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[bookmark: _Toc153011554]Introduction
Successful strategies are critical for long-term success in the dynamic and highly competitive fast-food market (Mintzberg, 1994). ‘Delicious,’ a small-scale fast-food restaurant in London, intends to expand its culinary presence across the UK in order to meet the growing demand for unique and excellent fast-food experiences. To this end, the goal of this study is to apply theories, concepts, and models discussed in the module on Strategic Management to construct a strategic plan for the expansion of the fast-food restaurant. The emphasis is on aligning strategies with Mintzberg’s principle, integrating innovative ideas with an in-depth understanding of the competitive environment. To contextualise ‘Delicious,’ it is important to recognise that the fast-food sector is defined not just by competitiveness but additionally through increased customer expectations, health-conscious inclinations, and a global push toward sustainability. Consumers are increasingly looking for a whole experience that aligns with their ideals rather than just a meal. As a consequence of all of these shifting dynamics, ‘Delicious’ acknowledges the significance of a strategy shift that not only meets present wishes but also anticipates future aspirations. As such, this strategic plan guides Delicious as it navigates the market’s complexities, embracing innovation not just in menu items but also in operational processes and customer interaction activities. Through such efforts, the company desires to be a market leader in the dynamic fast-food market through excellent culinary offering.
[bookmark: _Toc153011555]A Vision, Mission and Objectives for the Company
[bookmark: _Toc153011556]Vision Statement for ‘Delicious’
As defined by Peek (2023),  a vision statement is a declaration of business meaning and purpose for stakeholders, including the employees. This statement aims to outline the desired long-term results of the company’s efforts. ‘Delicious’ strives to pioneer culinary excellence, inventiveness, and sustainability to reinvent fast-casual eating in the UK. Its vision reads that, “We want to be a trendsetter in the business, setting new benchmarks for quality, freshness, and consumer pleasure.”
[bookmark: _Toc153011557]Mission Statement for ‘Delicious’
Our mission at ‘Delicious’ is to provide an exceptional fast-casual dining experience featuring a diverse and health-conscious menu. We are dedicated to quality, innovation, and client happiness and strive for sustainability in our sourcing and operations. We strive to consistently upgrade the eating experience through new offers and community participation while fostering a pleasant and inclusive atmosphere. Our ambition is to be more than just a restaurant as we want to be a constructive force in the culinary environment and the communities we serve. Our objective at ‘Delicious’ is to provide a fantastic fast-casual eating experience with broad and health-conscious menu selections. We are dedicated to quality, innovation, and client happiness and strive for sustainability in our sourcing and operations. We strive to consistently upgrade the eating experience through new offers and community participation while fostering a pleasant and inclusive atmosphere. Our ambition is to be more than just a restaurant; we want to catalyse positive change in the culinary environment and the communities we serve.
[bookmark: _Toc153011558]Objectives 
1. [bookmark: _Toc153011559]Culinary Excellence and Innovation: ‘Delicious’ strives to constantly improve its culinary offerings, focusing on excellence and creativity in menu design. The goal is to provide distinctive, trendsetting foods that satisfy and surpass customer expectations, creating Delicious as a culinary discovery destination.
2. [bookmark: _Toc153011560]Customer Satisfaction and Experience: The primary objective is to provide an exceptional dining experience to assure unsurpassed client satisfaction. ‘Delicious’ aims to provide a warm and inclusive environment where customers may appreciate delicious meals and enjoy a beautiful trip of flavours, smells, and sensations.
3. [bookmark: _Toc153011561]Sustainability Practices: ‘Delicious’ is devoted to using environmentally friendly sourcing, operations, and waste management techniques. The goal is to reduce environmental effects while helping local communities and encouraging eco-friendly projects. The aim is to create a socially responsible organisation emphasising culinary excellence and environmental sustainability.
4. [bookmark: _Toc153011562]Market Expansion and Growth: ‘Delicious’ establishes a strategic goal for market expansion and sustainable growth to be a leading supplier of fast-casual eating experiences in the UK. This entails opening new locations in strategic places, reaching a larger audience, and cementing its position in the fast-food business.
