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[bookmark: _Toc155269137]Introduction
The advancement of business technology is resulting in the need for influencing and making sure that the business can achieve competitive edge. Strategic planning plays an important role because it is related to the competitive edge. The purpose of strategic planning within the SME sector is to make available a business to gather as effectively as possible as well as suitable advantages over their competitors. Strategic planning is addressed with the setting of midterm to long-term company goals, the development and implementation of strategic plans to accomplish the organizational goals and the segregation of the required resources for the remaining goals. The report will focus on the strategic planning and implementation within the Hopin company which works as an SMS company in the UK. The report will evaluate the external as well as internal environment of the company by applying PESTLE, SWOT, and VRIN models. It will reflect the current strategies of the company for growth by applying Porter’s Generic Strategies, Ansoff matrix, and Bowman’s Strategic Clock model. It will also suggest the most suitable, feasible and acceptable strategic opinion for the company by analysis as well as critically evaluate the expectations of diversified stakeholders. It will present the essential strategic recommendation for the company for its future development and implementation by considering the challenges of SMEs in the implementation of strategic direction.  


[bookmark: _Toc155269138]Overview of the company
Hopin is a company that comes under the SME sector. The company provide the software solution to the customers. Johnny Boufarhat founded the company in the year of 2019 (Hopin, 2023a). Hopin was a sensation based in London. It was a complete event platform that referred to geographical boundaries, and communities, allowing brands and people to make captivating the live experience. The company is an all-in-one event management place that manages and builds events, meetups, tradeshows, conferences, fairs, online courses, webinars and exhibitions. It made an unexpected experience with the Hopin app, it currently available on Android and iOS. 
[bookmark: _Toc155269139]Company’s strategic statement
Vision: As per, Hopin. (2023b), The vision of the company is to connect with people, build a community and power the business. 
Mission: The Hopin mission refers that they work within the business of the engagement community (Hopin, 2023b). They connect the individual to the heart of the company. All the products bring the people collectively across the experience. 
Goal: During the several collaborating tools and video conferencing, virtual event platforms such as Hopin events their major purpose is to make the host event (Hopin, 2023a). It enables the customers to create the event engaging, they connect the audience at the scale. 
Objective: The company’s objective is to create live events on the online platform that are personal and interactive (Hopin, 2023a). When they began to design the Hopin a few years before, they aimed to provide the organisers with the capabilities to rebuild the experience of in-person events as nearly as possible, however, on the online platform and all in one place. 
The strategic statement including the vision, mission, goal and objective of the company reflects that the company follow the customer engagement, and community building strategy that provides them direction in a specific way to accomplish their organizational goals. 
[bookmark: _Toc155269140]PESTLE Analysis 
The company reflect the external environmental factor that affects the company’s operation. The discussion will apply the PESTLE analysis by considering elements such as political, economic, technological, legal and environmental (Perara, 2017). 
Political environment: Governments of the country pass rules and regulations that impact the relationship among the customers, companies and suppliers. The government is accountable for protecting the public interest (Maiello, 2022). The government considered the new business within the UK that covers the various awards by saving money on the place to open the new windows. The government in the UK provide the equipment of IT to help the new SMEs in the UK. It creates a positive impact on the company by providing them with financial resources. On the other hand, the strict rules and regulations affect the company’s operation in terms of customers and the company’s relations.
Economic environment: The UK is the sixth-largest economy in the world and it is a significant player in the world economy (Crown Commercial Service, 2023). The many industries serve the significant sources of income for this leading economy around the world. SMEs create maximum opportunity for employment within the UK. They also build semi-skilled as well as skilled groups to help the future business expansion within the country. The economic stability within the UK relies on the low rate of employment. It creates a positive impact for the company in terms of governmental support. 
Social environment: Social factor refers to things that influence the spending and habits of the customers (Enterprise Research Centre, 2022). It involved demographic factors such as lifestyle, trends, and tastes. The social construct of the business environment that operates within them contributes to their growth and failure. Social environmental factors create an impact on the company’s key stakeholders as customers, employees, business decisions, opportunities, strategies and challenges. 
