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[bookmark: _Toc182846878]Introduction
Small businesses categorized as SMEs in the UK need strategies that can help them remain financially sustainable. The strategic management of SMEs should be carried out effectively as SMEs have small budgets and they can become bankrupt with minor financial problems (Dvorský et al., 2020). This report discusses the strategic management of High Field Restaurant as one of the SMEs in the UK. The restaurant is based in Birmingham and provides its customers with different meals for lunch and dinner, and different drinks including beer and non-alcoholic drinks. The restaurant is known for its lively environment and its interior seating arrangement that supports groups of customers (The High Field, 2024). 
[bookmark: _Toc182846879]High Field Restaurant’s Current Strategy
[bookmark: _Toc182846880]Porter's five forces Analysis
[bookmark: _Hlk182323388]The Porter’s five forces analysis was developed by Michael Porter in 1979 with the aim of helping organisations analyses the industry in which they operate and understand how they can align their strategies to increase competitive advantage. The analysis focuses on five forces that impact an organisation’s competitiveness namely competition, the potential for new entrants, the negotiating power of suppliers, the negotiating power of customers, and the ability of customers to find substitutes in the market (Goyal, 2020).
Competition – the Porter’s five force analysis suggests that internal competition in an industry impacts the ability of an organisation to compete. Competitive rivalry in an industry can lead to the loss of customers to the organisations that do not implement effective strategies to attract customers (Birru, Sudarmiatin and Hermawan, 2022). High Field Restaurant current strategy for competing involves providing customers with fresh food and ample spaces in its restaurant where small groups of customers can socialize when eating or having the drinks offered at the restaurant. The strategy helps the restaurant to compete with its rivals in Birmingham as customers in the restaurant industry want restaurants that satisfy their need for a place to socialize as much as their need for foods and drinks.    
Potential for new entrants – the potential for new entrants is a market force that the Porter’s five forces analysis defines as the ability of a new company entering the market and competing with the existing companies. One of the ways through which existing companies can ensure that new entrants do not win their market share is through differentiation where they offer unique services that new entrants cannot easily replicate (Birru, Sudarmiatin and Hermawan, 2022). High Field Restaurant’s strategy enables the restaurant to make it hard for new entrants to take its market share. Firstly, the restaurant has achieved brand preference where customers prefer its services due to its unique offerings that include tasty food and attentive customers services, and child-friendly setting that makes families feel combatable while dinning at the restaurant.  
Negotiating power of suppliers – the Porter’s five forces analysis tool argues that in a market where the suppliers have a high bargaining power, business’s ability to compete on prices is limited as the suppliers dictate their cost of operation through the prices of supplies. The tool advice that businesses can increase their negotiating power by making their operations flexible enough to switch suppliers at a low cost (Chang, Liu, and Mashruwala, 2022). The High Field Restaurant currently employs the strategy of switching suppliers as the restaurant has multiple suppliers that provide it with its supplies. The strategy is effective as it enables the restaurant to increase its bargaining power when negotiating with suppliers, thus reducing its cost of operation.   
Negotiating power of customers – the negotiating power of customers enables them to put pressure on businesses to provide better services or certain type of services (Chang, Liu, and Mashruwala, 2022). The customers that High Field Restaurant serves have a high bargaining power because there are other competing restaurants in Birmingham. The restaurant’s current strategy for ensuring that its customers do not use its bargaining power to affect its operations negatively involves offering quality food and dining experiences at affordable prices. The strategy enables the restaurants to keep their customers satisfied hence preventing them from exercising their bargaining power.  
The threat of substitutes – the threat of substitutes according to the Porter’s five forces analysis refers to the ability of customers to find other businesses that provide substitute products that satisfy the same need (Porter, 2008). The High Field Restaurant strategy of making itself standout as the only restaurant that is preferred by customers in the area involves providing quality customer experience. The restaurant has invested in employees who can provide attentive services and a child-friendly environment, which is better than competing restaurants thus making it hard to be replaced by substitute businesses. 
[bookmark: _Toc182846881]Critical analysis of High Field Restaurant’s external and internal environment
[bookmark: _Toc182846882]PESTLE Analysis 
Political factors – the main political factor in the UK political environment that has recently impacted the restaurant’s external environment was the officiation of the Brexit decision 31 January 2020 (Peters, 2022). The decision impacted on the restaurant’s external environment as it led to changes in the importation process that affected the price of supplies imported from EU countries that the company uses.
