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Executive summary: 
Strategic marketing is the step by step process for developing a complete marketing report through which the management can develop their strategic objectives of the firm. This particular report has analyzed the strategic marketing analysis of Ravensbury restaurant using a number of tools and techniques. This report has analyzed the company mission and strategic objectives of the firm. This report also has explored the environmental analysis, competitive force analysis, strategic capability analysis and strategy analysis using a number of tools and techniques. 
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[bookmark: _Toc511756973]Introduction: 
From the last few decades with the rapid advancement of technology and innovation has brought a number of opportunities for the organizations to achieve competitive advantages over the other firms. The emerging growth of technology and innovation also has shaped the marketing process of an organization. The marketing team of an organization can easily develop a range of strategic decisions with the help of various strategic tools and techniques (Keller, Parameswaran & Jacob, 2011). The emerging technology and innovations also has helped the marketing team members of the organization to communicate with the customers and suppliers that helps in maintaining long term sustainability and growth of the firm. Strategic management provides an in-depth analysis of the organization for achieving various strategic objectives of the firm. With the help of effective strategic management practice, the organization can maximize its resources in order to develop growth of the business. The strategic management of an organization involves analysis of the external environment, internal environment, competitive forces, human resource management and development of financial planning for achieving mission statements of the organization.  According to Ottenbacher & Harrington, (2007) the management of an organization can be considered as the day to day process through which the organization can achieve its growth for future success. Effective strategic management also helps in analyzing core competencies of the organization for achieving various objectives and strategic missions of the organization. 
Ravensbury restaurant is one of the leading restaurant and pub based in London, UK which is mainly specialized for unique and authentic Indian and Hakka Chinese food and drinks for the customers of UK. The restaurant also offers separate lounge area for offering wine menu and popular cocktail for the guests across the globe. The lounge also offers dining for enhancing food experiences of the various customers. The prime objective of the restaurant is to provide most pleasurable experience for the customers in accordance with the moods of the guest. In recent days, the Ravensbury restaurant is facing strategic challenges due to emerging technology and innovation which has impacted upon the value creating experiences of the customers. This particular report mainly focuses upon the developing of competitive positions by incorporating strategic options available for the organization. This report also recommends the various implications of strategic decisions on different areas of the organization. 
[bookmark: _Toc511756974]Analysis and main findings: 
This particular section of strategic management report mainly reflects upon a number of strategic tools and techniques for analyzing the current competitive capability and growth of the Ravensbury restaurant in the UK market for achieving its proposed strategy for the customers. 
[bookmark: _Toc511756975]Strategic objectives: 
The prime objectives of the strategic management for Ravensbury restaurant are as summarized below; 
· To analyze the current environmental situations of the organization in order to develop competitive advantages over the other firms. 
· To analyze current competitive forces of the organization in order to develop strategic competitive advantages of the organization. 
· To analyze the strategic capability of the organization for improving capability growth of the organization. 

[bookmark: _Toc511756976]Company mission: 
The mission of the company is to enhance the food experience of guest by developing various digital technologies within the firm. 
[bookmark: _Toc511756977]Environmental analysis: 
Both the internal and external environmental factors are very important for developing strategy of the organization. The internal as well as external environmental factors largely influence the business operations of the organization (Keller, Parameswaran & Jacob, 2011). This particular section mainly focuses upon the external environmental analysis using PESTLE framework and internal environmental analysis using SWOT in the context of Ravensbury restaurant for the UK market. 