5. [bookmark: _Toc153011563]Brand Recognition and Differentiation: ‘Delicious’ aspires to become a distinct and well-known brand in a competitive marketplace. The goal is to build a distinctive character for the business by combining culinary inventiveness, sustainability efforts, and a dedication to quality.
6. [bookmark: _Toc153011564]Employee Development and Satisfaction: To achieve operational excellence, Delicious prioritises staff development and satisfaction. The goal is to create a healthy work environment by offering training and recognising and rewarding employee efforts. Engaged and satisfied employees contribute significantly to the brand’s overall success.
7. [bookmark: _Toc153011565]Community Engagement and Social Impact: ‘Delicious’ aspires to be a part of the communities it serves. The goal is to actively participate in community projects, support local issues, and positively contribute to social well-being. This approach aligns with the brand’s purpose of becoming a catalyst for good change.
[bookmark: _Toc153011566]In-depth environmental Audit (Internal and External) for Delicious
[bookmark: _Toc153011567]Micro Analysis: Internal Environment
[bookmark: _Toc153011568]Organisational Structure and Culture
‘Delicious’s long-term success is intimately knit into the structure of its well-defined organisational system and a culture that values adaptation and creativity. Griffin and Pustay (2015) underscore the critical relevance of leadership and management techniques, emphasising the critical role of strategic foresight in navigating the fast-food industry’s complexities. Their observations are echoed in the ‘Delicious’ leadership strategy, which fosters an atmosphere in which employee interactions, as stressed by Daniels et al. (2015), become essential to developing a collaborative and inventive workplace. This collaborative and inventive mentality is a palpable feature of ‘delicious’ everyday operations, where open communication lines, cross-functional collaboration, and a flat organisational structure promote the free flow of ideas. The leadership team actively encourages employees to participate in decision-making, instilling a sense of ownership and dedication. This dynamic workplace culture not only increases employee satisfaction but also drives constant growth and adaptation, both of which are critical in a fast-paced business like fast food.
[bookmark: _Toc153011569]Resources and Capabilities
Financial strength is a strategic cornerstone for ‘Delicious,’ reflecting Grant’s (2018) argument that financial health is a linchpin for long-term competitive advantage. Grant’s insights direct the restaurant to financial stability and leverage financial strength as a dynamic tool for real-time investment choices, which is crucial in the ever-changing fast-food market. In addition, the modern human resource techniques suggested by Ahuja et al. (2021) are in sync with ‘Delicious’s’ dedication to fostering its human capital, ensuring that the restaurant stays nimble and sensitive to changing workforce dynamics. Furthermore, as Wheelen et al. (2018) highlighted, aligning technical infrastructure with industry standards indicates ‘Delicious’s’ proactive posture in using technology for operational efficiency.
[bookmark: _Toc153011570]Operations and Processes
The heartbeat of the ‘Delicious’ Strategy emerges as operational efficiency, based on ideas from Gamble et al. (2015) addressing the crucial role of supply chain management in attaining cost-effectiveness. This dynamic optimisation guarantees that ‘Delicious’ responds to changing market needs quickly and effectively and symbolises the restaurant’s dedication to ongoing development. Quality control methods, honed over time based on Griffin and Pustay’s (2015) high standards, demonstrate ‘Delicious’ unshakable commitment to constantly delivering a quality culinary experience. This in-depth microanalysis captures the core of strategic management insights. It demonstrates how ‘Delicious’ synthesises these insights to reinforce internal strengths and navigate strategic upgrades in the ever-changing fast-food market.
