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Introduction

Delicious Foods is a small and medium (SME) restaurant located in London, UK, offering an exclusive range of cuisine, with a unique taste, which had developed a high customer base and demand for the product, leaving the owner no chose but to expand the business.

This report is written with the intensions of providing Delicious Foods with the relevant information, and support to help develop the best suitably strategic management plan for future expansion, the business has a lot of potential to become a franchise company. 

The main challenge facing Delicious Foods is extensive competition, as the market is saturated with companies vying for the customers attention, but with a strong vison and set goals, a critical appraise of the businesses strategic direction will help to set Delicious Foods apart from all the other competitors. The business and its employees will need to be able to adjust and adapt to changes in a short period of time in order to optimise operations.
 
This report will critically analyse the components of the internal and external environmental  layout of the business, in which the SWOT Analysis, VRIO Model, the Pestle Analysis, Smart Model and the Porter’s Five framework will all be used to help develop an extensive in-depth scan of the business, implementing the best strategies to achieve sustainable growth and success. Also included in this report will be: 
· stakeholders' analysis 
· HRM technology
· Delivery process 
· Costs Reduction  
· Increasing efficiency 


















Strategic direction for Delicious Foods 
Delicious Foods is a small business with creative ideas and plans. The need to develop a focused strategic plan with clear directions is essential, and will help growth and success in achieving long term goals, 
The Vision 
The vision is to have Delicious Foods Organic Restaurants all over the country, producing own brand label items, which will include allergy & gluten free, as this is a niche market, and .oseeing the Delicious Foods labels on shelves throughout the supermarkets and smaller shops, eventually emerging into a franchise. Konovalov (2020) stated “vision is a key leadership skill that can be developed as a practical business tool for leading a company today and into the future”.  
The Mission
Delicious Foods promote organic healthy produce. “We care about our customers who believe in what we are trying to achieve, and this has helped make it possible for the business to flourish”. Delicious foods insist on freshness, the quality of the ingredients we use gives the food we cook a rich and unique flavour, allowing each dish to have its own unique character”.  
Our mission and business culture are to celebrate and enjoy good tasteful food, our aim is to provide delicious, nutritious, high-quality foods, compared to our competitors, educating the customers pallet by bringing a unique refreshing taste, which would be hard to duplicate. “Our customers believe, only a true hand can cook delicious food”. Our focus it to be consistent in our delivery, authenticity, diversity, and exclusivity. Highlighting why they love coming back”. Rajoria (2021) wrote, “A unique product is surely a great advantage as you offer people something new, which the people might be eager to explore”.

Products or services:   
Highlighting the uniqueness of Delicious Foods product will help each item to stand out and claim its own place in the market, at the same time improving the outlook of the business, creating a unique cuisine range, giving customers more versatility, the availability of online orders, delivery, or collection. The markets are full of restaurants, takeaways and ready meals, and a variety of sauces, but there is always room for a unique product, as food is a necessity and people will always need to eat, buying what they enjoy, retuning confident that they know they are getting a good quality product. Rajoria (2021) also agree that “A unique product is understood to be the most important factor of a brand's success by many people”. 
 
Target customers:
The discerning customers range from allergy suffers, induvial dinners, romantic couples, professional workers to informal social groups, celebrating party goers and various family sizes. Children are always welcome.




Unique value: 
Unique authentic traditional family recipes passed down from generation to generation, cooked in authentic solid cast iron pots, which were brought over from the Caribbean help enhance the flavour of the food. 
Core Values:
Delicious Foods core values intend to continue on as we started. Our business culture provides long term quality values for our customers, quality service with integrity, to innovate and improve development, this underpin everything we do, our trust is in your hands.
The Objectives 

To develop a strong strategic plan to improve Delicious Foods chances for expansion throughout the UK within the next two years. The possibility of achieving the objectives will be measured through the uniqueness, popularity, and sustainability of the brand in which a clear direction will need to be established. 

Delicious Foods investing in the Smart Framework professional business tool, to help give a clear realistic, achievable timeframe when setting goals and action plans. as portrayed in figure 1. The S.M.A.R.T goals business tool was the developed by George Doran, Arthur Miller and James Cunningham in 1981 as a smart way to wright management goals and objectives. Prather (2005) Using Specific, Measurable, Achievable, Realistic, and Timely (SMART) criteria in goal setting works well when the goal is to improve an existing system about which much is known. 