External environmental factors: 
Political factors: 
There are a range of political factors that may affect the business operations and growth of the Ravensbury restaurant in the UK market. The key political factors that may impact on developing operational growth of Ravensbury restaurant are as listed below; 
· The hotel industry market of UK can be said to stable in nature which can create a number of opportunities for the Ravensbury restaurant to achieve their strategic objectives in the UK market. 
· The UK leaving EU countries due to Brexit in 2016 may create negative impact in operational growth of Ravensbury restaurant due to restriction of accessing with the EU countries. 
· The UK has high exchange rate which also may create impact on the operational strategy of Ravensbury restaurant in UK market. 
Socio-cultural factors: 
The socio-cultural factors also may have large influence on developing competitive strategy for Ravensbury restaurant in UK market. The various implications of socio-cultural factors of Ravensbury restaurant in the UK market are as summarized below; 
· The emerging cultural diversity, ever changing needs, lifestyle and trends of the customers of UK may create positive influence on Ravensbury restaurant for developing their growth in the UK market (Navarro, Losada & Ruzo, 2011). 
· The increasing number of tourists from china and India in London also may create positive impact on sustainable growth of the Ravensbury restaurant in UK market. 
Technological factors: 
From last few decades with the tremendous growth of technology and innovation have brought a number of opportunities for the organizations like Ravensbury restaurant. The various key impacts of Ravensbury restaurant in the UK market are as summarized below; 
· The emerging growth of various kinds of tools and technologies such as website, wi-fi, online booking facilities and other various marketing tools used by Ravensbury restaurant can create positive impact on developing positive experiences of the customers. 
· The Ravensbury restaurant also can provide a range of value added services through technology which also can influence the purchasing behavior of the customers (Langfield-Smith, 2008). 
Legal factors: 
The different types of legal and regulatory factors introduced by the local government also may influence to achieve competitive advantages of the organization. The key factors that influence competitive growth of Ravensbury restaurant in the UK market are as summarized below; 
· The various kinds of business regulations, policies and legal activities of operating business introduced by the government of UK may create positive growth of Ravensbury restaurant in the UK market. 
· Due to Brexit in 2016, the accessing with the EU countries have been restricted which may create negative impact on growth and operations of Ravensbury restaurant in UK market. 
· The employability laws and wages policies introduced by the UK government also may impact on developing competitive advantages of Ravensbury restaurant in the UK market. 
Environmental factors: 
There are a range of environmental factors that may impact on the operations of the Ravensbury restaurant in the UK market are as detailed below; 
· Increasing temperature due to global warming may create negative effect on growth of the Ravensbury restaurant in UK market. 
· The various kinds of environmental regulations act and carbon emission act introduced by the government may create impact on the growth and operations of Ravensbury restaurant in the UK market. 
SWOT analysis: 
SWOT framework helps to analyze the internal environmental factors of the organization for developing growth and operations of the firm. The SWOT framework for Ravensbury restaurant in order to develop marketing strategy for the organization is as listed below; 
	Strengths: 
· The restaurant has a strong brand image in the UK market. 
· The restaurant is specialized for offering delicious food for Indian and Chinese people. 
· The restaurant has a strong market share. 
· The company also has strong advantages in the offering a range of value added services for the customers (Lambin, Chumpitaz & Schuiling, 2007). 
· The organization also has strength for offering quality of food for the customers across the globe.  
	Weaknesses: 
· The company has limited stores in UK for offering foods for the special customers. 
· The suppliers of the restaurant are limited comparing with the restaurant chain in UK. 
· The company also has weakness to developing organic food for the customers. 

	Opportunities: 
· The company has opportunity to develop its growth in the international market. 
· The company also has opportunity to develop organic farming in order to attract the health conscious customers. 
· The company also has opportunities to develop its technologies in order to attract a number of customers. 
	Threats: 
· The increasing cost price of suppliers may be a threat for the organization. 
· The increasing rate of competitions in the market also may be a threat for the organization. 
· The changing policies and legislations in business in the UK market also may be a threat for the organization. 



[bookmark: _Toc511756978]Competitive force analysis: 
In order to develop competitive strategy for Ravensbury restaurant for the UK market, it is very important for the restaurant to identify the competitive forces using a range of tools and techniques. 
Porter’s five force analysis: 
Through the help of porter’s five force framework, the organization can analyze their competitive which helps in developing competitive strategies and growth for the organization. In this particular section the competitive forces of Ravensbury restaurant will be analyzed for the UK market using the five different forces introduced by Michale Porter.  
Competitive rivalry:  (High)
The fast food and restaurant market of UK consists of a number of strong competitors such as KFC, McDonalds etc that have acquired a wide number of market shares in the competitive market. Therefore, it can be said that competitive rivalry for the Ravensbury restaurant for the UK market in high. 
Threats of new entrants: (Medium)
In order to set up a new fast food or restaurant in the UK market the company requires a huge amount of investment, product development and marketing costs which may be a great challenge for the new entrants company. On the other hand, the existing fast food chain and restaurant have a high customer base and long term relationship with them (Luo & Bhattacharya, 2009). The new fast food chain or restaurant requires a number of marketing channels in order develop the customer base. Therefore, the threats for new entrants for the Ravensbury restaurant in the UK market in relatively medium. 
Bargaining power of the suppliers: (Low) 
The prime raw materials of Ravensbury restaurant include soft drinks, wine, chicken, potatoes etc. the suppliers of Ravensbury restaurant maintains a strong relationship with the company with the help of their valuable terms and conditions. As the restaurant mainly focuses upon the Indian and Chinese foods thus it does not require a huge amount of orders from the suppliers.  Therefore, the bargaining power of the suppliers towards the Ravensbury restaurant is relatively low. 
Bargaining power of the buyers: (High)
The prime customers of Ravensbury restaurant are the Indian and Chinese people in UK. With the increasing number of competitors, there are number of options available for the customers. The customers also can experience the foods from other fast food and restaurant such as KFC, McDonalds etc. Therefore, the bargaining power of the buyers for Ravensbury restaurant is relatively high for the UK market. 
Threats of substitutes: (High) 
As the fast food market of UK is highly competitive, thus every fast food restaurant wants to develop substitute food products in order to achieve competitive advantages over the other fast food chain. Most of the fast food restaurant offer similar products at different prices which may attract the customers (Lambin, Chumpitaz & Schuiling, 2007). Therefore, the threats of substitutes for the Ravensbury restaurant in UK market in relatively high. 
[bookmark: _Toc511756979]Capability analysis: 
Capability analysis is another most significant part of the strategic marketing through which the organization can analyze the capacities of the firm in order to achieve competitive advantages over the other firm. This particular section will analyze the capability of Ravensbury restaurant using value chain model which helps in achieve competitive advantages over the other firms. 
Value chain analysis: 
	Primary Activities