[bookmark: _Toc153011571]Macro Analysis: External Environment
[bookmark: _Toc153011572]PESTLE Analysis for ‘Delicious’
‘Delicious’ encounters a variety of external elements that define its operating environment in the fast food industry’s changing terrain. Political issues are essential in restaurant operations, affecting health and safety rules, licensing requirements, and taxation policies (Griffin & Pustay, 2015). For example, compliance with severe health requirements is critical, affecting both food preparation procedures and entire corporate operations. Furthermore, political stability is critical for long-term corporate operations since it fosters an environment conducive to growth and expansion. Like any other operational business, ‘Delicious’ faces both opportunities and challenges in the economic landscape (Grant, 2018). Currency changes can affect the cost of imported ingredients, affecting the entire pricing strategy. Economic downturns may impact consumer spending, necessitating flexible pricing and promotional strategies to maintain affordability and competitiveness. On one positive note, economic progress may result in more consumer disposable income, which may result in increased spending on dining experiences, thus promoting ‘Delicious.’
Fast-food restaurants such as ‘Delicious’ must consider sociocultural influences (Whittington et al., 2020). Customer tastes, lifestyle choices and cultural advancements affect the type of meals that people look for. For instance, the need to provide nutritional and varied menus arose due to a trend towards health-conscious dining. Furthermore, the restaurant aligns its menu with the needs of local clients, allowing it to reach out deeper to its customers. Technological developments have a major effect on both operations and customer loyalty in ‘Delicious’ (Yang et al., 2020). For this reason, embracing technology is key to improving order processing systems, delivery services, and overall customer satisfaction. In addition, mobile apps for devices such as cell phones are considered important components for modern hotels competing in the market by targeting technology-oriented customers while others have also shifted their attention to online transactions via electronic means since they seem to be more efficient.
‘Delicious’ is influenced by ambient elements that extend beyond the immediate restaurant operations (TM et al., 2021). Sustainable sourcing procedures, garbage management, and energy-efficient operations are critical concerns for decreasing the restaurant’s ecological impact. Compliance with environmental requirements not only adds to corporate social responsibility but also appeals to a growing number of environmentally sensitive customers.
To ensure ethical business operations and a favourable brand image, ‘Delicious’ must navigate the legal and regulatory landscape (Griffin & Pustay, 2015). Food safety restrictions, licensing requirements, and labour laws must all be followed. Staying up-to-date on legal developments in the fast-food industry protects the restaurant against potential hazards and legal problems, reaffirming its commitment to ethical business practices.
[bookmark: _Toc153011573]Competitive Landscape
According to industry analysis, ‘Delicious works in a highly dynamic and competitive fast-food market marked by quick changes and increasing consumer tastes (Grant, 2018). In the fast-food sector, ‘Delicious competes fiercely with worldwide heavyweights such as McDonald’s, Burger King, and KFC, each providing unique strengths and strategies. McDonald’s, known for its vast menu and quick service, relies on a strong brand image and significant resources to drive constant innovation. Similarly, Burger King distinguishes itself with flame-grilled products, a focus on customisation, and occasional promotions to build buzz. Meanwhile, KFC’s speciality in fried chicken and a secret formula contributes to the company’s global success. It is critical to differentiate Delicious with distinct menu options, maybe exploring premium or locally inspired foods, to strategically place it.
Furthermore, highlighting innovative cooking methods and tastes may assist ‘Delicious’ in standing out in the market. ‘Delicious’ may leverage areas of differentiation by continuously monitoring rivals’ pricing, promotions, and consumer interaction, allowing agility in menu innovation and regional appeal. Staying abreast of industry trends enables proactive changes, guaranteeing that Delicious stays competitive in this volatile terrain (McDonald’s, 2022; Burger King, 2022; KFC, 2022).
[bookmark: _Toc153011574]Market Trends and Consumer Behaviour
‘Delicious’ recognises the vital role of understanding and responding to changing consumer tastes in the fast-food sector. Consumer preferences for healthier food and diversified menus increase. As such, it fits with a general indication noted by TM et al. (2021), according to which there is greater acceptance of green and sustainable strategies within the restaurant sector. Also, increasing number of people using meal deliveries shows that customers now have moved towards fast food service and seamless engagement, as reported by Ahuja et al. (2021). ‘Delicious’ must always analyse and update its menu for health-conscious consumers and use technology to speed up online ordering as well as deliveries. This will lead to a quick way of doing business, which is responsive to customers.