The Smart framework is a tool for setting and achieving goals, it can help set goals that are well defined, achievable, and relevant to your overall objectives and track its progress. 
				 
Figure 1.				Delicious Goal Setting 


	S
specific
	M
measurable
	A
achievable
	R
relevant

	T
Timed


	launch new, 
food brand label
	Increase website traffic by 25%
	Produce 
Sample for gluten free range
	Expand into a new market 

	within 3 months


	Dividing  into target market/groups, time, and money
	Enhance employment with new training programme
	Collect customer feedback
	 Reduce operational costs by 15%
	Within
6 months

	Expanding  business


	Increase sales by 20% 


	Increase inter-net traffic

	Increase customer retention by 10%
	within 9 months

	Open 4 new restaurants,
Develop into a franchise.
	Networking and partnership

	Continue to promote brand
	Increase market shares by 25%

	Over 2 yrs period



Environmental Scan for Delicious
Internal environmental analysis:  
Internal environmental analysis is an important part of the planning process for Delicious Foods, highlighting areas for improvement, focusing the capabilities and resources of the business. The SMART, SWOT, VRIO and the PESTLE frameworks are all acronym, shorted to help speed up communication, and will be used to help assess, evaluate, estimate the nature or ability of any issues throughout the business. 
SWOT Analysis
Delicious Foods used the Swot analysis framework to assess and compare its competitors, by helping to identify internal strengths & weakness and evaluate opportunities & threats within the business. The SWOT Analysis was created in the 1960s by Edmond P, Learned C, Roland Christiansen, Kenneth Andrews and William D, who were all business geniuses, even though it is debated that a Albert Humphrey was accredited as the original creator.
See figure 2. Teoli, Sanvictores and An (2022) said the “SWOT Analysis (short for strengths, weaknesses, opportunities, threats) is a business strategy tool to assess how an organization compares to its competition”.
Figure 2.
Swot Analysis: (internal) 

	Strengths 
	Weakness 

	· Already established company. 
· Unique age-old homemade recipes.  
· Strong brand reputation
· 20yrs food experience 
· 20yrs experience in the workforce 
· Knowledgeable/skilled staff 
· Tangible assets: property, IT equipment 
	· Lack of additional funding 
· Poor management
· Being compared to other companies 
· Limited resources 
· Unclear selling points 
· Outdated technology
· Incorrect branding

	Opportunities 
	Threats 

	· Minimum competitors in chosen area. 
· Increased demand 
· Positive press coverage 
· New brand trends
· Emerging technologies
· Change in consumer behaviour
	· Competitor trying to imitate product. 
· Emerging competitors 
· Negative press/media reports 
· Negative customer attitudes 
· Changing customer attitude 


 
Delicious Foods will conduct a SWOT analysis on a regular basis to ensure the business remains responsive to changes in its environment and can adapt accordingly.
VRIO analysis: 
Delicious used the VRIO Analysis framework to evaluate the internal resources incapabilities of the company. VRIO contains four criteria’s (Value, Rarity, Imitability, and Organisation) which are used to evaluate the companies’ resources and capabilities. See figure 3. The VRIO model was Invented by Jay. B. in 1991. Barney to help evaluate business strategy.
Figure 3.
VRIO Analysis
	
Resources or capability

	
Valuable
	
Rare
	
Inimitable
	
Exploited by organisation

	
Unique Organic product

	
YES
	
YES
	
YES
	
YES

	
20 yrs.
Professional experience

	
YES
	
YES
	
YES
	
YES

	
Service

	
YES
	
NO
	
NO
	
YES

	
Experience qualified staff

	
YES
	
NO
	
NO
	
YES

	
Company reputation

	
YES
	
YES
	
YES
	
YES

	
Consumer loyalty

	
YES
	
YES
	
YES
	
YES

	
Location

	
YES
	
YES
	
YES
	
YES



Evaluating resources will help make better decisions as to where the resources is needed most. Buzatu et al. (2019. p245) VRIO analysis is an analytical technique for the evaluation of any company resources and to establish the competitive advantage. 



