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[bookmark: _Toc145768711]1. Introduction
According to Fuertes et al. (2020), strategic management is the process through which the goals along with the procedures are set for making the organisation or the company look competitive. The strategic management is effective in terms of deploying the resources and the staffs for achieving of the goals. This is known as a dynamic process which helps in the formulation and the implementation of the steps. Further, it is leading to the sustainable growth and efficient performance of the organisation which is leading to the manageable growth. 
In this study, there will be formulation of the strategy for Delicious fast food in the Birmingham. The company is having the plans of expanding the operations in the other cities of the UK. For this the strategies will be found and then implementation of the strategy needs to be done. There will be setting of the objectives, vision and mission of the study. After this, there will be environmental audits which will be covering the aspects of analysing the external and the internal details of the environment. Further, the options of strategic management will be noted. Also, then there will be implementation of the strategy and the KPIs will be measured. 
[bookmark: _Toc145768712]2. Company Details and Objectives
In the United Kingdom, there is a faster growth in the fast-food industry and this is happening since a couple of years (Statista.com 2023). This is cannibalising the sales for the traditional diners. This is the growth which is seen to be driving by the wider range of the products along with the offerings of the products. However, it is susceptible to the societal trends along with having the healthier products. 
The company considered for the study is Delicious fast food which is there in Birmingham. They are planning to expand their operations in other cities of the UK. The company will be targeting London and Cambridge. The heathier versions for the fast food will be including the wheat breads and vegetables along with quinoa and flaxseed options. The menu will continue to be the same in the terms that all the details of the calories and protein is mentioned.In this way they will be getting maximum advantage in the market. Hence, in this report the focus will be on the strategic plan. 
Mission statement:The mission of Delicious fast-food restaurant is to expand their operations and spread the awareness on the healthier versions of fast food. We want people to enjoy eating fast food without any kind of fear.The mission is to make the business operations of the company quite strong and, in the future, it will be even stronger with the expansion to serve bigger customer base. Delicious fast food is to be known to be following the trends in the market so that they can fulfil the requirements of the customers.
Vision: To come up with healthier versions of fast food in the world and make people happy. 
The vision of the company is to provide healthy snacks and fast-food options to the customers as there is a demand in of health food in the market and make the people healthy with health food options. The future goal is to make the world a better place with better food options. 
SMART Objectives
Objective 1
	Specific
	To expand their operations in 2 to 3 cities of the UK within the time of 8 months

	Measurable
	The successful expansion and the sales of the restaurant will be indicating the measurability factor

	Achievable
	The objective will be achieved by analysing the cities in which they want to target and along with having proper strategy for the same

	Realistic
	The complete objective will be realistic because it will be taking 12 months for completing the expansion

	Time bound
	8 months 


Objective 2
	Specific
	To improve the sales of the company by 2% within the span 10 months after the expansion

	Measurable
	The sales records and the revenue of Delicious fast food will be measuring the rate of success

	Achievable
	The target will be achievable by spreading the awareness on the launch of Delicious fast food in the new cities for the customers

	Realistic
	The objective will be completely realistic as the percentage for the sales growth will be limited

	Time bound
	10 months after expansion



Objective 3
	Specific
	To improve the promotions and the products of Delicious fast food after the expansion within 6 months 

	Measurable
	The measurability will be dependent on the level of success the promotions will be getting and same for the products

	Achievable
	The objective will be achieved through the social media platforms mainly in case of Delicious Fast food

	Realistic
	The time span selected for the completion of the objective is totally realistic