[bookmark: _Toc153011575]SWOT
When carrying out a SWOT analysis for ‘Delicious,’ it is critical to include both internal and external elements impacting the company’s strategic position.
Strengths: Delicious stands out for its creative menu selections and dedication to culinary skills. The restaurant’s outstanding management and leadership styles, according to Griffin and Pustay (2015) and Lynch (2018), support a vibrant corporate culture that promotes creativity and flexibility. ‘Delicious’ stands out as a leader in the fast-food market due to this and its concentration on high-quality products combined with efficient operations.
Weaknesses: The reliance on outside vendors and significant operational inefficiencies are limitations, though. Wheelen et al. (2018) claim that the fast-food sector requires less complicated processes and that any disruptions in the supply chain might jeopardise the consistency of the product. Significant expenditures in operational enhancements and even supplier variety are needed to solve these issues.
Opportunities: Numerous opportunities for ‘Delicious’ encompass leveraging the expanding inclination towards health-conscious meals, including the increased need for eco-friendly activities, in line with research conducted by TM et al. (2021). Through association, working with more local suppliers and capitalising on the changing tastes of eco-aware customers, the restaurant may strengthen its sustainability efforts.
Threats: Similarly, risks exist caused by both external economic causes and intense competition. As per Grant’s (2018) perspectives, ‘Delicious’ has to keep an eye on any shifts in the economic terrain that might impact consumers’ buying choices. In order for the company to properly manage risks, it is necessary to continuously monitor competitors’ tactics and the possibility of market saturation.


Table 1: SWOT Analysis
	
	Internal Factors
	External Factors

	Strengths
	Innovative menu offerings, strong leadership, commitment to quality
	

	Weaknesses
	Potential operational inefficiencies, reliance on external suppliers
	Disruptions in the supply chain, impact on consistency

	Opportunities
	The growing trend of health-conscious dining, demand for sustainability
	Collaborations with local suppliers, enhanced sustainability

	Threats
	Intense competition, economic fluctuations
	Monitoring economic landscapes, competitive strategies



‘Delicious’ may strategically utilise its strengths, overcomes the inherent weaknesses, seize opportunities, and reduce possible risks in order to ensure that it has sustained development and success through incorporation an awareness of these internal and external elements.
[bookmark: _Toc153011576]Evaluation of Strategic Options for ‘Delicious’
Delicious needs to thoroughly evaluate all options in order to navigate a difficult environment of strategic decision-making and obtain a long-term competitive advantage. Strategic alternatives encompass a broad variety of solutions that have the potential to impact the company’s trajectory profoundly. Delicious intends to expand in the UK fast-food industry, thus these decisions are highly important. Selecting the best-fit strategy is crucial since it directly affects obtaining and maintaining a competitive advantage. This creates the foundation for a thorough examination of the strategic alternatives necessary for “Delicious’s” long-term success.
[bookmark: _Toc153011577]Market Expansion Strategies 
To keep ahead of the competition, ‘Delicious’ must negotiate the complicated obstacles of market expansion with strategic finesse. Investigating possible local markets necessitates a thorough examination of ideal locations. To proactively position itself for success, Delicious may select sites with a strong demand for fast-casual meals as well as a desirable demographic profile (Barney & Hesterly, 2015). In order to align with the brand’s offers, this approach involves a careful study of aspects such as population density, economic situation, and cultural preferences of the specific location. Simultaneously, expanding into new sectors necessitates a thorough awareness of a wide range of client preferences. Delicious may follow a personalised strategy by creating menu items that cater to particular demographic groups’ individual interests and lifestyle choices (Gamble et al., 2015). Providing healthier menu alternatives to clients in certain locations, for example, can increase a brand’s appeal and responsiveness to area preferences. To broaden one’s national reach, use internet outlets with prudence. A complete digital strategy that incorporates user-friendly mobile applications, online delivery services, and targeted digital marketing campaigns is essential in today’s company environment (Yang et al., 2020). Delicious uses technology to make it easier for customers across the UK to access the brand, speed up the purchasing process, and provide prompt delivery services. ‘Delicious’ has a reputation for being a technologically proficient and customer-focused company that uses its web presence to expand its consumer base.