Technological: As per Tech UK. (2023), The SMEs in the UK that utilise business management technologies reflect productivity which is approximately 25%. SMEs want to opt the more digital equipment, services and different aligned technologies to support them in flourishing and success on the other hand there are several barriers in terms of the rapidly changing technology and, the increased cost of the technology. The UK is one of the world’s biggest information communication technological markets which has gained the 2nd place within the ICT spending rate. The UK digital technology turnover in the year 2018 amounted to approx. $240bn. To maximise the worldwide potential for UK tech SMEs, the UK government introduced a new strategy whose purpose is to make the UK a universal tech superpower. The strategy objective is to make a supportive environment for the business to thrive and succeed, with a focus on innovation, skills and infrastructure. it serves as an opportunity for the company to expand their business. 
Legal environment: All businesses must be aliged with the various regulations and laws from safety and health laws to data protection regulations to tax laws. These laws can be difficult and time-consuming to direct the business by investing in legal laws, equipment, and training. The legal laws involve security, contact, employment, consumer protection, industry-specific laws, tax and regulation. These legal obligations create challenges for the company in terms of the highest tax rate, and retraction policies. 
Environmental: The environmental management practices limit the SME’s industry (Department for Business, Energy, and Industrial Strategy, 2023). The four major environmental problems that are most likely to affect the activities of the business through climate change, waste reduction, pollution, and sustainability. Due to the environmental footprint of the SMEs, Their collective influence is considerable. As Hopin works within the SME sector, these environmental factors create an impact on the company. Experiential fact points to a shared of 60 to 70 per cent within the industrial emission. The physical condition within the environment influences how the company implement itself. Environmental factors can affect the supply chain, and enhance the cost of raw materials for the company.
[bookmark: _Toc155269141]SWOT analysis 
The discussion will analyse the internal environment of the company by involving its strengths, weaknesses, opportunities and threats. 
Strength: The company focuses on a friendly environment by which they reduce waste and carbon footprint (Hopin, 2023c). They also emphasise genuine engagement through the video chat with the group and one-on-one attendees. The unlimited use of the events through the host of all the kinds and sizes of events on the Hopin events. They considered their global audiences. It provides them strength. 
Weakness: The Hopin company missing the capabilities to make the recurring events (Trust Radius, 2023). They are dedicated to dealing with the events and aligning the speakers on the stage instead of being automatic. The Hopin do not have the option to stream live on Facebook and YouTube through video conferencing. They also do not have the option for the caption. Hopin company use their software for video conferencing. However, the ineffectiveness of their software creates a weakness for the company. 
Opportunities: The company was trying to resolve the hard issues of breaking the geographic challenges and bringing people collective, so they create inclusivity and empathy (Hopin, 2023b). They focus on connecting the people irrespective of region, culture, opinion and choice. Their customer engagement strategy serves as an opportunity in terms of increasing the market share. 
Threat: During the Hopin gained popularity due to the pandemic, the company struggled the effectively monetise their online platform for various reasons (Shubber, Nilsson, and Kruppa, 2022). Several users opted for the low-cost plans which created a gap in the revenue generation process, it created a challenge for the company. 
[bookmark: _Toc155269142]VRIN model 
 Making a competitive edge that puts the company forward from its competitors is the key to the growth of the company, particularly with the level of circumstances within most marketplaces (Droli, 2019). However, for the company to sustain itself in the long run, they have to determine ways to create competitive advantages over its competitors. Capabilities, as well as resources, can support the business in getting off the place and accomplishing the growth initially. The technological advancements and the market demand, that are fulfilled by the competitors show the loss of the competitive advantage situation in front of the company. To increase the company’s potential, it is required to demonstrate, understand and secure the useful resources and quality of resources that can permit the company to face its competitors. The VRIN framework helps the company to determine its competitive advantages by carefully forming an effective strategy. 
VRIN framework analysis is defined as the strategic planning tools that are used to support the company to determine the resources as well as the capabilities that can serve them a sustainable competitive edge (Droli, 2019). It reflects how the company’s resources work and how the company implies its resources. As per the VRIN framework, for the resource to gain the potential to take competitive advantages, it comprises the four categories of resources such as valuable, rare, imitable and non-substitutional. 
	Resource 
	Value 
	Rare
	Imitate 
	Non-substitutable 
	Competitive analysis 

	Financial 
	Yes, the value of Venture capitalist virtual events at Hopin will be around $7.6 billion within the year 2021. 
	No
	No 
	Yes 
	Realised competitive parity 

	Fixed Assets
	Yes 
	No
	No 
	Yes 
	Realised competitive parity 

	Technology 
	Yes 
	No
	Yes
	Yes
	Realised temporary competitive advantage 

	Human resource
	Yes
	Yes
	No 
	Yes 
	Temporary advantage 

	Location 
	Yes
	No
	Yes
	Yes 
	Temporary advantage

	Brand equity
	Yes
	Yes
	Yes
	Yes
	Competitive advantage 

	Consumer loyalty 
	Yes 
	Yes
	No 
	Yes 
	Competitive advantage 

	Innovation 
	Yes
	Yes, because presented a unique product that helped the 
	Yes 
	Yes 
	Competitive advantage

