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[bookmark: _Toc22129]Executive Summary 
The report includes the strategic marketing plan of Chipotle Mexican Grill for the UK market. The report highlights the key issues that the company should maintain the offerings as per the current trends. The strategic objective of the company is to provide healthier options in vegan and vegetarian offerings for health-conscious consumers. The external audit is conducted using PESTLE which finds the political, economic, and other environmental impact on the food chains. SWOT analysis as the internal audit describes that the company has strong technological adoption, however, it has a threat from the competitors. The use of the 7P marketing mix in the report recommended the key issues in food joints such as price differences, the need for marketing and promotion and target audience identification. Finally, the SOSTOC framework determined the situational analysis of Chipotle and that it should adopt this strategic plan. Overall, the adoption of this plan can help the company in increasing its market share among health-conscious consumers which will be determined by the KPIs of sales, return on investment, rise in market share etc. 

[bookmark: _Toc15898]1.0 Introduction 
Chipotle Mexican Grill is a restaurant chain which aims to serve Mexican-inspired cuisine in the market of the UK. According to Abwanzo (2017), the company was founded in 2010 and then expanded to several locations across the UK. This report aims to prepare a strategic management report of Chipotle based on its strategic objective. The objective of the company is to expand its menu offerings into vegan and vegetarian items to cater to vegan customers (Wilford, 2016). For this purpose, the report will present the findings using marketing auditing. The marketing audit will take place using PESTLE (external analysis) and SWOT (internal analysis). The support to the external consequences of the company will be determined using SMART goals and 7Ps analysis in the UK's market. Further, the SOSTAC framework will present the situational analysis and the various strategies that will complete the plan for the restaurant chain.  
[bookmark: _Toc15172]2.0 Main Findings
The strategic marketing objective for Chipotle Mexican Grill Inc in the UK is to increase the market share among health-conscious consumers by expanding its menu offerings to more vegetarians, vegan and gluten-free options Kranjac (2012). With the growing trend towards healthier food options, many consumers are increasingly adopting plant-based diets. The objective aligns with the company's commitment towards sustainability and ethical goals. SMART objectives can be defined as a framework which sets clear and actional goals using Specific, Measurable, Assignable, Realistic and Time-Bound Ogbeiwi (2021). The strategic objective will be analyzed using SMART as below: 
· Specific: To increase at least 10% market share among health-conscious consumers. 
· Measurable: The success of this objective can be measured through the increase in sales of vegan or gluten-free menu items. 
· Assignable: The objective is assignable to a specific management team that will ensure the marketing and sales of these menu items. 
· Realistic: The aim is realistic as it will persuade the customers to try vegan products to increase sales. 
· Time-Bound: The objective will be achieved within the next 12 months. 
[bookmark: _Toc26189]Marketing Audit  
The marketing audit of the strategic objective of Chipotle can be further divided into external and internal audits: 
[bookmark: _Toc204]2.1 External Audit – PESTEL
Macroenvironment or external audit helps marketers to understand and monitor the major environmental factors which are surrounded the organization (Drummond, Ensor, and Ashford, 2010). For this purpose, PESTEL analysis is conducted to analyze the external environment as it is constantly changing at a rapid pace. 
[bookmark: _Toc5357]2.2 Political
In the case of Chipotle's strategic marketing objective implementation, government policies, and regulations such as minimum wages and food safety regulations can impact profitability. 
[bookmark: _Toc19037]2.3 Economic 
Economic factors in the external environment such as recession and inflation can impact the purchasing power of consumers (Sammut-Bonnici and Galea, 2014). The cost of the new line of food products might affect the ability of consumers to afford Chipotle's offerings. 
[bookmark: _Toc16007]2.4 Social
There may be a change in societal attitudes towards health and wellness which can impact the demand for fast-casual restaurants like Chipotle. 
[bookmark: _Toc9930]2.5 Technological
Currently, there are increased automation and robots which can impact the company's labour costs and change in workforce needs (Harris, Kimson, and Schwedel, 2018). Moreover, the online delivery system can impact the company's need to upgrade to advanced technologies. 
[bookmark: _Toc22834]2.6 Environmental 
There are environmental concerns such as natural disasters and climate change which can impact the cost of ingredients used in the food (Tirado et al., 2010). The raw material supply can be impacted due to disastrous conditions. 
[bookmark: _Toc5141]2.7 Legal
The legal external environment includes several laws, regulations and practices regarding food safety and labour conditions (Raynolds, 2012). For this purpose, there can be barriers to entering new markets. 
[bookmark: _Toc29191]2.8 Marketing Mix – 7Ps
The extended marketing mix 7Ps refers to the combination of elements of marketing which aims to determine the strategic objective through various elements. For the analysis of Chipotle’s strategic objective, the following is presented: 

Figure 1: 7Ps of Marketing
Table 1: 7Ps Table
	7Ps Elements
	Analysis

	1. Price
	Pricing strategies of a company deal with long-term issues of positioning within the market (Ellickson, Misra, and Nair, 2012). Chipotle's prices will be higher compared to the other fast-food chains.  