[bookmark: _Toc153011578]Product and Menu Innovations
A determined focus on product and menu innovations is necessary to elevate ‘Delicious’ to new culinary heights. According to Whittington et al. (2020), showcasing unique culinary goods is crucial for capturing consumers’ attention and delivering a sense of culinary adventure. Delicious distinguishes itself from competitors in the fast-food sector by always researching inventive and original menu alternatives in order to keep its services fresh and innovative. As a consequence of this creative strategy that satisfies current customers’ desires for distinctive eating experiences, ‘Delicious’ has become an industry leader.
Furthermore, as the emphasis on health-conscious dining grows, Delicious may feature menu items that appeal to this expanding trend. Combining branded healthy and balanced choices displays a commitment to satisfy the different nutritional demands of customers (TM et al., 2021). This broadens the restaurant’s allure and establishes ‘Delicious’ as a socially responsible brand concerned with its customers’ well-being. Collaboration with local producers on seasonal delicacies increases the authenticity and freshness of the ‘Delicious’ menu. Local farmer and producer collaboration helps the community and ensures a sustainable and traceable supply chain (Hill et al., 2017). ‘Delicious’ may benefit from the availability of fresh, locally produced items by offering seasonal discounts and developing a dynamic menu that appeals to clientele wanting variety and seasonal flavours. This strategy not only broadens culinary options, but it also reflects current concerns about sustainability and ethical supply chain management. The addition of new culinary items on a regular basis, a focus on healthy food alternatives, and partnership with local suppliers for seasonal delicacies all contribute to a dynamic and exciting menu. ‘Delicious’ continually outperforms customer expectations, distinguishing itself as a culinary trendsetter in the ever-changing fast-food eating business.
[bookmark: _Toc153011579]Operational Efficiency and Supply Chain Enhancements
‘Delicious’ needs to improve operational efficiency and supply chain management to sustain its competitive advantage. Increased efficiency and resource utilisation are determined by the ease with which operational procedures are simplified (Wheelen et al., 2018). Lean approaches, efficient procedures, and a positive customer experience may help ‘Delicious’ reduce operating expenses, accelerate service delivery, and improve quality. As a result, strategic alignment of the company’s operations to consumer expectations is critical for exceeding fast-food industry standards. Diversification and the increase of supplier connections are also important elements in operational efficiency. By minimising reliance on a single source, a varied supply chain promotes resilience and flexibility (Gamble et al., 2015). For example, ‘Delicious’ may employ seamless links with local or international suppliers to ensure high-quality ingredients are constantly accessible while avoiding delays. This strategy eliminates risks by allowing ‘Delicious’ to have its own individual menu, allowing it to stand out in an increasingly competitive marketplace. Using technology to manage transportation and inventories might increase operational efficiency even more. By adopting automated tools and methods for order processing, the company ‘Delicious’ can adapt quickly to fluctuations in demand and reduce waste. This technological integration is in line with contemporary business procedures and positions ‘Delicious’ as a fast-food industry pioneer.
[bookmark: _Toc153011580]Brand Positioning and Marketing Strategies
Delicious must update its brand and marketing in order to maintain a long-term competitive edge. In such a competitive market, it must build its own distinct brand image (Kapferer, 2012). This shows that Delicious has the potential to create a magnificent, unforgettable brand identity that engages its target audience by building and providing a unique value proposition. This necessitates the development of a brand narrative that emphasises on the company’s origins, values, and dedication to offering exceptional dining experiences. A distinctive brand image draws customers and builds loyalty by allowing them to identify with the values and experiences provided by ‘Delicious.’ Brand positioning strategies are supported by marketing efforts. Delicious may successfully adjust their marketing messaging by understanding their target consumers’ issues and behaviours (Kotler et al., 2017). For instance, the restaurant may communicate with diverse audiences through digital media advertising, social media platforms such as Facebook, Instagram, X and so on. In particular, Delicious distinguishes itself from other restaurants by providing guests with the option to try new flavours and having a lot to offer in terms of culinary innovation, attention to quality standards, and client focus.