	Marketing 
	Yes 
	Yes
	No 
	Yes
	Sustainable competitive advantage



[bookmark: _Toc155269143]Poter’s generic strategic 
The company's relative position within the respective industry identifies where the company’s profitability rate stands. The above-average rate of profitability within the industry shows the long-term sustainability competitive edge of the company (Ateljević, et. al., 2023). Majorly it has two type of competitive edge that can pose low differentiation, The basic two kind of competitive advantages comprise the scope of function for which the organisation determines to achieve and direct to three generic strategies to accomplish the average above performance within the industry such as cost of leadership, focus and differentiation. 
Cost leadership: In the leadership, the company tries to set low production costs within the industry (Ateljević, et. al., 2023). The source of the cost edge depends and varies on the framework of the industry. They involve the implies of the economic scale, preferential access to material, and propriety technology. A low cost of production helps the company to determine and exploit all types of cost advantages (Witcher, 2019). If the company can accomplish and sustain its complete cost leadership, it shows that it will come under the above-average performance within its industry, which serves to command prices near the industry average. The cost leadership in Poter’s cost aims to accomplish a competitive edge by serving the services and product at a low cost as compared to their competitors at the time of managing an affordable quality level to provide the products at the price that attracts the customers and permit the business to demonstrate the significant market share (Dawes, 2021). It serves benefit to the company by supporting it in gathering new customers and enhancing the market share. Customer is more focused on the company that provides the quality of product at the lower cost price (Witcher, 2019). The company can use this strategy by developing the quality of services and products at a lower cost and providing the quality of products and services at affordable prices.
Differentiation: In this strategy, the company looks to be unique and different within the industry by some dimensions that are highly valued by the customers. It chooses more attributes that several buyers within an industry as significant and innovative positions to accomplish the needs (Ateljević, et. al., 2023). The differentiation within the business is defined as the value of setting the company apart from the competition with a particular factor, like a distribution network. It serves the highest level of value to the target audience and supports the company to differentiate itself within the marketplace (Dawes, 2021). As, the company already differentiate its product and service with their unique offering. However, they can further differentiate their products and services by developing unique features within their existing and new products as the customer demands and needs.
Focus strategy: The generic strategy emphasises the selection of a fine scope for the competitors within the sector (Ateljević, et. al., 2023). The focusers choose a group of segments within the industry and adapt their strategy to offer them the segregation of others. The focus strategy has two major variants (Dawes, 2021). This strategy makes the company able to develop and improve their pricing focuses and structure on particular knowledge, customer relationship development and reinforcing customer loyalty. it ensures the company lowers production costs. Although, the company can implement this strategy to reduce its production costs. 
As per the above model, the company can select the differentiation strategy because it helps the company to improve its existing products and services by installing further features as per the customer's preferences. It can help them to develop a connection with customers and achieve their organizational objectives.
[bookmark: _Toc155269144]Ansoff matrix
The company focus on their success irrespective of its size, leadership purpose is to achieve the effective success with time (Hague, 2019). An Ansoff matrix provides the four types of strategy to the company that help them in their expansion as well as their growth by measuring the related risks (Planellas, and Muni, 2019). This model comes under the product management software and supports the leader and company in deciding the future success plan and the operational plan. The certain Ansoff matrix for organisational success serves as a straightforward approach to the company during a difficult project (Chakraborty, and KumarBiswal, 2023). These strategies support the leaders of the company to understand the diversified success avenues and enable them to effectively evaluate their options. Ansoff demonstrates that there are two methods to approach the growth of the make strategy such as adjusting the product as well as adjusting the market. Ansoff identified that there are two major ways to accomplish growth within the market strategy adjust the respective market or adjust the respective product by change and improvement. 
Market penetration: A market penetration strategy reflects the situation where the company's purpose is to increase its market share within the existing market. The company can introduce offers and promote their product to motivate the customers to use their App (Hague, 2019). Hopin’s acquisition approach is to provide the hybrid and virtual event market from the entry point and each angle, advantages of technology to support customers to connect, global events experience collectively and create long-term reactions around the world (Planellas, and Muni, 2019). it helps them to increase their existing customer base by selling the same type of app service to more consumers. The major purpose behind the use of this strategy is to increase their recent market share. The company can implement this strategy by changing the recent marketing mix. This can be done by adjusting the pricing strategy and updating the promotional efforts. 
Product development: The product development strategy is to develop the new product or improve the existing product to serve within the same market (Planellas, and Muni, 2019). The company must have customer needs and strong awareness related to the current market conditions. The company generally expands their product by aware its customers towards their product and determining the demand (Hague, 2019).  The company designed their set of products to power the flywheel community by building content and events. Content and events make conversation, engagement and animate traffic. Hopin products can be utilised to engage a target audience and community experience. 
Differentiation: In diversification strategy, commonly comprises a high level of risk. However, it required product development as well as market development (Planellas, and Muni, 2019). However, it can provide the highest rewards either by accomplishing new revenue opportunities or by mitigating the company’s dependence on a particular product and market. The diversification majorly complies with the two strategies related diversification and unrelated diversification.
