations regarding data privacy and protection. Hopkins needs to use blockchain technology to guarantee strict data security protocols and open privacy policies (Iftekhar et al., 2020).
· Hopin must follow the laws that demand user consent or authorisation. It is crucial to communicate openly,
· Keeping consumers, partners, and other service providers under legally solid contracts and agreements facilitates the management of obligations, liabilities, and expectations.
· Hopin's business methods are guaranteed to be fair and transparent through adherence to consumer protection legislation. Proper pricing, unambiguous terms and conditions and moral behaviour aid legal compliance.




[bookmark: _Toc152882109]Porter's Five Forces model of Hopin
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Figure: Porter’s Five Forces model
Source: (Jyoti & Mahajan, 2019)

· Threat of entry: In establishing a new online video conferencing company, it is necessary to have huge investments in infrastructure and technology. It discourages new companies from entering the market. Because established companies enjoy the economics on a large scale, it is difficult for a new company to fix lower prices and use innovative technologies (Grabowska and Saniuk, 2022). Well-known brands like Zoom and Microsoft Teams already exist in the market, and they have gathered a large number of users and their trust. It is quite difficult for a new company to enter this business. Hopkins has already been operating for some years. So the threats of a new company are very low.
· Bargaining power of buyers: Plenty of options are available for consumers in choosing online video conferencing platforms. It gives them opportunities to select products according to their features, cost, and ease of use. All the video conferencing platforms share the same operational features, which made the customers switch to another platform offering lower prices. While a small percentage of the customers may be devoted to a single platform, some customers want to try new platforms. It results in consumers having more negotiating power.
· Bargaining power of suppliers: Due to the abundance of providers in the market, technology suppliers need more negotiating power. Hopkins can select from a range of technological opinions, which lessens the dependence on one supplier. Although the industry is competitive, Hopins can work with various developers to build their software. 
· Threat of Substitutes: There are other communication tools available which create a moderate threat. The gatherings, in-person and conventional conferencing techniques, serve as substitutes for some exchanges, particularly for companies who want to communicate directly. If a company similar to Hopins comes into the market and starts getting popular, it might pose a threat to Hopins. Platforms that combine different tools for communication could be a threat as they are offering more than just video conferencing.
· Industry rivalry: There is fierce competition for the market share in this industry. There are already some big companies in the market, like Zoom, Google Meet, and Microsoft Teams, and they are operating without any problems. It poses a big threat to a company like Hopin. Some companies use various means to satisfy their customers (Ali et al., 2021). It contributes to a great rivalry between the companies. Some companies are using an aggressive approach to pricing. They are offering many features with lower prices, which attracts a lot of consumers to change using their platforms.
[bookmark: _Toc152882110]Findings of internal and external analysis of Hopin

	Strength
	Weakness

	· Top virtual event platform
Hopin is widely regarded as one of the top platforms for online events. It has dependable infrastructure and a simple user interface.
· Easy-to-use interface
A strong emphasis on innovation along with ongoing feature and product development.
· Flexibility option
Provides a flexible selection of options for different kinds of virtual events.
· Global reach
Broad global reach, serving a variety of audiences and markets. The organisation is able to cater to a wide variety of markets and consumers because of its wide reach.
· Strategic Partnerships
Beneficial alliances with influential business figures and event planners. These partnerships not only increase the platform's legitimacy but also make it easier to include complementing technology.

	· Competitive Pressure
Growing rivalry in the online events sector might affect market share. As both new and current rivals step up their services, Hopin needs to continuously set itself apart via innovation. 
· Reliance on Internet availability
When it comes to market swings, excessive reliance on virtual events might be risky.
· Limited ability to host offline events
An absence of physical presence may restrict participation in hybrid event marketplaces.
· Complexity of User Onboarding
At first, some users could find the functionalities of the platform needing clarification.
· Technical difficulties
There may be technical hiccups or interruptions during busy events.

	Opportunities
	Threats

	· With the rising tendency toward remote work, Hopins can be used as a dependable source for companies that are adjusting to flexible work.
· Hopin can give customised features in online meetings, such as interactive elements and networking resources to host virtual conferences.
· Hopin can use its platform in the educational field. By adding some features like conducting online tests and interactive lessons, Hopins can surely do well in this field.
· Hopin can collaborate with other communication tools. 

	· In the online video conference industry, there are both old and new companies that are operating very well. They can be a threat to Hopin's customer base.
· The bis companies usually make their price slightly lower to attract consumers. Hopin has to withstand this price war.
· If Hopins' platform has any security flaws, it might be dangerous for the company. The consumers will lose their trust in Hopin.
· Policies regarding date safety and protection are constantly changing and are becoming very complicated. If Hopin fails to follow any of these, it might face legal issues.