[bookmark: _Toc153011581]Selection of the Best Fit Strategy
Following a thorough evaluation and comparison of the ‘Delicious’ strategy options, the optimal route ahead is entirely focused on brand positioning and marketing. According to Gryphon and Pustay (2015), brand positioning has a major impact on customer perception and brand loyalty. As a result, the selected approach promotes ‘Delicious’ as a separate culinary brand in order to leverage on the changing tastes of its target market. Such strategic positioning aims for immediate commercial effect as well as long-term psychological influence on customers.
While Hill et al. (2017) study the pillars of competitive advantage, they stress the importance of firms aligning their strategy with industry developments. The chosen strategy exemplifies the concept by focusing on advertising efforts that comply to social norms as well as evolving customer preferences. This strategic fit ensures that Delicious adjusts to any changing culinary environment, keeping it current as well as adaptable for future development. The selected strategy promotes sustainability and CSR activities, which is consistent with Lynch’s (2018) commitment to CSR. In addition to financial success, this strategy promotes ‘Delicious’ as a socially aware brand that leads the fast-casual dining sector. As a consequence, by integrating with contemporary expectations of socially responsible company operations, the strategy aims to boost the brand’s reputation and inspire consumer loyalty. According to Wheelen et al. (2018) and Whittington et al. (2020), the chosen strategy is a proactive effort to influence the future trajectory of ‘Delicious.’ The argument for employing brand positioning and marketing methods, according to the abovementioned experts, extends beyond short-term profit, with the goal of building the basis for long-term success and durability in the ever-changing fast-food business. This strategic insight backs up the researchers’ results and establishes ‘Delicious’ as a forward-thinking competitor in the dynamic fast-food market.
[bookmark: _Toc153011582]Implementing and Executing the Strategy
The ‘Delicious’ strategy is founded on focused marketing, brand positioning, and a strong commitment to sustainability and CSR. It recognises that a well-thought-out strategy must be smoothly incorporated into the organisational structure in order to have the desired effect. The theoretical foundations of implementation, including the McKinsey 7-S Framework and Kotter’s Eight-Step Change Model, are also covered. These models provide the basic framework for the methodical and continuous implementation of the strategy plan, ensuring alignment with the dynamics of the business today and the developments in the fast-casual dining sector.
[bookmark: _Toc153011583]Implementation Framework 
[bookmark: _Toc153011584]Kotter’s Eight-Step Change Model:
Delicious employs its brand positioning and market focused strategy within the framework of Kotter’s Eight-Step Change Model. To start the strategic shift, it relies on reinforcing the brand’s positioning and emphasising the importance of matching with the state of the market. According to Barney and Hesterly (2015), leadership is essential in hastening this change by bringing together an alliance in favor of the strategic direction. Delicious embodies the fundamental elements of the selected approach by promoting a collective dedication to sustainable practices and adopting a cooperative culture, as recommended by Grant (2018).
[bookmark: _Toc153011585]McKinsey 7-S Framework
‘Delicious’ can utilise the McKinsey 7-S Framework to align with its selected strategy, which involves brand positioning and focused marketing. The utilisation of this paradigm is very important in incorporating the strategy into the organisational structure since Hill et al. (2017) advocate for a holistic approach to shared values, structure, and strategy. In essence, making structural changes to the organisation ensures that it supports strategic goals, especially those pertaining to targeted marketing and brand positioning to leverage the company and its aims. In such a sense, sustainability and corporate social responsibility are not optional aspects of the brand; rather, they are integral to its core values and the systems’ component pieces. Adhering to the alignment as mentioned above, is an impetus for guaranteeing that all aspects of Delicious operations adhere to the planned strategy.