	Inbound Activities
	Operations
	Outbound Logistics
	Marketing & Sales
	Services

	Ravensbury restaurant purchases raw vegetables and other raw materials from pre-defined suppliers from different countries (Varadarajan, 2010). The other various raw materials such as soft drinks, wine, sugar, flour and yeast are mainly comes from local suppliers. 
	Ravensbury restaurant has established the design of kitchen and lounge for ensuring quality and safety food for the customers. From front of the restaurant to reception of order, the restaurant maintains each and every operation in very speedy in order to enhance the food experience of the customers. The customers also can enjoy in the lounge with the various kinds of wines and cocktail drinks. The food and beverage and drinks are two different operations are held in the restaurant which attracts a number of Indian and Chinese customers. 
	Ravensbury restaurant is very committed to offer quality of food products and services for the customers with great value. The company works with a range of suppliers, franchises and employees to offer the nutrition information which are needed by the customers. At restaurant, the Ravensbury restaurant mainly focuses upon the sustainable packaging, conservation and waste management to improve the sustainability of the operations. 
	Ravensbury restaurant spends a lot of money in enhancing their marketing operations through various marketing channels such as advertisement campaign, social media marketing, digital marketing and print media. The company also maintains their marketing operations through celebrity endorsement which can help to enhance the attraction of the customers of UK.  
	Value for employees and customers are one of the key parts of any organization for maintaining long term relationship with the customers and employees. Both the employees and customers can use the free Wi-Fi services which enhances entrainment within the workplace. The company also offers a range of value added services for the customers such as Gift cards, play, parties in lounge which also creates a long term value for the customers (Morse & Clarke, 2016).  



	Support Activities

	Procurement
Ravensbury restaurant maintains a strong supply chain network or developing procurement of the organization. The effective supply chain network is the backbone of the Ravensbury restaurant as it helps to supply the finished food to the customers at a limited timeframe (Okumus, Okumus & McKercher, 2007). By providing effective procurement services, the Ravensbury restaurant can create value for the each and every customer especially the Indian and Chinese customers of UK. 

	Technology Development
The Ravensbury restaurant mainly uses a range of modern technology and innovation in order to produce food and services for the customers. with the help of effective IT support and use of modern technology helps to develop new food dishes which helps in creating value for the customers. The company also maintains a range of back office activities in order to improve the operations of the organization. 

	Human Resources
Human resources are the key part of any organization for developing growth and success in the competitive market. The management team of Ravensbury restaurant offers a range of attractive facilities and flexible working hour for the employees and workers which create value for them within workplace (Helms & Nixon, 2010). The management also has developed various entertainment activities for the workers in order to encourage them within workplace. 

	Firm Infrastructure
The infrastructure of the Ravensbury restaurant is very modern and sophisticated with modern furniture and decorated design. The Ravensbury restaurant uses a number of IT tools and techniques and maintains green technology for the customers and suppliers. Ravensbury restaurant also offers eco-friendly work environment for the employees that helps in achieving various goals and objectives of the organization. 



Mckensy 7s model: 
McKensy 7s model provides detailed information about the internal factors of the organization. This particular section mainly focuses upon the 7 different elements of internal factors of Ravensbury restaurant which helps in developing competitive strategy for the firm. 
Hard elements: 
Strategy: 
The mission of the company is to offer quality of food services for the customers for achieving long term relationship with them. In order to achieve the long term sustainable growth and success, the company has focused upon its operational strategy to develop diversified food products and services (Kotler, Kotler & Kotler, 2008). The company offers supreme customer services through the help of its quality food products and services for the customers. 
Structure: 
The Ravensbury restaurant mainly maintains divisional structure within workplace for developing roles and responsibilities of different layers of employees within organization. For example, the company has different departments such as marketing department, sales department, production department, finance department, supply chain management department and administrative department for offering supreme quality of food and drinks for the customers of UK. 