1. Related diversification strategy: This strategy of diversification reflects the possible synergies that can be realised among the new market or product and the existing business (Hague, 2019). The company can launch a new product and service by entering a new industry. As currently company working within the tech industry and for further growth it is entering the e-commerce industry. In this strategy, the company required research and development investment and production. 
2. Unrelated diversification strategy: This strategy of diversification is unlikely that actual synergies will be realised with the new product or market and exiting business (Hague, 2019). The company faced issues in products and services in terms of have lack of features such as live streaming on Facebook, and Instagram. So companies have the opportunity to develop these features in their product and develop. It serves as a product line within the company’s operation. If the management of the company wants to reduce the complete dependence on the customer's discretion, they invest to develop the product uniqueness to differentiate. 
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 As per Bowman’s strategy clock model, the company can select a strategic position that serves an effective competitive edge (Almutairi, 2023). It demonstrates the variety of options by which the company can position their product and services as a brand based on the two types of dimensions such as perceived value and price. It directs the eight strategic options that are categorised within the four quadrants and demonstrated within the clock. To measure and evaluate the current of the company, they must understand the basic position strategy. With this awareness, a company can implement the changes to change and modify their competitiveness within the existing market (Almutairi, 2023). This marketing model comprises the eight elements that can help the company such as low price, hybrid, low price and low value-added, differentiation, risky high margins, loss of market share, monopoly pricing, and focused differentiation. 
Low price and low value-added: Under this strategy, the company serve their product at a relatively low price (Almutairi, 2023). The product as well as the service of the company is not different and the value of the customer is very low. 
Low price: The company can use this strategy at the time of large quantities of the products. In the context of the previous strategy, the market value of the company’s product (Almutairi, 2023). A low price, direct to the low-profit margins at the single product. Although, because of the high volume of results, the company can gain the highest profit. 
Hybrid: This strategy can provide effectiveness to the company if the company can directly add value and provide the product at a consistent quality regularly. It can attract more customers for the company by providing affordable prices with valuable products (Almutairi, 2023).
Differentiation: This strategy aims to serve the consumers with several levels of perceived value (Almutairi, 2023). By diversifying the product, the company can create unique values for the customer. The unique value can same as the value proposition of the product and service. 
Focuses on differentiation: This strategy targets the position of the service at the price level, by which the customer purchases the product because of the huge perceived value. These products are high prices and target the customer willing to pay more than their competitors related to the economy (Almutairi, 2023). 
Risky high margins: This strategy refers to the high-risk position strategy (Almutairi, 2023). In this strategy without serving anything additional within the relative perceived value, the company determine their high price. If the consumers rapidly purchase the service at a high price, it reflects the high return. 
Monopoly pricing: This situation shows that one company within the market serve their product and service (Almutairi, 2023). The company can enjoy the monopoly position by which they are less concerned about the pricing as well as the customer value. To gain this situation, the company should set the price at their discretion. It is so complex to accomplish, in most economies, the regulatory bodies can break the situation related to monopolies to promote the competitors and enhance the customer's value. 
Loss of market share: This strategy includes products with low perceived value (Almutairi, 2023). However, it complied with disproportionately high pricing. This position usually shows the worst position that suggests the company is exiting within the decline. The company can select this strategy to move within the new market. 
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The stakeholder analysis refers to a process of determining the people before starting a particular product, teaming up with them as per the level of their performance, participation, interest and impact within the project and demonstrating how to effectively include and communicate with stakeholders within the group (Harrison, et. al., 2019) (Alstott, Ackerman, and Van Parijs, 2020). This analysis can help the company enlist the support of key organizational players, and gather prior engagement between the stakeholders on plans and goals, to provide support to address the issues priorly. 
This company can conduct the stakeholder analysis by applying the following steps:
Demonstrate the stakeholders: The company can implement this step by brainstorming with their team of all the potential stakeholders such as executive staff, finance, marketing, product sales, IT experts, consultants, engineering, and development (Hopin, 2023a). As the company provide tech service to connect the people on the online platform, they require these stakeholders who can help them to make their services better by providing valuable product and service to gain the maximum profit.
Group and prioritise these stakeholders: The company should categorise the people according to their interests, influence and level of performance and participation. High power and high interest are the most essential stakeholders and the company should prioritise them and make them happy with the progress of the projects (Hopin (2023a). High power and low interest reflect the impact of these stakeholders within the company, The company should focus on keeping these stakeholders satisfied. However, their low interest in the company’s project is so they can off the over communication with them. Low power and high interest refer to the company keeping them informed and checking them regularly to ensure that they are not experiencing issues on the project (Alstott, Ackerman, and Van Parijs, 2020). Low power and low interest mean that the company can only inform this stakeholder periodically, however, it doesn’t do much.  
	Categories 
	Key stakeholders 