	Time bound
	6 months after expansion



[bookmark: _Toc145768713]3. Environmental Audit
In order to carry out the environmental audit for the firm Delicious, the internal and external analysis tools have been used to assess factors which have direct implications on the functioning and strategies of the firm. 
[bookmark: _Toc145768714]3.1 PESTLE Analysis
As per the view of Nandonde (2019), the PESTLE analysis refers to external conditions that affect the business operations. The tool has been used to analyse the small-scale fast-food restaurant Delicious currently based in Birmingham, and planning expansion within the UK. 
Political- The factors refer to the business environment impacted by Government policy. Brexit has reduced the labour supplies from the EU which used to firm maximise labour in the UK and has made labour supply in the country leading to increased overall labour charges. Moreover, the Governmental policy has increased the National minimum wage by 9.7% (RILEY and PUGH 2023).  This has implications for ‘Delicious', as the small-scale firm is planning expansion in the UK. In order to expand within the country, it needs to hire labour and then an increment in labour charges adds to the overall costs of the firm. 
Economic- This refers to the economic status of the country which has an impact on the business of the firm. The market segment of the fast-food segment has been in an overall growing phase and has fluctuated over the past decades with the pandemic years. It has been increasing in the post–pandemic phase and hence acts favourable to Delicious to expand within the UK as the fast-food market is quite lucrative. 
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Figure 1: Growth in UK fast-food sector 
(Source: Statista 2023)
Social- The social factors have increased the veganism trends in the UK. The veganism trend has been growing at 9.58% and has driven the popularity of plant-based food items (economist 2023). Hence, Delicious needs to cater to the changing consumer demands to sustain growth. The online food delivery segment has significantly increased in the UK. Delicious needs to plan strategies to foster home deliveries. 
Technological- Technological digital technologies are the key to growth in the fast-food segment. The pandemic especially boosted the fast-food joints to be driven by digital innovations through apps and these services have enabled the firm to grow. Applying the context of ‘Delicious' it needs to bring applications for online orders and deliveries of its fast-food restaurant and utilise the latest digital marketing tools to reach wider target audiences. There is increased usage of social media tools such as SEO optimisation, and varied new apps to boost digital content. These must be utilised to reach mass target audiences in cost-effective ways. 
Legal- The legal environment refers to the influence of legal factors and helps a firm to sustain itself in the country. Delicious news to consider the legal aspects to ensure they do not face the penalties of the UK Government. In the UK the Government has implemented restrictions on promoting high-fat sugar and salt content food through retail fast-food restaurants as a strategy to combat the obesity issues prevalent in the UK (Temple 2023). Hence, Delicious needs to cater to their new laws to sustain in the country. 
Environment-  It is important to be aware of the right ways to reduce the steps to reduce the negative impact of the operations. The Control Pollution Act has been passed to combat environmental issues such as air, noise, and atmospheric pollution in the UK. Delicious in its expansion must adhere to these environmental laws to control waste management and utilise renewable energy supplies to ensure a reduction in emissions to the environment. 
[bookmark: _Toc145768715]3.2 Porter's Five Forces
As per the view of Isabelle (2020) the Porter five forces refer to the framework utilised to understand the attractiveness of the industry. In the context of the paper, the fast-food industry will be assessed using the model in the UK for delicious food to expand as a fast-food restaurant in the country. 
Bargaining power of the suppliers (Low)
The bargaining power of the suppliers in the fast-food segment is low. There are several suppliers that firms can select for the supplies to the fast-food segment (Nicola et al. 2023). Hence, the suppliers cannot control the pricing and need to offer competitive pricing to gain a client base. In the context of Delicious as well, the supplier bargaining power is low force as there are several supplies in the UK available for the firm to secret for raw material supplies and it can choose a viable supplier who has quality and affordable range offering. 
The Bargaining power of the buyers(High)
The bargaining power of the buyers is very high in the case of the fast-food industry. There are several fast-food joints in the UK including the renowned global branded firms such as KFC, McDonalds and others. The fast-food joints offer similar offerings and buyers can easily switch brands. Hence, the bargaining power of buyers the force is high. 
Threat of new entry (High)
There is a high threat existing as several new fast-food sectors have been emerging in the fast-food segment. Their potential entry to the fast-food industry is high in the UK as the market the fast-food segment has a lucrative growth rate and though it has enormous capital investment, the innovation in food and services with technological integration paves the way for the creation of the threat of entry force to be high. 
Substitute threat (Moderate)
The threat of substitutes is moderate. The potential substitutes can be the local fast-food restaurants and the renowned brands who offer similar offerings such as the fast-food restaurant chain ‘Delicious’.
Competitive rivalry (High)
The competitive rivalry in the fast-food chain is very high as the fast-food industry is one of the modestly competitive firms in the market. In the context of the Case study, the firm Delicious is exposed to a fierce market with several competitors from local restaurants as well as brands such as KFC, Pret-A Manger, McDonalds, Costa Coffee, Burger King and others. Though the varied brands have different offerings as their core product offering, many of the firms have intense fierce competitive pricing and innovations in marketing and product launch to entice potential target audiences. 
[bookmark: _Toc145768716]3.3 VRIO Analysis
As per the view of Astawa (2022) the VRIO model consists of valuable, rare, inimitable and organisation. The tool is useful to analyse the form of internal resources and capabilities to attain competitive advantage. The following section oexplores the VRIO assessment for the capabilities and resources influencing the case study fast-food ‘Delicious’. It assesses the core competencies the firm needs to build for sustainable competitive advantage. 