Porter's Value Chain Analysis: 
The Porter's Value Chain Analysis focuses on areas where operations can be improved by identifying activities which create value in the business. These activities reduce cost and improved performance within the marketplace for the customer, helping to gain a competitive advantage for Delicious Foods. Rayport and Sviokla (1995) both agree “By analyzing the stages of a value chain, managers have been able to redesign their internal and external processes to improve efficiency and effectiveness”. 

Delicious Foods business infrastructure: the manager/owner and assistant manager will oversee operations throughout the business, professional business advisors and accountants will provide legal and financial and advice support.
Human Resource Management (HRM): customer service, monitor complaints, recruit qualified employees through Internet  advertising, job centre etc. 
Technology development department: Delicious Foods have invested in the latest technology to increase operations which will help the business run more smoothly. Jaggaer, a digital procurement firm will support the daily operations, keeping records of all steps. It is imperative to have a reliable system, one which is at the heart of the business, helping it to run efficiently and effectively. JAGGAER. (2023) states “JAGGAER team works to uphold our mission, vision, and values. We aim to deliver a network for buyers and sellers while embodying passion, humility, empathy, transparency, and accountability”. 
Inbound logistics: Delicious Foods pre-selected several local suppliers allocated within the area of each restaurant for the raw materials, beverages, meat, veg etc, available for collection or delivery.
Operations: Delicious Foods is on the verge of expansion with intentions of opening 4 new restaurants over a 2-year period.
Outbound logistics: sit down restaurant, take away counter service at the side of the restaurant and home delivery services.
Marketing and sales: focus attracting customers through pricing, company website, customer targeting, e-mail marketing, employ a social post network team and customer feedback, 
Services: Delicious Foods demand the best quality and aim to achieve it with our customer service. Employees are given the best training and benefits in order to serve and support customers in all departments.
Transport: to help control costs and reduce time, delivery drivers will have a company vehicle, fitted with a tracker and journey distance recorder. 
External Environmental Analysis:
The Swot and the Porters Five analysis business tools where both used to help understand the external factors of the business. External environmental analysis is an important process which reveals situations beyond the control of the of Delicious Foods, assessing and evaluating factors and forces that can affect performance and operations, impacting the success or failure of the business.   

PESTEL Analysis:
Analysing the business to evaluate the external factors and the impact they may have on Delicious Foods, helping to understand what is happening in the environment. The Pestle Model, as seen if figure 4, shows how changing events could affect operations, and the decisions that need to be made. 
The PESTEL Analysis has been in action for over 50 years. helping businesses develop strategic strategies. it was developed by Frances Aguilar in 1960. Perera (2017. P24) wrote, “The Pestle Model gives a comprehensive outlook on the external business environment that the business operates and is a critical tool that can be used to come up with a wide range of strategies related to different functions of the business for improvement”.
 
Figure 4.                                      
Delicious Foods Pestle Analysis

	Political
	Government policies, trade restriction policies, tax policies, Brexit, environmental laws, licences, health & safety guidelines, technology

	Economic
	Inflation, unemployment rates,  consumer spending patterns, economic growth,

	Social
	Consumer preferences, eating habits trends, cultural attitudes.

	Technological
	Cybersecurity, ordering & payments, online delivery services, social media, marketing, internet availability,

	Legal
	Health and safety regulations, food safety, labour laws, the latest zone Laws, discrimination law, copyright protection, consumer safety.

	Environmental
	Climate change, pollution, environmental policies, water and energy usage, waste management, sustainability.




Porter’s Five Forces analysis:
The Porter’s Five Forces Analysis framework is was used to analyse Delicious Foods competitive environment, developed by Michael E. Porter is widely used by business to understand the intensity of competition in industry, it also identifies opportunities for growth and profitability, as well as potential threats and challenges. Dälken (2014) ”Porter’s Five Forces model is a powerful management tool for analysing the current industry profitability and attractiveness by using the outside-in perspective”.         





Threat of new entrants

Focuses on how difficult or easy it can be for new entrants to enter the market, if the entry barriers are low, the threat of new entries high and competition is more intense.

Bargaining power of suppliers 
Evaluate the bargaining power of suppliers in the industry. If supplies have strong bargaining power, they can apply pressure on the businesses, potentially affecting prices and profitability.

The bargaining power of the buyer is an important factor to consider when analysing the industry/market. The power of the buyers has a tendency to increase when the buyer group is of a large quantity, thus, having significant influence over the market, demanding lower prices or better terms from the seller.