Economic factors – the restaurant’s external environment has been impacted by the economic instability that the UK has experienced in the past few years. The country’s economy has been affected by occurrences such as the pandemic and multiple changes in the political leadership, which have caused inflation. As a result, customers have had low purchasing power and low confidence to spend due to uncertainty. 
Social factors – the main social development that has impacted the restaurant’s external environment is the recent increase in social awareness on the importance of healthy foods and the social awareness on environmental responsibility for businesses (Tandon et al., 2020). The social shift toward healthy foods and businesses that operate sustainability has exerted pressure on restaurants to provide more healthy foods and initiate environmentally friendly operations. 
Technological factors – the external environment in the restaurant industry has been majorly impacted by the rise of e-commerce. The ability of customers to order foods and drinks online using e-commerce websites and apps has revolutionized the industry as restaurants have experienced increased demand for takeouts.  
Legal factors – High Field restaurant has to observe all the laws and regulations that are put in place by the UK government that affect its operations. The laws and regulations externally impact the business operations at the restaurant as the management has to ensure that the restaurant does not break any law that regulates its operations.
Environmental factors – the efforts to curb global warming by reducing carbon emission by businesses have impacted the restaurant’s external environment. Businesses in the service industry have to implement sustainable practices that enable them to reduce their carbon footprint (Yoro and Daramola, 2020). High Field restaurant has responded to this change in the external environment by implementing sustainable practices such as sustainable cooking and sustainable sourcing. 
[bookmark: _Toc182846883]SWOT Analysis
Strengths – the main strength that the restaurant has is high quality services and tasty foods (The High Field, 2024). Strength helps the restaurant to compete as it distinguishes itself from its nearby competitors. The restaurant has the second strength of experience as it has been in operation long enough to understand how to navigate the challenges that restaurants face in their business operations, which gives it a competitive advantage.
Weaknesses – the main weakness that the restaurant has is its limited geographical area of operation. This is a weakness as it makes the restaurant limit its brand recognition in other parts of the country outside Birmingham.
Opportunities – the restaurant has the opportunity presented by a recovering economy. The recent inflation rates show a trajectory of reducing inflation which will increase the spending power of its customers (Bhattacharjee et al., 2024). In addition, the restaurant has the opportunity to make its operations more efficient by taking advantage of emerging technologies such as e-commerce and targeted social media marketing.
Threats – the main threat faced by High Field restaurant comes from competition by other restaurants in Birmingham.  
[bookmark: _Toc182846884]High Field Restaurant Stakeholder Analysis
[bookmark: _Hlk182333937]Stakeholder analysis is the process by which organisations understand their stakeholders by analyzing the interests they have in their operations and the influence they have over their operations (Freeman, 2020). A stakeholder analysis can be carried out using the power/interest grid that categorizes stakeholders into four main blocks of high interest/high power, high interest/low power, low interest/high power, and low interest, low power. The figure below depicts the power/interest grid of the stakeholders at High Field restaurant.
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[bookmark: _Toc182846885]High Power/High Interest stakeholders
Owners – the owners of the restaurant have high power because they own the assets used by the restaurant to provide services. The owners also have high interest in the activities carried out by the restaurant as they are financially invested in its success. When engaging with the owners, the restaurant management should communicate officially and regularly inform them of the restaurant’s progress on important matters such as financial performance.  
Staff – the staff members including all the workers at the restaurant have high interest in the activities at the restaurant because they are directly impacted by the decisions made by the management (Collan, Stoklasa and Talasova, 2016). The staff also have high power because the restaurant depends on their labor and skills to provide its services to customers. The restaurant can effectively manage staff by understanding their interests and addressing them. Meeting the interests of staff will increase their levels of satisfaction and they will be motivated to provide quality services.     
[bookmark: _Toc182846886]High Power/Low Interest stakeholders
Government regulatory bodies – government regulatory bodies that issue licensing and inspect the restaurant to ensure it complies with the set standards have high power as they have the legal mandate to stop the restaurant operations. On the other hand, such bodies have low interest in the restaurant’s activities as they do not benefit financially, and they do not use the services. The most effective way of managing the interests of the government regulatory bodies is by taking the information they put out in relation to restaurant operations and acting on their requirements (Amoatey and Hayibor, 2017). In doing so, the regulatory bodies will have their interests satisfied. In addition, all communications between the restaurant and such bodies should be formal and acknowledge their power.