	Factors
	Companies
	Value
	Rare
	Imitable
	Organised
	Competitive advantage 

	Food offering as per consumer demand 
	Delicious 
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage 

	
	Pret-A-Manger
	Yes 
	No
	Yes
	Yes
	Competitive advantage

	
	Costa Coffee
	No
	Yes
	No
	Yes
	Partial competitive advantage 

	Competitive pricing
	Delicious 
	Yes
	Yes
	No
	Yes
	Competitive advantage 

	
	Pret-A-Manger
	Yes
	No
	Yes
	Yes
	Competitive advantage

	
	Costa Coffee
	No
	Yes
	Yes
	Yes
	Partial competitive advantage

	Expansive supply chain
	Delicious 
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	
	Pret-A-Manger
	Yes
	Yes
	Yes
	Yes
	Competitive advantage

	
	Costa Coffee
	Yes
	Yes
	No
	Yes
	Partial competitive advantage

	Human resource
	Delicious 
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	
	Pret-A-Manger
	Yes
	No
	Yes
	Yes
	Partial competitive advantage 

	
	Costa Coffee
	No
	Yes
	Yes
	Yes
	Competitive advantage 




The factors delineated above need to be applied in order to gain resources and competency to sustain in the fast-food segment. In the context of Delicious, it needs to have unique food offerings which are not only innovative but cater to demands of changing consumer needs such as vegan or healthy food items. This will cater to fulfilling the consumer needs and entice the targeted consumers. 
Competitive pricing is another essential factor that needs to be fulfilled the pricing needs to be competitive as it can compete with other brands. 
The expansive supply chain is another effective strategy whereby the   suppliers would have lower power and better pricing can be obtained with high-quality for all raw material supplies so that the best output can be provided to consumers. 
The Human resources firm marketing, sales and other department needs to be efficiently trained and have upgraded knowledge as well of current market needs to devise policies and strategies and implement them to gain desired competency in the fierce competitive fast-food segment. 
[bookmark: _Toc145768717]4. Strategic Options for the Company
Ansoff Matrix 
The Ansoff Matrix considers four moves that a company can make to accentuate its strategic position. Delicious is having the alternatives of market penetration, market development and product development. The market penetration in Delicious should focus on expanding sales of the existing products in the existing market (Denicolai, Zucchella and Magnani 2021). The product development emphasises on new products being introduced in the existing market. Market development simply implies expanding in new markets. The product development is not currently the priority of Delicious. It can also prove to a bit risky for the business, introducing new products in the existing market. The market development is not currently the purpose of the company, that needs to reinforce the position within the UK market first and foremost. 
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Figure 2: Ansoff Matrix
(Source: Denicolai, Zucchella and Magnani 2021)
The market penetration is the most effective move for Delicious, since it is expanding in the UK market. The emphasis on hiking the sales of the existing products in existing places will ensure expanding market share, which is the current strategic priority for Delicious. The aim of Delicious should be to increase the sales force activities such that sales and revenues are hiked (Bouncken, Kraus and Roig-Tierno 2021). To capitalise on the strategy there should be promotional offers and loyalty schemes offered to customers. Delicious should market the various product items and define their unique points to pull in customers. There should be a thorough understanding and research about the target market’s needs and preferences. There should be modification of products and services to suit the needs of the customers. Delicious should present itself as a fast-food brand that is providing delectable tastes and options that is ahead of the competitors (Razzaq et al. 2021). After achieving some maturity in the current market, Delicious should acquire smaller businesses that will be able to boost the brand presence.
While expanding across UK, there should be using of online and direct sales channels to capture expanded audience base. Delicious should seek to develop increased outlets and develop the promotional activities that are able to expound the value being provided by the products (Hillmann and Guenther 2021). Delicious with the market penetration will be able to gain the right kind of competitive edge that is needed in the initial years. The company should introduce sales promotional activities, arrange for online campaigns and carry out events for serving the community (Haasnoot et al. 2020). The strategy should be to capture the target audiences and promote the best features of the current products, such that critical results can be reached. 
Porter’s Generic 
As per the Porter’s Generic there are certain strategies that brands should make use of in order to accomplish greater market presence. There is the move of cost leadership that consists of reducing the frills, differentiation encompassing creating unique products and focus that offers a special type of service in the niche market. From the earlier Ansoff Matrix, it has been derived that optimised sales can be reached by “Delicious” making use of market penetration. The Ansoff Matrix market penetration can be carried out through cost leadership strategy or differentiation strategy (Kjaer et al. 2019). The cost leadership is not feasible considering the current options in the market. The cost leadership can reduce the quality perception for Delicious and also with reduced costs it can be difficult for Delicious to source raw materials that are fresh and nutritious. Delicious being promoted as a fast-food company will not be able to achieve profitability with the Focused strategy. The Focused strategy can only serve a niche audience.
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Figure 3: Porters’ Generic Strategy
(Source: Adebisi and Bakare 2019)
To gain significant revenues and sales, the integration of differentiation strategy will be the most fruitful. The company should make use of the differentiation strategy, promoting how it is unique compared to the competition present in the market. The company should emphasise on the nutritious value and fresh ingredients sources for its products that sets it apart from the competition present in the market. The target customers should be able to understand how the fast food being offered by Delicious is better compared to the options in the market. The marketing efforts should also be aimed at the same, elucidating the vital points of the products that are different from the offerings of the competition.