Threat of substitute products
Concentrate on looking at the availability of substitutes products, services, quality, and pricing. These threats can have significant implications for the Delicious Foods, as it could lead to decline in the demand for the original products, impacting sales and profits. The threat of substitute products is an important consideration for business to remain competitive and adapt to changing marketing conditions.

Delicious Stakeholder Analysis
Stakeholders are individuals or groups of people who have a vested interest in the success of the organisation/business. This may include, employees’, managers, shareholders, board members. It is important to get to know the interests and intentions of the stakeholders as they may have their own ideas of what is expected of the business, this may cause issues later on down the line. Freeman (2009. 0.06) said “I've defined stakeholders as any group of individuals that can affect or be affected by a company’s’ purpose”. 
Internal stakeholders
An internal stakeholder’s analysis will help Delicious Foods develop future plans, identifying the key stakeholders within the business and prioritising their level of interest and influence. High interest and high influence stakeholders would require more attention and engagement in order to keep them informed of all activities, services, and operations.
Low interest and low influence stakeholders require less attention but are still involved in the stakeholders needs and expectations. By understanding the interests of the stakeholders, this will reduce conflict, build a stronger relationship and hopefully keep them happy.
External stakeholder analysis for Delicious:
The external stakeholder analysis identifies and analyses individuals or groups outside of the business who have direct or indirect interests with the business. External stakeholders are customers, suppliers, competitors, government agencies and community groups,
The external stakeholder analysis also helps to organise, identify opportunities and threats outside the business environment, any potential source of support or opposition as well as build positive relationships to benefit the business.



[bookmark: _Int_AzW3rAae]Mendelow’s Matrix: 
Prasad (2023) States “Mendelow’s Matrix Is a tool that may be used by an organisation to consider the attitude of their stakeholders at the start of a project or when they are setting out strategic objectives”.

Mendelow’s matrix tool is used in business and strategic management to analyse and prioritise stakeholders based on the level of power and interest in the company/business. The matrix is named after Michael Mendelow, who developed it in the 1980s. It is divided into 4 quadrants’, with stakeholders categorised as followed: 

High power, high interest: key players in the organisation/business have significant impact on operations, require close attention and engagement from management. 

High power, low interest: significant power and influence and are not particularly interested in activities or outcomes, these stakeholders should be kept satisfied. 
 
Low power, high interest: a high level of interest in the organisation/business, but have low power, and influence and should be kept informed/engaged, not necessarily a priority over other stakeholders. 
 
Low power, low interest: little power or interests, but not necessarily a priority call. Analysing stakeholders according to their level of power and interest, the matrix can help organise and develop strategies by prioritising stakeholders needs. As seen in figure 5.

Kennon, Howden and Hartley (2009) “The implementation of any project requires clear thinking about the relative importance of stakeholders in achieving project outcomes”.

             Figure 5
.      [image: ]
                                   








Delicious Foods - Strategic Growth Options  
Ansoff Matrix: 
 
The Ansoff Matrix, also known as the product market matrix or strategic opportunity matrix, consists of a two-by-two framework grid, see figure 6, to analyse and plan Delicious Foods product and marketing growth strategies. The Ansoff Matrix focuses on four basic procedures to help make the correct decisions about the strategic growth of the business.

Loredana (2016. P4) states “The Ansoff Matrix, created by the American planning expert Igor Ansoff, is a strategic planning tool that links an organisation's marketing strategy with its general strategic direction”.

Market penetration: Delicious Foods would need to increase marketing shares for existing products and services in the existing market, this would mean increasing market efforts, improving customer loyalty, or adjusting price strategies.

Marketing development: analysis data which needs to be understood and is important for business growth, helping to identify new opportunities  and consumer trends in the marketplace, build brand recognition and customer loyalty, helping to create and promote products by learning to understand the customer’s needs and preferences thus helping to increase sales.
Product development: demands a strong team of creative engineering and designers to help to developing ideas through understanding the market and knowing what the latest trends are. This involves product research or services, market research, creating new products or improving existing ones, customer feedback, producing samples, designing packaging and advertising the product.