[bookmark: _Toc153011586]Organisational Structure and Culture Alignment:
The implementation of the selected strategy is reliant on the meshwork of both the organisational structure as well as its culture. In complementing this assertions, Lynch (2018) suggests that the McKinsey 7-S Framework is pertinent in changing structural elements to take brand positioning and marketing strategies strategic shifts into consideration. Concurrently, cultivating a culture that prioritises sustainability corresponds with the results concerning leadership styles offered by Griffin and Pustay (2015). Delicious assures that its cultural and structural features actively endorse the selected strategy, rather than passively embracing these changes. The leadership of the organisation carries the visions and the mission of the organisation hence they are also mandated as the first marketers of the selected strategy. This coordination is essential for developing an organisational culture in which all workers understand the brand’s positioning, marketing initiatives, and commitment to sustainability.
[bookmark: _Toc153011587]Cross-Functional Teams
According to Grant (2018), adopting the strategy necessitates a strong emphasis on cross-functional collaboration. The utilisation of cross-functional teams has become a typical instance of a cultural transformation that supports Whittington et al.’s (2020) concept of proactive market trend adaptation. The aforementioned groups act as conduits for the strategic vision, supporting member communication and collective activities to achieve sustainability and brand positioning. In order to successfully implement the plan and to expand and adapt, Delicious positions itself to ensure that sustainability and brand positioning remain crucial elements of its business operations in a market that is always shifting.
[bookmark: _Toc153011588]Execution Monitoring and Adaptation
According to Grant’s (2018) strategic control perspective, implementing ‘Delicious’ plan demands constant monitoring of key performance indicators (KPIs). Increased market share, focused marketing engagement, and long-term benefits are all relevant KPIs. According to Wheelen et al. (2018), specific targets should be established in order to track progress in areas such as consumer satisfaction and environmentally sustainable product development. The Deming Cycle promotes continuous improvement, which corresponds with Whittington et al.’s (2020) adaptation focus. The plan-do-check-act method allows for strategic changes in response to information. Fostering flexibility, according to Lynch’s (2018) cultural findings, results in a dynamic approach. Overcoming obstacles is based on Gryphon and Pustay’s (2015) resistance management principles. ‘Delicious’ implements a risk-mitigation strategy through contingency planning, realising the likelihood of internal resistance to long-term and marketing adjustments. Due to a robust corporate culture, Delicious is able to execute its plan with skill, allowing for the seamless integration of brand positioning, targeted marketing, and long-term sustainability. The ‘Delicious’ technique’s success is dependent on its correct execution, constant monitoring, and adaptable response. The strategic plan’s viability and longevity are enhanced by its distinctive marketing approach, unwavering dedication to sustainability, and relationship to market dynamics.
[bookmark: _Toc153011589]Application of different monitoring tools to monitor the strategy
Effective monitoring is required for the ‘Delicious’ strategy to be used and modified correctly. The restaurant will employ a number of monitoring measures to ensure that its sustainability, targeted marketing and brand positioning objectives are met. To do so, rely on credible sources such as Barney and Hesterly (2015), who stress the relevance of competitive advantage in strategic management. Daniels, Radebaugh, and Sullivan (2015) give global business climate insights to help Delicious adjust to shifting market conditions. Grant (2018) offers a more appealing approach to contemporary strategy analysis, whereas et al. (2020) offer guidelines for strategic research in a developing country. Robots and artificial intelligence (AI) are also considered in the monitoring system, as are shifting trends in green practices (TM et al., 2021; Yang et al., 2020). Delicious’s strategy adaption to the altering hospitality business is informed by a recent McKinsey & Company report on meal delivery trends (Ahuja et al., 2021).
[bookmark: _Toc153011590]Monitoring Tools for Brand Positioning
Regular monitoring and/or monitoring of the Delicious brand positioning necessitates a range of ways. Focus groups and surveys are employed in line with Gryphon and Pustay’s (2015) emphasis on learning what customers want and perceive. The real-time input of this approach allows for flexibility in response to changing client requests. Social media analytics, according to Yang et al. (2020), are critical for monitoring online conversations, mentions, and sentiment analysis. This is similar to how technology is used to monitor a brand’s health and change marketing strategies as appropriate. According to Grant (2018), using recognition surveys gives a quantitative baseline for analysing the success of Delicious’s marketing strategies in a competitive market. As a result of its stringent monitoring, Delicious will retain its own brand identity in the fast-casual eating business.