	2. Product
	Emphasis on vegetarian and fresh produce products with customizable options. 

	3. Place
	Multiple locations in the UK and might plan for expansion. 

	4. Promotion 
	Promotional offers and loyalty programs to encourage repeat customers. 

	5. Process
	 The use of inventory management processes and digital ordering systems to streamline food preparation. 

	6. People
	Hiring trained and knowledgeable employees that provide excellent customer service. 

	7. Physical evidence
	Chipotle will aim to provide clean and well-maintained facilities while introducing a new product line. 



The 7P analysis depicts that the company is using a price-skimming price strategy. According to Huimin and Hernandez (2011), the price skimming strategy refers to the introduction of a new product and charging a high price at first, and then gradually lowering it when demand decreases. As per Dibb et al., (2006) the process by which the product is made available is called distribution which will be an inventory management system in this case. Chipotle can also implement a promotion mix to select promotional tools from direct marketing, public relations, publicity, sales promotion, online marketing, and personal selling (Shimp and Andrews, 2012). In the extended marketing mix, the people, the process, and the physical evidence of the company determine the need to organize to provide better customer service, process accurate orders and organize the retail environment. 
[bookmark: _Toc23954]2.9 Internal Audit – SWOT 
SWOT is the final stage of a marketing audit which summarizes the key findings of the audit using the strengths, weaknesses, opportunities, and threats. Based on the external audit conducted above for Chipotle's strategic objective, the internal analysis will take place: 
	Strengths
· Locally sourced fresh ingredients
· Vegan and Healthy Menu
· Customizable Menu Options 


	Weaknesses
· High prices due to price skimming strategy 
· Low reliance on meat-based products 

	Opportunities
· Use of technology for ordering and delivery 
· Introduction of new vegan food items for young consumers 



	Threats
· Negative publicity and food safety concerns
· Economic and political differences in the UK
· Rise in competition between the top fast-food chains