Wheelwright and Clark (1992. P2) stated “The long-term competitiveness of any manufacturing company depends ultimately on the success of its product development capabilities”. 
Diversification is the process of expanding the business, by entering a new market, developing new products or service,  different from the current available products, however over stretching resources and capabilities could lead to inefficiencies and decrease profitability. Therefore, the well planned and executed diversification strategy, aligned with the business resources and market opportunity is crucial for the success of the business.
By choosing the right growth strategy, Delicious Foods can increase their market share, into new markets, and develop new products to meet the changing needs of their customers. 
 














 
Figure 6.
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CFI (2023)
 
Porter’s generic strategies: 
Michael E. Porter is an authority figure and influential thinker in companies/business strategies. In 1985 he developed the Porter’s generic strategies framework to help businesses identify a competitive advantage, enabling long term profitability, he is also the author of Porter's 5 forces which was mentioned earlier in the report.
Porter’s generic strategies framework consists of three main strategies that can be applied to the Delicious Foods Restaurant to help the business gain a competitive advantage against its competitors. University of Cambridge (2016) quoted “The two basic types of competitive advantage combined with the scope of activities for which a firm seeks to achieve them, lead to three generic strategies for achieving above average performance in an industry: cost leadership, differentiation, and focus”.
Cost leadership:
Delicious Foods is  a small business with intention to expand, increasing the economical scale by enlarging the produce service quantity with the need to maintain and minimalize overheads costs, lowering prices through an efficient production process, and delivering products or services at a lower cost than the competitors to the customer, at the same time, still maintaining the highest available quality ingredients, minimalizing unnecessary expenses.




Differentiation: 
Delicious foods aim is to stand-out from other competitors with its unique dishes, authentic style of cooking, which will not be found in any other restaurant, and genuine outstanding down to earth customer service, contributing to the pleasant, soothing ambiance throughout the restaurant.
Focus Strategy:
Delicious Foods as mentioned previously, is a unique brand and will focus on the features and style of the product which will be incorporated into the business culture with the intention of distinguishing the brand to be recognised when/wherever as soon as it is seen. Adapting a focused strategy within the business will also help to give a deeper understanding of the customer’s needs.
Constructive pricing will give the business a strong competitive edge to encourage and achieve long term success. The quality of the food offered will be adjusted to the pallet of the customer in line with the customer service, which will be tailored to the customer’s needs. 
The restaurants will also focus on customers who are attracted to a niche market, which is openly provided, attracting customers who want something different from what they are used to, a more adventurous meal, not afraid of visiting new tastes or enjoying new experience in food. Delicious Foods will cater for every nationality and culture, by offering samples and advice on the many available dishes, and where the ingredient & spice involved in the cooking process are natural sourced.
The Best Strategies for Delicious Foods
The SAFe Model.
The SAFe model is a powerful framework which is perfect for development of the business by providing an effective structure to enable communication throughout the business. In order to formulate the best strategy for Delicious Foods an analysis was performed using the SAFe model and the SFA Matrix Model, which is a scoring method system, using numbers from1-10, highlighting suitability acceptability and feasibility, which are key componants in helping receive the main outcome. This relating to the chosen options produce a score of viability, acceptable and feasible, as seen in figure 7.
Figure 7.
Delicious Foods SAFe Analysis 
	Strategic Options

	SFA Matrix
	Cost
	Differentiation
	Focus strategy

	Suitability
	10
	8
	9

	Acceptability
	10
	10
	10

	Feasibility
	10
	10
	10

	Total
	30
	28
	29






Sustainable:
Delicious Foods believe sustainability is an important part of maintaining our planet for future generations and started by setting an example with the hope others will follow. DesJardins (2015) believes “Sustainable development is development that meets the needs of the present without compromising the ability of future generations to meet their own needs.” Delicious foods avoid generating excessive waste and adding to the pollution which can be harmful to our general health, the environment, wildlife, and ecosystem, and therefore, welcome the idea of being a sustainable business. 

Incorporating sustainability as part of the business operations has helped Delicious Foods experiencing less environmental challenges and social disruption, as customers encourage the idea of the business contributing towards sustainability and reducing the negative impact caused to the planet. The business prioritises the reduction of food waste, any unavoidable excess is recycled into compost. Packaging is bio-degradable, compostable, recyclable, disposable, eco-friendly or reusable, with the intension of conserving natural resources to save energy. The more products/materials that can be reused, the less the impact on the environment, socially, and economically will reduces landfills and incinerators.