The 100% organic value of the foods, the 0% artificial chemicals or preservatives used and the ethical supply chains are the important points that should be focused on by Delicious (Awan, Sroufe and Shahbaz 2021). Delicious in order to achieve a differentiated image, should assure a healthier future for the customer base, providing high quality organic fast food. The company should emphasise on the various processes undertaken such that the nutritious value of the products is retained. There should be strong commitment to the organic mission and the conception of nutritious fast food should be included within the marketing strategy. 
Delicious should set itself apart, stating how detailed steps are taken such that customers have access to taste as well as considerable nutritional value. The brand should project itself as envisioning a healthier future for the community. The brand should capitalise on the differentiation and set a slightly higher price compared to the other options present in the market. With such strategic moves, Delicious will be able to gain the much-needed recognition and revenues in UK. While expanding across, the differentiation and high-quality perception should be used for garnering critical competitive advantage. 
Bowman’s strategic clock
The Bowman’s Strategic Clock has defined several options that a company should use to develop an impactful brand image in the market of expansion. For Delicious the differentiated brand image is crucial for gaining a distinctive brand image compared to the other alternatives in the market (Surya et al. 2021). The Bowman’s strategic clock defines the various positions along the clock, that is based on the parameters of price and perception. 
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Figure 4: Bowman’s Clock
(Source: Surya et al. 2021)
There is the option for Delicious to choose either Hybrid, differentiation, focused differentiation and risky high margins that can be utilised within the UK market. The differentiation strategy is different from Porter’s differentiation, requiring the brand to set a very high price amongst the competition. Such strategy will be difficult to implement for Delicious, since the brand is not yet well known. The setting of very high prices can result in reduced profitability. The customers can refrain from buying the products due to the high price, despite the increased nutritional value attached with the products. This strategy is applicable in a company possessing advantages that is hard to replicate (Cosenz and Bivona 2021). Hence, it can lead to reduced profits for the brand. The focused differentiation can fail to capture the mass target audience needed by Delicious to boost its position. 
The best option for Delicious will be to make use of Hybrid strategy. As per the Hybrid strategy consumers perceive the added value with a product differentiation and comparatively lower pricing (Cosenz and Bivona 2021). Delicious should use this move, to define an effective positioning in the highly competitive UK market. In the UK market there are various options available to customers within the fast-food sector. The hybrid positioning will assure to customers that they are being able to receive considerable value at a reduced price. The hybrid positioning shows that customers are getting access to enhanced value and there is a need for providing a reduced price that will allow the company to excel. The inclusion of hybrid positioning will be able to create enduring capabilities for Delicious and set it apart from other alternates. Delicious should be charging a slightly higher price, with customers being convinced for paying the price, since the items are having commendable nutritional value. Nonetheless, in synchronisation with Porter’s Generic there should be a differentiated brand image synthesised by Delicious. Delicious should make use of market penetration, differentiation and hybrid approaches to reinforce its position and promoting the products.
It can be noted that Delicious is having limited brand recognition and funds. The usage of planned strategies will help it to distinguish itself and achieve a unique positioning that appeals to customer. 
[bookmark: _Toc145768718]5. Implementation and Execution of Strategy
[bookmark: _Toc145768719]5.1 Target Market
The target market is having the specific group of customers who are mainly potential for the business along with the aim for reaching with the products and services (Agzamov, Rakhmatullaeva and Giyazova 2021). They are having common set of characteristics like the gender, age, education and interest level along with the geographic locations which is creating interest for the purchase. In this study, Delicious fast-food restaurant will be targeting geographic locations like London and Cambridge. Once they will be successful in the expansion within the UK then only other places will be targeted.The focus will be on the UK based cities only. On the other hand, they will be analysing the behaviour and trends of the customers. They will be targeting the health-conscious customers in the market. Apart from this, they will be looking for the customers who likes eating variety of food and also likes experimenting with food. They will be improving the sales and the revenue of the company. There will be no such specific gender who will be targeted. It will be including everyone as it is a fast-food restaurant. Among the trends the concentration will be lying on the healthier version of fast-food for attracting maximum number of customers. Apart from this, the factors of sustainability in the restaurant will be maintained too. 
[bookmark: _Toc145768720]5.2 Marketing Mix
According to Lahtinen, Dietrich and Rundle-Thiele (2020), the marketing mix is having the inclusion of the multiple areas which is focusing on the comprehensive plans of marketing. This is used for the classification of the four Ps which includes the product, price, place and promotions. By the help of effective marketing,it becomes easier for reaching the wider audiences. The details of the marketing mix for Delicious fast-food restaurantare provided below. 
	Marketing Mix
	Description