Landlord – the owner of the facilities where the restaurant operates has high power as they have the capacity to discontinue the restaurant’s operations or impact its financial sustainability by increasing the rental fee. However, the owner of the facility has low interest in the day-to-day activities of the restaurant as their agreement on payment does not depend on the success or failure of the restaurant. The landlord can be effectively managed by being informed through official and formal communication methods of any developments about the facility. In addition, the restaurant can manage the landlord’s expectations by paying the agreed rental fee on time. 
Customers – the customers are high power stakeholders as they bring the income that the restaurant depends on for financial sustainability. Customers in the restaurant business have low interest because they have options with other restaurants if the decisions made by their restaurant goes against their interests (San-Jose, Retolaza, and Freeman, 2017). The restaurant should manage customers by meeting their expectations of food and service quality. Moreover, in the event of any development about the foods and services, the restaurant should communicate verbally and respectfully using the staff members. 
[bookmark: _Toc182846887]Low Power/High Interest stakeholders
Suppliers – suppliers have low power as the restaurant has different choices of suppliers hence a high bargaining power. However, the suppliers at the restaurant have high interest as their economic sustenance depends on a good relationship with the restaurant and they are affected by the decisions it makes. The restaurant can manage suppliers by informing them on any changes that concern them.
Competitors – the competitors near High Field restaurant have low power as they cannot directly impact the activities at the restaurant. However, they have high interest as the competitiveness that High Field restaurant achieves can impact their market share. The restaurant can effectively manage competitors through information management where the restaurant understands how they operate in order to understand how it can remain competitive in the market.
[bookmark: _Toc182846888]Low Power/low Interest stakeholders
Community – the community has low power as it does not have the legal mandate to interfere with the operations at the restaurant and it has low interest because it has access to other restaurants (Dunham, Freeman and Liedtka, 2016). High Field restaurant can manage the interests of the community by meeting their expectations in terms of how the restaurants relate to the community. This can be done through taking part in community initiatives and avoiding activities that are against the community’s interests such as environmentally irresponsible activities. 
[bookmark: _Toc182846889]Three possible strategic growth options using the Ansoff Matrix tool
The Ansoff Matrix is a tool designed to guide business organisations on the different strategies they can use to grow. The figure below shows the four strategies, and the level of risk associated with each strategy. The four strategies in the tool include market development, market penetration, product development, and diversification (Loredana, 2016). This section discusses the three strategies of market development, market penetration, product development as the three possible growth strategies for High Field restaurant.  
[image: ]
Market development – the strategy of market development in the Ansoff Matrix tool involves selling the existing products into new markets. The strategy helps a business to grow as it widens a customer base and increases its brand recognition (Loredana, 2016). The High Field restaurant can adopt this strategy to grow by opening new restaurants in new cities where it will introduce its foods, drinks, and unique services to new markets. The strategy will help the restaurant to grow as it will make its brand known in new cities and gain new customers.  
Market penetration – the strategy of market penetration involves increasing sales of the existing products in the existing market. The strategy helps the business grow by generating increased revenues and increasing the sales volume (Loredana, 2016). The High Field restaurant can adopt this strategy by marketing its services more to its current market and attracting more people to its current location. Using this strategy, the restaurant will grow as it will generate more income than its current income. 
Product development – The strategy of product development involves introducing new products to the existing market. The strategy helps a business to grow by developing more offers to the customers that create new streams of revenue (Loredana, 2016). The High Field restaurant can adopt this strategy by introducing new items into its menu and new types of services that its existing customers can buy. The strategy will help the restaurant grow by adding to its revenue because it will have more products to sell. 
[bookmark: _Toc182846890]Chosen Strategy: Market Development
The three possible growth strategies discussed above have the potential to help the restaurant to grow. However, the strategy for market development has been chosen because it has the potential to enable the restaurant to grow fast in the short term and sustain growth in the long-term. Opening new restaurants in different cities will lead to immediate brand recognition in the new cities and an immediate increase in the number of customers. 
[bookmark: _Toc182846891]Why market development will secure the High Field restaurant’s long-term future
Increased revenues in the long-term – operating multiple restaurants in different cities will increase the revenues that the restaurant collects in the long-term. As a result, the restaurant will have more funds to improve its financial sustainability in the future.  
Increased brand recognition – opening new outlets in different cities will make the people in the new cities know about the restaurant’s existence hence increased brand recognition. In the long term, the restaurant will benefit from a far-reaching brand recognition as it will be able to generate income from opening even more outlets and increase its reach.
Reduce the reliance on current locations – the current locations are not enough for long-term financial sustainability. The chosen strategy of market development will help secure the restaurant’s long-term future as it will have multiple outlets that can generate revenue for the business. In this case, the non-performing outlets can be supported by the performing outlets.  