Acceptability:
What is acceptability?
Acceptability refers to a product, service or business practise considered acceptable, relating to interaction concerning the customer/consumer which can determine the success of the business. Offering the right product or service to align with customer needs or preference would most likely be successful, if the customer automatically receives the same quality of standard every time a product is purchased.
Murry and Baxter (2023) states “Acceptability is a subjective measure based on hedonics (pleasure), which in turn is influenced by the sensory properties of the food, previous exposure to it and subsequent expectations, contextual factors, an individual's culture, physiological status (i.e., hunger, thirst, and presence/absence of illness), and many other variables”. 
Businesses who comply with the relevant regulations and laws are most likely to be accepted by the consumer and its stakeholders, creating long-term relationships and value for the business.
Feasible:
To determine whether the Delicious Foods business strategy is feasible with the available resources, account factors needed to be considered, included the competition, cost, market demand, technology, and time. Other factors included materials and labour, which will dictate if it is possible, practical, achievable.
Implementation
Implementation is the process of putting a plan, strategy, or project into action in the context of business, which is critical for the success of any business, allowing ideas and plans to become tangible results. 
Implementing the Strategy: 
To implement strategy, it is important to establish clear goals and objectives throughout the business. Delicious Foods used the Kurt Lewin 3 Step Change Management Model to implement the much-needed changes in preparation of the expansion of the business. The Kurt Lewin theory model was first introduced in 1951 to help support businesses during management change. The 3 steps involved freezing – changing – unfreezing the business to help bring the business forward. Kurt Lewin’s ‘changing as three steps’ (unfreezing - changing - refreezing) is regarded by many as the classic or fundamental approach to managing change (Cummings, Bridgman and Brown, 2015). Incorporating the first frame of the 3-change model involved:


Step 1.  Unfreeze
· Prepare employees: Organise face-to-face staff meetings.
· Informe employees of imminent changes  
· Explain reason for changes. e.g., the business is expanding, changes need to be made in the HRM departments.
· incorporating the latest technology to with product demand.
· Make it easier for staff. 
· Help the business run more efficiently.
· Improve customer service.
· encourage staff to give feedback.
Step 2. Change 
· State when actual changes will be implemented.
· Make sure employees are given the correct information, why, what, where, and when.
· Communicate regularly with employees.
· Highlight the benefits of change/build a vision.
· Encourage senior staff to become involved/give support. 
· Explain how change will affect employees, personally or individually.
· Be open to questions.
· Encourage feedback.
Step 3. Unfreeze
· Reinforce business vision.
· Give advice and support to employees.
· Provide training for staff to manage change.
· Identify barriers. 
· Sustain/reinforce changes made. 
· Reinforce change.
· Continuous feedback
· Highlight positive improvements of the business.
· Encourage staff in positions/new roles.


Monitoring the performance
The Kaplan and Norton balanced scorecard is a strategic management model Used to help measure the performance of Delicious Foods. Developed by Robert S. Kaplan and David P. Norton back in the early 1990s. This was used to help measure the business performance. the balanced scorecard used four key perspectives: financial, customer, internal business and learning and growth. 
The financial: centres on the results of business, this includes investment returns, profits, and revenue. The customer: is used to focus on meeting the customers’ needs, expectations, satisfaction, understanding and loyalty. The internal business: look to internal operations, including operational efficiency, innovation, and quality control. The learning and growth looked at the businesses capability of learning and improving, focusing on development, technology information, knowledge management and training employees through focusing on the objectives, measures, target, and initiatives.
The Kaplan & Norton Balance Score Card (BSCs) gives a more balanced look at measuring Delicious Foods performance, a disciplined framework, displaying a visible connexion between each project or programme, allowing to successfully track Key Performance Indicators (KPIs) for better view of the business performance and revealing the businesses potential, as seen in figure 8.
Kaplan and Norton (1996. P2) both agree “Your Balanced Scorecard provides a top-down description of your company’s strategy and your assumptions about the corporate objectives and measures needed to implement that strategy”. 
Figure 8.		    Delicious Foods Balance Score Card
	Criteria
	Objectives
	Measures
	Targets
	Initiatives

	
Financial



	Increase
sales
	Increase product range
	
20%
	Advertise health benefits and dietary expectations 

	
Customers


	Improve customer service/
experience
	Customer feedback

Net Promoter Score (NPS)

	Define targets.
Dividing  into target market groups to save time, and money.
	Make a good first impression.