[bookmark: _Toc152882111]Analysations of the strategic factors concerning Hopin

[bookmark: _Toc152882112]Ansoff matrix model of Hopin  
Ansoff matrix can be used by Hopin, an online occasion platform, to investigate expansion opportunities strategically, four strategies are recommended by the Ansoff Matrix: diversification, product creation, market penetration, and market development. 
Market Penetration: By gaining market share, Hoping can step up its efforts in current markets. As per Clarissa (2020), this can entail increasing market share in the virtual events space through collaborations, improved features or marketing campaigns.
Market Development: Investigating undiscovered market segments inside existing markets or new markets altogether are choices. Targeting areas where online gatherings are becoming more popular or customising. A state form for particular sectors is a way to increase its reach.
Product Creation: Hoping can concentrate on improving and boarding its selection of products. Kroger serves a wider range of plant demands. It may entirely add new features, enhance the user experience or create specific tools for certain event types.
Diversification: Risk can be reduced by branching out into unrelated new markets or sectors (Gurcaylilar-Yenidogan and Aksoy, 2019). Hopin may think about diversifying into markets with various technological requirements or developing new virtual services outside of events to increase the variety of profits it receives.
Hopin needs to consider technical viability, market demand competition, and possible returns when analysing these strategies. Adaptability to changing market conditions and consumer demands is essential for this business.
In addition, a combination approach that incorporates aspects of two or more strategies could work well. Khajezadeh et al. 2019) mentioned that introducing novel features to gain a larger share of the current market is one way that market penetration and productive fun can work together through the use of the Ansoff Matrix. Hopin may methodologically investigate growth strategy based on the company's resources, risk tolerance and indefinite knowledge of the online events market; one of these solutions will select it to execute a strategy effectively. 
[bookmark: _Toc152882113]BCG matrix model of Hopin
The Boston Consulting Group's (BCG) Matrix divides a company's product line into four groups: Dogs, cash cows, stars, and question marks. The Hopin's product line can be examined through this matrix.
Star: in a market with rapid growth, stars denote products with a large market share. It might be the main platform for online events. With the increasing demand for online events, the platform may have a significant market share, making it a star. Its strong position may be maintained and strengthened with investment in marketing and innovation (Chiu and Lin, 2020).
Question Marks: Products with a low market share in a rapidly expanding market are known as question marks. Although Hopin is in a quickly expanding industry, the company may have innovative or emerging services or goods that are yet to gain a significant share of the market. These need careful consideration; if the potential is not realized, it may be necessary to phase them out or invest in converting them into stars.
Cash Cows: In a market with little growth, sources of income are goods that command a large market share (Kader, Hossain, 2020). Within the Hopin context, they could be well-established mature products found on the virtual activities platform. This product constantly brings in money, even though the market is growing more slowly. In addition to extracting answers for spending on stars or question marks, management should concentrate on optimizing profitability.
Dogs: In a market with slow growth, dogs are items with a low market share; Hopin belongs in the dog category if any of its features or services needs to be doing better in the present market and need more room to develop. Reevaluating their positioning them out are examples of strategic decisions. According to Tien (2022), management should use the BCG matrix to balance the company's product line and create a mix that will support overall growth. 
[bookmark: _Toc152882114]SFA framework regarding the strategic factors of Hopin

The suitability, feasibility and acceptability (SFA) framework is an essential tool for evaluating a company's strategic factors. 
Suitability: Hopin’s strategy needs to be in line with its objectives and external environment. The suitability of the selected strategic factors like technological advancement and global expansion needs to be evaluated considering the company's strength as well as the possibilities and difficulties in the online event market (Hashemkhani Zolfani et al. 2022). This alignment guarantees that the strategy is appropriate for both the present and the future.
Feasibility: The festivity of the selected factories is examined in terms of whether Hopin has the resources, expertise and ability to carry out the strategies (Øra et al., 2020). It has chosen, for example, technological innovation, which requires R&D capabilities, and global expansion, which requires operational and practical feasibility.
Acceptability: A strategy's acceptability must take into account the opinions of all stakeholders, including clients, investors and staff. For Hopin's strategic factors to be supported going forward, these groups must be in line. Hopin's method is more likely to be accepted when factors like customer happiness and regulatory compliance are taken into account. 
[bookmark: _Toc152882115]Stakeholder Matrix 	
Mandelow’s Stakeholder Matrix is a tool used to categorize stakeholders according to their degree of influence and interest (Mints and Kamyshnykova, 2019). According to Hopin, evaluating the viability of strategic options entails considering a variety of stakeholders:
High interest, High influence (keep satisfying):
These parties have a great deal of power and investor interest in Hopin’s success. They include investors, key clients, and technological partners. It is essential to interact with them closely to guarantee that strategic options are accepted. For instance, incorporating big event planners into product development is in line with customer demand.
High interest, Low influence (keep informed):
Thus, the group is very interested in Hopin's activities but has little direct impact; it may consist of individual users and smaller event organisers. Ensuring that users are informed of communication, systems for providing feedback, and focused marketing helps to guarantee that they comprehend and accept changes in strategy (Safapour, Kermanshachi, and Kamalirad, 2021).
Low interest, High influence (manage closely):
This group includes industry groups, regulatory authorities, and potentially rival businesses. Even if they might not be directly involved in Hopin’s daily activities, their influence can still have an impact on whether strategies are accepted, particularly when it comes to competitive positioning and regulatory compliance. 
Low interest, Low influence (monitor):
Even if a stakeholder has little influence or interest, their opinions should still be taken into consideration. It is ensured that unanticipated problems are addressed, and potential risks are mitigated by keeping an eye on this group, which may include certain regulatory bodies or external partners.
[image: ]
Figure: Stakeholder matrix
Source: (Self-made)