[bookmark: _Toc182846892]Key Strategic Recommendations for High Field restaurant
Intensive social marketing – the main strategic recommendation that High Field restaurant should implement is conducting intense social marketing. The recommendation involves creating and running an active social marketing campaign using social media platforms. The effectiveness of the strategy is mainly because social media marketing is free hence saving the restaurant financial resources. The implementation details include opening social media accounts with popular social media applications such as TikTok and Instagram, then regularly posting attractive content in the form of videos and pictures. The strategy will help to increase brand awareness as the content will be instantly shared by potential customers from different parts of the country. 
How competitors might react
Competitors might react to the strategic plan of intense digital marketing by starting their own digital marketing campaigns to reduce the effects of increasing popularity. The High Field restaurant can deal with such a reaction by marketing using messages that demonstrate the uniqueness of the foods and services they offer. This will show customers that the restaurant is unique and the marketing efforts by competitors will not negatively impact High Field restaurant’s marketing campaign.   
Geographic expansion – the second strategic recommendation that the restaurant should implement is expanding its brand geographically by opening new restaurants in different cities. The recommendation can be implemented by first conducting research on cities and locations that will suit the restaurant and the degree of competition in the new areas. The process of research also involves understanding the popular dishes and drinks in the new cities before creating the menu in order to populate the menu with dishes that will attract new customers with the shortest time possible. Subsequently, the restaurant can open the new outlets and transfer some of its current employees to work together with the new employees in the new outlets for smooth transition. 
How competitors might react
The restaurants in the new cities where High Field restaurant will expand its operations into might react to this strategic plan by introducing new items on their menus. The competitors will have the advantage of understanding the new markets and they can use the advantage by offering new items on the menu that will attract customers and delay the success of High Field restaurant’s new outlets. The restaurant can deal with such a reaction by focusing on its unique selling points such as child-friendly services, tasty foods, and attentive services. These unique selling points will help the restaurant gain market share in the new outlets by attracting customers who want such specific experiences.
Sustainable practices
There is increased social awareness on the importance of environmentally responsible activities for individuals and businesses. All businesses serve communities that increasingly prefer products and services that have been created using environmentally responsible methods (Luo et al., 2020). For this reason, High Field restaurant should embrace sustainable practices that make its activities as environmentally sustainable as possible. The report recommends that the restaurant adopts sustainable cooking that minimizes food waste, sustainable sourcing where it buys from suppliers that practice sustainability, sustainable packaging that utilizes biodegradable materials, and engage in community initiatives associated with environmental sustainability. Implementing such practices and making them part of the restaurant’s culture will make it popular among the customer base as it will demonstrate its care for the environment and environmental sustainability. In addition to attracting customers, adopting sustainable practices will strategically place the restaurant in a good place with regards to governmental regulatory bodies concerned with regulating the environmental impact of businesses in the country. This will help the restaurant to avoid fines related to environmental degradation and the reputational damage that comes with such fines. 
The recommendation can be implemented using the Lewin's Three-Step change model that guides organisational change through the three steps of unfreezing, change, and refreezing. In the first step of unfreezing, the restaurant should prepare all the workers for the proposed change toward sustainable operations by informing them of the benefits of the change and the financial and environmental dangers of continuing with unsustainable operations. In the second step of change, the restaurant should gradually introduce the sustainable operations into the existing processes. In the third step of refreezing, the restaurant should make the new sustainable operations part of the organisational culture through leadership and reward systems that encourage suppliers and staff to maintain sustainability.    
How competitors might react
The competitors might react to this strategic plan by copying the practices and making their operations sustainable as well. The competitors might reach in this manner in order to gain the strategic benefits that High Field restaurant will gain with gain with the aim of maintaining the ability to compete. The restaurant can deal with such a reaction by focusing more on its sustainable practices and distinguishing itself as a leader in environmental sustainability.

[bookmark: _Toc182846893]Conclusion
The management at High Field restaurant should implement effective management strategies to help the SME maintain competitive advantage and grow into a big business in the future. The restaurant will benefit from understanding its external and internal environments as discussed using the PESTLE and the SWOT analyses conducted in the report. Moreover, part of the organisational management that the restaurant’s management should conduct is stakeholder analysis and management. The report has provided the analysis, and the restaurant should manage its stakeholders as the report guides. The restaurant should implement the recommended growth strategy for market development using the steps recommended in the report. Finally, the restaurant will benefit from implementing strategic recommendations of sustainable practices, geographic expansion, and intense social media marketing campaigns.  
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