Easy support contact.

	Internal
Business


	
Reduce staff turnover.
	
Motivate & update staff training
	
HRM department
	Listen to employees. Encourage
Feedback.

	Learning & growth


	
Embody work culture
	Implement emotional intelligence,
training for employees
	
Recruit staff who understand the work culture
	Develop reward system to advance work the culture


 





Conclusion
Delicious Foods vision is to have Restaurants all over the country, producing own brand label items, which will include allergy & gluten free, as this is a niche market, eventually emerging into a franchise.
The main challenge facing Delicious Foods is extensive competition, as the market is saturated with companies vying for the customers attention. A strong strategic plan was developed to help improve Delicious Foods chances for expansion throughout the UK within the next two years. The internal and external environmental  of the business went through a vigorous strategic analysis to implement changes by using the SWOT Analysis, VRIO Model, the Pestle Analysis, Smart Model and the Porter’s Five framework revelling the businesses potential and growth, The business and its employees will need to be able to adjust and adapt to changes as the businesses expands.

Delicious Foods have a lot of potential to become successful with right the right guidance, and support and establish clear goals.

Delicious Foods will conduct a SWOT analysis on a regular basis to ensure the business remains responsive to changes in its environment. 















References
Alamy Images (2023) Available at: https://www.alamy.com/stock-photo/chess-pieces-vector.html?sortBy=relevant (Accessed 19/01/2023) 

Buzatu, A.I., Pleșea, D., Weiss, P. and Costache, C., 2019. Managing organizations for sustainable business development: Interaction between VRIO framework and Mckinsey 7s framework. New trends in sustainable business and consumption, pp.243-251. . Available at: https://scholar.google.com/scholar?start=10&q=what+is+the+vrio+analysis&hl=en&as_sdt=0,5 (Accessed 10/04/2023)

Corporateethics (2009) What Are Stakeholders?- R. Edward Freeman Available at: https://www.youtube.com/watch?v=17hnaKFjDU8 (Accessed 17/04/2023)
Cummings, S., Bridgman, T and Brown, K.G. (2015) Unfreezing change as three steps: Rethinking Kurt Lewin’s legacy for change management, Human Relations, 69(1) pp33–60 Available at: https://scholar.google.co.uk/scholar?q=kurt+lewin+change+model+example&hl=en&as_sdt=0&as_vis=1&oi=scholart (Accessed 19/04/2023)
Dälken, F. (2014) Are porter’s five competitive forces still applicable? a critical examination concerning the relevance for today’s business (Bachelor's thesis, University of Twente). Available at: https://scholar.google.co.uk/scholar?q=porter%27s+five+forces+model&hl=en&as_sdt=0&as_vis=1&oi=scholart (Accessed 10/04/2023) 

DesJardins, J, (2015) Sustainability. Wiley Encyclopaedia of Management, Business Ethics Volume 2. pp.1-3. Available at: https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=wiley+online+library+sustainability+joseph+desjardins&oq=wiley+online+library+sustainability+joseph+desjar (Accessed 10/04/2023) 

JAGGAER (2023) Autonomous commerce. Available at: https://www.jaggaer.com/ (Accessed 18/04/2023)
Kaplan, R.S. and Norton, D.P., (1996) Using the Balanced Scorecard as a Strategic Management System. Focusing Your Organization on Strategy—with the Balanced Scorecard, 2nd Edition. Available at: https://scholar.google.com/scholar?hl=en&as_sdt=0,5&q=Kaplan+%26+Norton+Balanced+Scorecard (Assessed 16/04/2023)
Kennon, N., Howden, P., & Hartley, M. (2009) . Who Really Matters?: A Stakeholder Analysis Tool. Extension Farming System Journal. 5(2), 9-17. Available at: https://search.informit.org/doi/10.3316/informit.733413362842369 (Accessed 18/04/2023)
Konovalov. O (2020) The Vision Code: How to Create and Execute a Compelling Vision for Your Business. Publisher: Wiley. ISBN: 1119775914 Available at: https://www.researchgate.net/search?q=business%20vision (Accessed 09/04/2023) 
Loredana, E.M., 2016. The use of Ansoff matrix in the field of business. In MATEC Web of Conferences (Vol. 44, p. 01006). Available at: https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=ansoff+matrix+analysis&oq=ansoff+matrix (Accessed 10/04/2023) 