[bookmark: _Toc153011591]Monitoring Tools for Targeted Marketing
Analytics and key performance indicators (KPIs) must be utilised to determine how well Delicious is functioning with its targeted marketing initiatives. The use of web analytics tools is consistent with Whittington et al. (2020) emphasis on the use of technology in assessing the success of marketing operations. ‘Delicious’ may receive up-to-date information on the performance of internet initiatives by evaluating website traffic and conversion rates. Customer data analysis for customised marketing may benefit from the usage of Customer Relationship Management (CRM) software, according to Daniels et al. (2015). Furthermore, as suggested by Gryphon and Pustay (2015), evaluating email marketing data provides trustworthy information on how targeted communications are perceived by the target audience. This thorough plan guarantees that the targeted marketing efforts of ‘Delicious’ are increased and optimised.
[bookmark: _Toc153011592]Monitoring Tools for Sustainability
To successfully track Delicious’s sustainability actions, specialised methodologies based on the concepts of sustainability researchers are necessary. According to Ahuja et al. (2021), environmental impact assessments give a quantified estimate of the reduction in carbon footprint and the efficacy of waste management systems. According to Grant (2018), regularly assessing sustainable sourcing processes guarantees that moral and ecological standards are satisfied. The focus made by TM et al. (2021) on stakeholder engagement in sustainable practices is compatible with the use of consumer feedback devices like as surveys and comment cards. The many components of this technique allow for an in-depth examination of ‘Delicious’ commitment to sustainability and corporate social responsibility.
[bookmark: _Toc153011593]Integrated Dashboard for Holistic Monitoring
Lynch (2018) and Whittington et al. (2020) provide strategic management insights associated with the deployment of an integrated dashboard. Lynch presents a compelling argument for an adaptive, flexible strategy, emphasising the use of real-time data in strategic decision-making. Likewise, Whittington et al. advocate for a holistic perspective of organisational success, as seen by the inclusion of many measures in the integrated dashboard. By combining financial metrics, key performance indicators, and customer feedback, Delicious may be able to satisfy the researchers’ requirements for a rigorous monitoring approach while allowing for quick changes and establishing a strategic environment that encourages long-term success.
[bookmark: _Toc153011594]Employee Feedback Mechanisms
[bookmark: _Hlk153011436]Employee input approaches, which are critical in implementation planning, are consistent with the organisational behaviour theories of Daniels, Radebaugh, and Sullivan (2015). The company’s emphasis on internal stakeholder communication and engagement is consistent with the notion of using surveys and public forums to learn about the staff’s thoughts at “Delicious.” Gryphon and Pustay (2015) emphasise the importance of internal feedback channels as well as the impact of engaged workers on overall strategy performance. By adopting the concepts of these experts, ‘Delicious’ may be able to leverage employee feedback to strengthen its brand positioning, targeted marketing, and sustainability activities, therefore building a healthy and productive corporate culture.
[bookmark: _Toc153011595]Conclusion
In summation, we have proposed a well-defined strategic plan for Delicious that incorporates brand positioning, focused marketing, and a resolute dedication to sustainability and corporate social responsibility. The chosen course of action is based on the opinions of academics studying strategic management and is consistent with societal norms and market trends. Implementation is aided by models like the McKinsey 7-S Framework and Kotter’s Eight-Step Change Model, which are complemented by a proactive strategy to foresee the restaurant’s future course. Robust monitoring tools, including surveys, analytics, and employee feedback channels, improve implementation effectiveness. A thorough strategic plan is the outcome of long-term solutions being implemented together with ongoing learning and adaptation. With this comprehensive plan, Delicious is positioned for long-term profitability, resilience, and creating a lasting impact on the community as it navigates the quickly changing fast-food industry.
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