	Product
	The product aspect of the marketing mix is providing the details of the product for the company (Lim 2021). In case of Delicious fast-food restaurant, there will be similar menu for the new cities in the UK. It will be having the healthier options for the fast-food which will be including the aspects of quinoa, flaxseeds, wheat bread and some others too. The menu will be similar; however, one or two new products will be added in accordance to the taste of the people living in the city of the UK. The factor of sustainability will be maintained in a careful manner. This will be having the consideration of using the sustainable packaging and proper disposal of the products. The menu will be having the details of the calorie counts and other health aspects. This will be making it easier for the customers to make the choices and there will be less of confusion. With these factors of the product, more customers will be attracted. Within the restaurant too, the environment will be vibrant and colourful for making the customers feel happy and so that they can enjoy their meals. There will be options for customisation along with set meals will be available too. 

	Price
	Price is known as the cost for the product which the consumers will have to pay (Aimé, Premananto and Rakotoarisoa 2022). The necessity lies in setting prices which is reflecting the current trends of the market and is also affordable to the customers. In this case, the concentration will be lying on the competitive pricing strategy. It is because there are a lot of competitors in the market and hence, it will be important for Delicious fast-food restaurant to create a strong mark in the market. This pricing will be helpful in attracting the customers and knowing their needs. Also, it will be profitable for the business and hence, more popularity of the restaurant will be increasing. 

	Place
	In case, of place the concentration will be lying on the two main cities which is London and Cambridge. The restaurant will be setting up in the main area or beside the mall. (Kumar, Paul and Unnithan 2020). In this way, they will be able to attract maximum number of customers or at least their attention will be gained. There will be direct selling and setting of the restaurant. There will be no such aspect of the third party which will be involved. This will be leading to maintaining the clarity and transparency in the communication. 