Murry, J. M. and Baxter, I.A., (2023) Sensory Evolution/Food Acceptability and Sensory. Evolution Encyclopaedia of Food science and nutrition (Second Edition), 2003. Available at: https://www.sciencedirect.com/topics/food-science/food-acceptability#:~:text=Acceptability%20is%20a%20subjective%20measure,absence%20of%20illness)%2C%20and%20many (Accessed 19/04/2023)

Perera. R (2017) The Pestle Analysis [online] Publisher: Nerdynaut. 
Available at: https://www.google.co.uk/books/edition/The_PESTLE_Analysis/ZWpLDwAAQBAJ?q=&gbpv=1#f=false (Accessed 10/04/2023) 
Prasad. R (2023) Mendelow – S Matrix. Available at: https://www.scribd.com/document/527833930/Mendelow-s-Matrix (Accessed 17/04/2023)

PRATHER, C.W., (2005) THE DUMB THING ABOUT SMART GOALS FOR INNOVATION. Research Technology Management, 48(5), pp. 14-15. Available at: https://www.proquest.com/docview/213802690?pq-origsite=gscholar&fromopenview=true (Accessed 10/04/2023) 

Rajoria. D (2021) Available at: https://www.linkedin.com/pulse/does-unique-product-matters-most-brands-success-its-else-rajoria#:~:text=A%20unique%20product%20is%20understood,might%20be%20eager%20to%20explore. (Accessed 13/04/2023)

Rayport. J. F and Sviokla. J (1995) Exploiting the Virtual Chain. Available at: https://hbr.org/1995/11/exploiting-the-virtual-value-chain (Accessed 10/04/2023)

Teoli D, Sanvictores T, An J. (2022) SWOT Analysis. In: StatPearls. StatPearls Publishing, Treasure Island (FL); PMID: 30725987. Available at: https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=what+is+swot+analysis+in+business&oq=what+is+swot+ (Accessed 18/04/2023)
University of Cambridge (2016) Porter’s Generic Competitive Strategies (ways of competing) Available at: https://www.ifm.eng.cam.ac.uk/research/dstools/porters-generic-competitive-strategies/#:~:text=The%20two%20basic%20types%20of,leadership%2C%20differentiation%2C%20and%20focus. (Accessed 10/04/2023
Wheelwright, S.C. and Clark, K.B. (1992) Creating project plans to focus product development (pp. 70-82). Harvard Business School Pub.. Available at: https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Product+development%3A&btnG= (Accessed 18/04/2023) 









2

image3.png
MARKETS

EXISTING

NEW

PRODUCTS

EXISTING NEW
MARKET PRODUCT
PENETRATION DEVELOPMENT
1 3

MARKET
DEVELOPMENT DIVERSIFICATION
2 4

INCREASING RISK »

ASIY ONISYRIONI

* = Relative risk
1= Low
4 = High




image1.png




image2.png
AutoSave (

Presentation1 - PowerP.

Deon Lobban (1919079)

File Home Insert Draw Design Transitions

—f}l__ ||LOl ] &1 screenshot -

New Reuse = Table | Pictures
=) o
Slide v Slides v . &&lIPhoto Album

Slides Tables Images

7 @Record & Share -~

Animations Slide Show Record Review View Help
R o oo | ) (| [2) (o) O ME 483
& SmartArt . B
shapes Icons Power | Forms | Add- Links | Comment Text Header WordArt _
o Chart 8l ins v v Box 8&Footer v B
lllustrations Power BI Forms Comments Text
L
o
w P
Low Priority Keep Informed
community groups council
media government officials
P
o
w
E
R

Slide1of1 [} English (United Kingdom) % Accessibility: Investigate

ﬂ A Type here to search @

Keep Satisfied

Key players
shareholders, partners

Customers .
. directors, board

creditors
members, owners,

suppliers creditors, managers
employees, suppliers
customers

Low INTEREST HIGH

= Notes = =

Q0

<)

[

Symbols | Media | Cameo | Object

Camera |NewGroup| A

¥ -+t 7% D
18:45

)

17/04/2023