Systems: 
Systems of an organization refer to the daily activities through which the firm can offer products and services for the customers. The Ravensbury restaurant firm has various important systems to develop product and product knowledge among the employees and workers of the organization. 
Training: 
The HR management team of Ravensbury restaurant plays a key role for providing essential training and development program for the Cheff, bar attendants and other staffs and employees. 
Rewards and entertainment facilities: 
The HR management of Ravensbury restaurant also provides supports and feedbacks for the employees. The rewards and entertainment facilities which are offered by management team helps in encouraging the staffs and workers within organization (Silayoi & Speece, 2007).  
Soft elements: 
Style: 
The leadership and management styles are the important elements of business which helps in developing growth and success of the firm. Ravensbury restaurant maintains democratic leadership style which helps to encourage the employees and staffs. This particular leadership style within organization helps the team members of Ravensbury restaurant to take part in decision making process for achieving growth of the firm. 
Shared values: 
The shared values are the standards, forms of ethics and other values within an organization which helps in creating corporate culture, vision and strategy of the organization. The Ravensbury restaurant offers quality standard food products and maintains a strong corporate culture which helps in developing long term relationship with the customers. 
Skills: 
The skills are the prime attributes of any employees which help to develop growth and success of the firm (Mostafa, 2007). The workers of Ravensbury restaurant possess a range of skills and attributes such as time management skills, cognitive skills, presentation skills, listening skills and communication skills. 
Staffs: 
The Ravensbury restaurant has a huge number of skilled and efficient staffs and workers who works in different departments for offering quality of services for the customers of UK. From ground level staffs to administrative manager, each and every worker is highly skilled and efficient in order to offer high end experience for the customers. 
[bookmark: _Toc511756980]Competitive strategy 
Porter’s generic strategy: 
In order to successfully develop the competitive strategy, each and every organization should analyze the core competencies and strategies of the organization. Through the help of this particular model, the proposed strategy for Ravensbury restaurant in order to achieve competitive advantages over the other restaurant in the UK market can be properly identified. According to this strategy, the generic strategy can be broadly categorized into three different types such as cost leadership strategy, differentiation strategy and focus strategy. The porter’s generic strategy for Ravensbury restaurant is as summarized below; 
Cost leadership strategy: 
The prime aim of the cost leadership strategy is to become a lowest cost producer in the competitive market. With the help of this particular strategy, the organization can compete with others through its low cost pricing strategy. Reduction of the costs is the prime focus of this particular strategy (Bucklin & Sismeiro, 2009). One of the significant risks of the cost leadership strategy is that it can damage the price wars in the competitive market and the company may face difficulties in maintaining long term sustainability of the firm. In relation to Ravensbury restaurant, it is said that the company does not focus upon lower price because the company is focusing on the premium pricing strategy. Therefore, this particular strategy is not applicable for the Ravensbury restaurant in UK market. 
Differentiation strategy: 
The prime objective of this particular strategy is to develop product or services which can provide unique attributes to offer value for the customers. The customers should receive unique product which can be better than the competitors. The organization also can offer value added services in order to charge premium price from the customers. The differentiation strategy of an organization may be based upon the after sales service, additional features, product image and durability. In the Ravensbury restaurant, it is said that the restaurant and pub offers a high range of food products, drinks and services for the Indian and Chinese customers of UK. Therefore, product differentiation strategy would be appropriate for this particular organization. 
Focus strategy: 
The focus strategy of a firm mainly concentrates on the either cost advantage or differentiation of the product. The focus strategy of a firm can easily maintain a long term customer loyalty because the company provides a high degree of services for the customers. The focus strategy may have limited opportunities of growth (Neill, McKee & Rose, 2007). The other significant risk of this strategy is that there may be risk of imitation of the products or services. In relation to Ravensbury restaurant, it can be said that the company does not focus upon any particular strategy such as cost or differentiation in narrow market base. 
[bookmark: _Toc511756981]Conclusions: 
It is evident from the entire strategic marketing report that the strategic marketing is very important for achieving various strategic objectives and mission of the organization. Ravensbury restaurant is one of famous pub and restaurant in UK which mainly specializes for offering food and drink services for the Indian and Chinese customers. This particular report has analyzed the proposed strategy that is differentiation strategy for achieving competitive advantages in the competitive fast food market of UK. This report also has analyzed the current market situation, competitive forces, capability analysis and strategy analysis in order to develop the proposed strategy for the organization in UK market. 
[bookmark: _Toc511756982]Recommendations: 
In order to achieve growth of the Ravensbury restaurant in the UK market for gaining competitive advantages over the other fast food and restaurant chain, the company should maintain the following things; 
· The company should develop product differentiation strategy in order to attract the entire customer across UK not only for the Indian and Chinese people; this could help to enhance the growth and sustainability of the firm in UK market (Akman & Yilmaz, 2008). 
· The company should introduce a number of digital marketing tools in order to increase their brand awareness among the customers. 
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