[bookmark: _Toc14144]2.10 Monitoring the Marketing Plan 
The marketing plan of Chipotle should base on external and internal audits which signifies that the company should follow the Red Ocean vs Blue Ocean Strategy. According to Kim and Mauborgne (2014), the blue ocean strategy is the uncontested marketplace, whereas the red ocean strategy is the competition in the existing marketplace. The monitoring of the strategic plan of Chipotle will be conducted through the red ocean strategy because it exploits the existing demand. In this case, the existing demand for fast food and meat products will be mitigated to increase the value of vegan food items which will be promoted as healthy and nutritional products (Alae-Carew et al., 2022). The company's activities are aligned with the strategic choice of differentiation during the demand and rise in the price of the products. 
[bookmark: _Toc4090]2.11 KPIs
KPIs or key performance indicators measure the level of achievement or success from the implementation of strategies (Bauer, 2004). The indicators that will be used in assessing this strategic plan are given below: 
· Market Share – (10%) expected
· Customer Satisfaction- (Number of Repeated Customers)
· Sales Revenue- (Increase in sales for new items)
· Return on Investment – (High ROI)
[bookmark: _Toc25714]3.0 SOSTAC 
SOSTAC is a framework which is developed to provide structure to a strategic marketing plan of a company. According to Kebede (2022), the SOSTAC framework was developed by PR Smith during the 1990s and later formalized in the book Marketing Communications. There are several benefits of using this framework in the marketing plan as it determines the business strategy, tactics, action, and control. 
[bookmark: _Toc23366]3.1 Situation Analysis 
Chipotle should conduct a thorough analysis of the market size, competition, economic, political factors, and consumer trends to gain valuable insight into the UK's market. According to Abd Ghani et al., (2010) situation analysis in strategic management refers to the analysis of an organization’s internal and external factors that influences the work of the business. In this case, the external factors determine that the business plan of Chipotle is being prepared as per the market trends and developments. The external factors of legal, technological, and political consequences will be in check while developing the strategic direction for the restaurant’s new food line. 
[bookmark: _Toc10626]3.2 Objectives 
The objective of the company is to increase the market share in the UK among vegan consumers and establish a strong presence among health-conscious consumers. The expansion of menu offerings is prepared to offer in the growing market segment to enhance brand awareness. Brand awareness in strategic plans assists in detecting potential customers and building familiarity (Tan, Ismail, and Rasiah, 2011). To achieve the objective and build brand awareness, segmentation, targeting and positioning (STP) should be conducted to develop the customer clusters. Market segmentation is the process of dividing the broad consumer group and adding a sub-group into the strategic plan based on similar characteristics. Therefore, the company’s measurable goals for the objective will segment the consumers which will help in enhancing brand awareness as well as customer satisfaction. 
[bookmark: _Toc14419]3.3 Strategy 
The strategy of Chipotle in the UK is to increase its presence through new franchise openings, consumer interaction, improvement in digital ordering and introduction of new menu items. The localization strategy will be implemented that will aim to cater to the local preferences of the consumers. Targeting and Positioning as a strategy should be implemented to target the specific consumer group such as 18-25 or 26-35. Positioning should be done to form strategic alliances with individuals that take an interest in consuming healthy and vegan food. Partnership and formation of strategic alliances assist in the gain of competitive advantage in the market (Uddin and Akhter, 2011). Chipotle can partner with the existing vegan raw material supplier or health drink product retailers to make use of the target audience. In this manner, the strategy of the company will be formed to align with its commitment to cater to the right target audience. 
The strategy should also include the conduct of competitor analysis as it will help in the identification of the USP of the restaurant. The strategic alliances formed will help in identifying what the competitor is doing right and what can be taken as inspiration to improve the current food offerings. Competitor analysis will assist in identifying the unique marketing strategies which will feature the essential concept of vegan products in the UK’s market. There are several stages in competitor analysis that Chipotle should implement. 
· The first stage will be to identify the competitors. The competitors of Chipotle are Beyond Meat, Eden Foods etc. 
· It is essential to gather information about the competitors in the second stage. It is determined that the vegan market in the UK is still small in size.  
· The competitor's analysis will include strengths and weaknesses in the next step. The companies like Beyond Meat focus on providing vegan food but do not ensure the local source of raw materials. Chipotle will provide locally sourced items by considering fresh produce for health benefits. 
· The determination of the competitive advantage of Chipotle will be the next stage. The competitive advantage of the company is that it focuses specifically on the local source and employment benefits. 
· The last stage is to develop competitive strategies. By adopting the information on the competitors, Chipotle can develop strategies such as price skimming and value-based sales to engage consumers. 
[bookmark: _Toc10814]3.4 Tactics
The use of social media marketing, digital media and influencer marketing can help the company to gain potential market share. According to McDonald (1992), a tactical matrix is a tool which can help marketers to prioritize their marketing resources by analysing their impact and feasibility. While implementing the social media marketing and another advertising strategy, the tactical matrix should be developed to ensure that the marketing for Chipotle is of impact and feasible in the long run. The tactical matrix can be used to allocate the resources for influencer marketing or PR marketing as well. 
[bookmark: _Toc6291]3.5 Actions
Internal marketing is an action that should be taken to execute the marketing tactics among internal staff and agencies (Wakah, 2016). Chipotle’s action plan may involve specific steps that will assist in promoting the tactics. The company can conduct regular training and development programs for its employees like chefs, salespeople, waiters, and managers to ensure that they deliver consistent customer service (Berry and Parasuraman, 2004). Chipotle can establish an effective internal communication system to keep the employees informed about marketing initiatives and promotions. Thus, it determines that actions regarding the company's betterment should be taken internally. 
[bookmark: _Toc25539]3.6 Control 
The control element of the SOSTAC framework covers the measurement to track the implementation plan of the company against its objectives. The KPIs developed above should include customer surveys, report processes and constant monitoring to achieve the same. Sales growth, customer satisfaction, Return on Investments, and Market share will be analyzed every month to implement control (Gholami et al., 2013). The external environment in the UK is constantly changing which requires Chipotle to adapt the strategic marketing plan according to the KPIs target. By monitoring closely and remaining agile in the strategic implementation process, Chipotle can adjust its strategies as well as tactics quickly. 
[bookmark: _Toc22617]4.0 Recommendations
The development of strategic objectives ensures that the marketing plan is developed in alignment with the growing trends in the UK. Based on the analysis conducted concerning external as well as internal environment, there are some recommendations for Chipotle to consider: 
· Chipotle should consider competitive pricing to compete with the existing vegan food chains in the UK. Price-skimming strategy is implemented during the expansion of a new product or service (Ali and Anwar, 2021). However, after the introduction of new menu items, the company should shift to competitive pricing to engage more customers and provide promotional discounts. 
· To appeal to the trending health and vegan food benefits in the UK, the company should cater to the young audience which is health-conscious consumers (Schösler, De Boer, and Boersema, 2012). Chipotle should continue to expand its vegan menu options while making it innovative and customizable for consumers. 
[bookmark: _Toc28184]5.0 Conclusions 
The report aimed to prepare a strategic management report of Chipotle based on its strategic objective. The strategic management plan of Chipotle highlights the external and internal analysis plan using marketing audit. It is highlighted that the success of the company in the UK market is influenced by changing customer preferences. As the internal audit for the company shows that the company needs to align its changing preferences with the use of technology and sourcing through local food options, it is imperative to follow the same. The SOSTAC model prepared a comprehensive plan for the company which suggested implementing competitive pricing instead of price-skimming once the food items are demanded by the customers. It is further recommended to improve internal communications by implementing communication and training programs. The company’s new product lines in vegan and vegetarian options can be promoted through influencer marketing, social media marketing and other PR marketing options. By following the strategic plan and the recommendation, the company can not only improve its current marketing performance but also maintain its competitive advantage while catering to new customers. 
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