	High interest and high power
	CEO, CFO, Founders

	Low interest and high power
	Investors, Preference shareholders 

	High interest and lower power 
	Employees, labours 

	Lower power and lower interest 
	Supplier, Middleman, Brokers, Customers  



Demonstrate how to interact with stakeholders and win the stakeholders: The company should think strategically about how the company can effectively earn the regular support of each of the stakeholders (Hopin, 2023a). The company needs to motivate the stakeholders and determine the stakeholder's views about the project. 
[bookmark: _Toc155269147]Challenges faced by the company
The company deals with the technology industry, and the rapid evolution of the technology can create challenges for the company (Hopin Event, 2023). The increasing importance of events can reduce the demand for the virtual events of the company. The development of virtual reality creates intense competition for the company. The challenge related to the monetisation model can create barriers within the operation of the company. The increasing customer retention with other brands as well as the changing experience and preference for the customer can create an effect on the customer's growth. The changing market trends and perceptions affect the investor's behaviour and sentiments and can create challenges for the company to sustain their business within the UK market.
[bookmark: _Toc155269148]Recommendations
As per the overall discussion, the company can implement the following solutions to overcome these challenges.
Select the right venue: The company should determine the place team that provides value to the health and safety of the community (Hopin Event, 2023). They should support within effort that will create the planning process effectively. 
Set the focus on the value and expectation: After completing the two years of performing within the hyper-convenient and lower cost for the virtual events, they should focus on concentrating on the people to attend the events to evolve the set of the value proposition and expectations. They should emphasis creating effective perceptions and expectations that can help them to propose effective and strong connections with the people (Hopin Event, 2023). The company can connect with the audience by personalising their ways. They can use the event marketing strategy to aware the customer aware by telling the story. They will tell the customer why their events are relevant for them. 
Communicate proactively with the customer: Consistent and clear communication is the key to connecting the audience’s mind and they should ensure that the audience knows what to expect (Hopin Event, 2023). The rapid communication with the community before connecting the event, so that they can prepare, register and gather knowledge about the event.
Maintain the partnership for the collective growth: The customer of the company should be their priority so they have to make decisions by considering them and proving the value to them. within the professional events, they need to make more sponsorship opportunities in terms of key advantages within the personal events (Hopin Event, 2023). They should support to avoid the confusion that affects the customer experiences or affects the relationships with the key partners and stakeholders. 


[bookmark: _Toc155269149]Conclusion 
Strategic management represents the basis for the SME’s management and the SME’s existence. Difficulty within the competitive market needed a wide range of flexibility and innovation development from SMEs. As the company work in an SME sector, it serves advantages to the company in terms of priorities for their financial requirements, creating a competitive edge, linking with the staff members and communicating what they require. The significant aim of strategic planning is to support the company in managing and mitigating business risks. Strategic management provides complete assistance by developing the policies and plans to accomplish the objective and segregating the resources to execute the plan. It was concluded that Hopin provided the software solution to the customer by connecting them. The discussion reflected the external as well as internal factor that affects the company‘s growth by applying the PESTLE and SWOT analysis. The discussion determined the competitive advantages of the company by applying the VIRN analysis matrix. It also demonstrates the factors that the company needs to focus on at a specific time by applying Bowman’s strategy clock model. It was conducted a stakeholder analysis of the company that suggested a strategy for the company to engage their employees. The discussion determined the challenges that the company can face in the future due to the rapidly changing technology, marketing trends, customer preferences and inventors. The report suggests a recommendation to the company that can help them overcome these challenges in the future. 
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