[bookmark: _Toc152882116]Conclusions and Recommendations
[bookmark: _Toc152882117]Recommended strategic direction based on the strategic analysis
Through a calculated strategy, the online platform Hopin can improve its market position and promote development. Through focused marketing strategies and partnerships, the firm hopes to increase its visibility in the virtual events industry. It also intends to invest in research and development to innovate and improve its product offerings. 

[bookmark: _Toc152882118]A timeline for strategy implementation

	
	1st January,2024 - 31st December, 2024

	Strategic options
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6
	Month 7
	Month 8
	Month 9
	Month 10
	Month 11
	Month 12

	Analysing the marketing conditions
	
	
	
	
	
	
	
	
	
	
	
	

	Planning up an organisational workshop
	
	
	
	
	
	
	
	
	
	
	
	

	Development of organisation's rules and regulations
	
	
	
	
	
	
	
	
	
	
	
	

	Improving audio and video quality
	
	
	
	
	
	
	
	
	
	
	
	

	Application of innovative technologies
	
	
	
	
	
	
	
	
	
	
	
	

	Introducing virtual reality applications
	
	
	
	
	
	
	
	
	
	
	
	

	Developing user Experience
	
	
	
	
	
	
	
	
	
	
	
	

	Adopting cybersecurity measures
	
	
	
	
	
	
	
	
	
	
	
	

	Embracing CSR initiatives
	
	
	
	
	
	
	
	
	
	
	
	


Figure: A Gantt chart on the strategic implementation process
Source: (Self-made)

Analysing the market situation should be Hopin's priority. It has to identify its competitors and analyse the pricing and the customer's expectations. It will take 3 months to examine the market conditions and allocate a budget for their product. After that, they will start designing their products and develop them accordingly. To stay competitive, they have to adopt new and innovative technologies and be constantly updated. They need to do it in four months. They can introduce virtual reality applications. After discussing this with their technical team, they can add this feature in five months. In the competitive industry, they have to think about how their consumer is loyal to them. They need to provide customised services to some customers, using innovative technologies to give their consumers a good experience. It needs five months. As an online video conferencing platform, it should think about the data safety and privacy of its customers. They have to build a solid cybersecurity network, which helps them generate trust in the customer. They need to build it in 6 months. As a business enterprise, Hopin should remember to take CSR initiatives to maintain sustainability. In the last 6 months, they will embrace the CSR initiatives.
[bookmark: _Toc152882119]Significance of strategic directions concerning Hopin
Hopin has a customised road map for long-term success in the world of online events with the strategic approach. By prioritizing product development and market penetration, Hopin is able to satisfy changing client demands while maintaining its present market share and expanding its product line. Hopin sets itself up for future expansion and innovation by carefully preserving its top items and resolving any concerns with the portfolio. The strategies that have been selected not only fit the organisation's goals but are also practical and favoured by stakeholders, thanks to their connection with the SFA framework. 
[bookmark: _Toc152882120]Potential consequences for unfollowing the proposed strategic directions 
Hopin may face various consequences if the suggested strategic directions are not carried out. If the company fails to step up its efforts to enter fresh markets, it might lose ground to rivals and lose out on important market share. Avoiding the creation of novel goods can lead to rigidity and make it more challenging to adjust to altering customer requirements. The BCG Matrix suggests that resource allocation may prevent missed opportunities and underutilize potential stars. Ignoring stakeholder concerns can affect acceptance in general; a lack of strategic alignment may weaken Hopin's competitive advantage and growth prospects. 
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