	Promotions
	Promotions is one of the major aspects of the marketing mix (Kumar, Shankar and Aljohani 2020). It is quite important for providing the details of promotions so that the strategy can be successful. In the promotions for the expansion in the two new cities there will be online and offline methods used. For the offline method there will be advertisements done through the television, newspaper and the radio. Apart from this, there will be online promotions done by the social media platform. This will be including Facebook and Instagram. The promotions will be done through the company website too. It will be in the form of videos and images mainly. On the other hand, the concentration will be lying on influencers for advertising on the content of the restaurant. Also, there will be celebrity promotions for spreading more awareness among the people. 



[bookmark: _Toc145768721]5.3 Action Plan
There will be a plan of action for the implementation of the promotional strategies so that the objectives of the company in case of expansion can be fulfilled easily. 
	Objectives
	Activities
	Resources
	Time Required

	To emphasis on the promotions online by social media 
	There will be images and reels uploaded on the social media for the promotions of Delicious fast-food restaurants and their products
	Internet access, social media platform handles, laptop and social media team
	3 months 

	To concentrate on the sales after the expansion
	For this influencer will be uploading content on the social media and there will be offline promotions too
	Internet access, laptop, social media platform, influencers and online and offline promotional team
	6 months 

	To spread the awareness of Delicious fast-food restaurant and their expansion
	Celebrity promotions will be done for grabbing the attention of the customers
	Laptop, internet access, celebrity advertisement plan and management team people
	8 months 



[bookmark: _Toc145768722]6. Monitoring Tools
As per the view of Das (2021) monitoring is an integral part of organizations and consists of varied tools to showcase the strategy implementation as per planned process. An effective monitoring strategy is important to gain transparency and visibility to the operations and functioning of the organisational strategy.  The Key Performance indicators (KPI) can be used as a metric to track the progress of the firm and meet specific goals and objectives. It helps to optimise the performance to attain desired objectives. The small-scale fast-food restaurant Delicious based in the UK planning to expand within the UK would also utilise the varied KPI to ensure its competitive strategies it has planned get the desired success.  
The financial key performance indicator can be used as one of the types of monitoring tools for ‘Delicious’. The financial metrics assess the financial data of the firm which includes the profitability margins, and inventory turnover which determines the firm ability to convert inventory to sales (Quesada 2019).  These financial aspects determine the firm strategy is able to get the desired sales boost and enhanced profit margins. Delicious can utilise these financial metrics to assess if the expansion strategy has planned in the UK is getting the firm the sales and revenues and a boost in profit ratios in order to sustain for a long-term in the fast-food segment. 
The company needs important KPIs to measure its progress and ascertain that the investments are yielding the potent returns to the business. The profits and increased recognition among target customer groups are vital parameters that can strengthen the position of the company. The profits and recognition are being effective in conveying the actual progress made by Delicious within the competitive landscape. The Conversion Rate is an important KPI that Delicious needs to keep track of, in order to enhance its position (Surya et al. 2021). The Conversion Rate is proportion of people that are engaging with the marketing materials in a specified way. It can be noted that Delicious is seeking to enhance its strategic positioning and fostering a new bond with customers. The company is striving to create a positive buzz across UK and the conversion rate is an important metric that will ensure that the promotional strategies are being effective in persuading customers to purchase the product. 
Another metric that can successfully measure the progress made is the Customer Acquisition Costs. This metric measures the volume of money being spent by a business in order to engage new customers (Surya et al. 2021). It also analyses the customers making the purchase. The metric is necessary since it points out if the acquisitions costs are actually empowering the company to make money. The assessment hence establishes the need for Delicious to make use of this metric to capture the effectiveness of the various investments being made by the company. 
The Profit by Product metric should be used by Delicious in order to identify the products that should be marketed and sold more, compared to the alternatives (Surya et al. 2021). The metric measures the profits acquired by each of the product and the company will be able to identify the products that can generate profits for Delicious. 
[bookmark: _Toc145768723]7. Conclusion
The report has focused on Delicious a company planning to expand in various strategic locations across UK. The nutritious fast-food commitment is reflected in the passion, commitment and values of the company. The report has evaluated the external and internal environment for Delicious. It has assessed the various strategic options available to the company. The one most feasible considering the sector and the offerings of Delicious have been suggested with proper justifications. The report has further outlined the marketing plan and implementation processes for putting the plans into action. The KPIs that can measure the progress made by Delicious and keep the company on the right track has been elaborated. 
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