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Executive Summary
The organisation that I have chosen for this report is Nando’s because I have worked for over 14 years and have grown in the company from griller to a first assistant. Currently, I’m performing the duties of assistant manager. Nando's was founded in 1987 in Johannesburg, South Africa by Portuguese businessman Fernando Duarte and his friend Robbie Brozin. Opportunities for the company will be to expand the network, which will increase brand awareness, and the presence of regular suppliers who will provide raw materials of the best quality, at the best price, in the right quantity and at the right time. The company is also positively influenced by various promotional discounts for visitors, as they will attract new visitors and retain existing customers. Today's changes in the outside world have brought more attention to the external environment than ever before. In modern society, the external environment of Nando’s becomes a source of increasing problems, in conditions of instability in the economic, political, and social environment. The situation for restaurateurs was most serious at the beginning of the pandemic, when a lockdown was introduced in the UK, as in many other large cities. Catering establishments were forced to close or switch to the delivery format.
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	The organisation that I have chosen for this report is Nando’s because I have worked for over 14 years and have grown in the company from griller to a first assistant. Currently, I’m performing the duties of assistant manager. Nando's was founded in 1987 in Johannesburg, South Africa by Portuguese businessman Fernando Duarte and his friend Robbie Brozin (Armstrong and Reynolds, 2020). They buy Chicken Land, a restaurant where they taste Portuguese chicken marinated in peri-peri sauce for the first time. Peri-Peri was introduced to the Portuguese settlers by Africans in Mozambique. Nando’s currently has subsidiaries in South Africa and Nando’s Group Holdings is based in London (Armstrong and Reynolds, 2020). Nando's operates through a restaurant chain in the UK. The company sells products such as grilled chicken, pittas, burgers, wraps, steak on the bread, chicken Livers, puddings, frozen yogurt, salads, vegetarians patties, plant based (suitable for vegan) and alcoholic beverages. Nando's operates over 1200 restaurants in 30 countries. 

[bookmark: _Toc77681386]Analysis of the External Environment
Every organization is inextricably linked to the environment in which it operates. Its development is influenced by a huge number of environmental factors. Analysis of the external environment is associated with obtaining information about the environment as a whole and the economic situation of a given enterprise (Branley-Bell and Talbot, 2020). It involves the study of the following factors, which includes the economy and politics of the country, technology, legislation, competitors, buyers, science, suppliers, infrastructure. 
Opportunities for the company will be to expand the network, which will increase brand awareness, and the presence of regular suppliers who will provide raw materials of the best quality, at the best price, in the right quantity and at the right time (Branley-Bell and Talbot, 2020). The company is also positively influenced by various promotional discounts for visitors, as they will attract new visitors and retain existing customers.
However, the threat to the company Nando’s is the high level of competition. The number of players in this market is constantly increasing, the growth rate of the market is slowing down, but growing (Branley-Bell and Talbot, 2020). The product is standardized for key properties. But the solution is to create unique products that will be the company's advantage over competitors.
	Factors
	

	Political and legal
	· strengthening of state support for the hospitality sector (Brown et al., 2021);
· the political climate in the city favours business since it is the basis for the inflow of funds from the local budget from taxation (Brown et al., 2021).

	Socio-cultural
	· an increase in the perception of the public towards dining and ordering

	Economic
	· stability of the national currency;
· positive international balance of payments;
· GDP growth;
· decrease in the unemployment rate;
· the income per capita is growing (Brown et al., 2021);
· the food industry is a manufacturing industry, it ranks second among the sectors of the UK economy, accounting for 19% of the added value of GDP (Brown et al., 2021);
· increase in prices for raw materials.

	Technological
	· there is a tendency towards increased innovation activity, especially in the field of product and technological innovations:
· the program of the government of the UK aimed at introducing nanotechnology, biotechnology in the food industry (Brown et al., 2021);
· a high level of scientific and technological development, in the fields of automation, informatization, specialized technologies of the industry, these are opportunities for increasing the efficiency of sales, storing products, making new products (Brown et al., 2021);
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Today's changes in the outside world have brought more attention to the external environment than ever before. In modern society, the external environment of Nando’s becomes a source of increasing problems, in conditions of instability in the economic, political, and social environment (He and Harris, 2020). Leaders of Nando’s have to deal with one or another influence of current events every day, which forces them to focus their attention on the rapidly changing environment and its impact on the internal structure of the company.
Even if the changes were not so significant, managers of Nando’s would still take into account the importance of the external environment, since any company is a more or less open structure in the sense that it depends on the outside world for the supply of raw materials, energy, personnel and, what is the most important, their customers' consumers (He and Harris, 2020). That is why, the manager of Nando’s must be able to identify the main external factors that most strongly affect the activities of Nando’s, and use his knowledge to analyse these factors in terms of how much they can affect the organization. Moreover, the management of Nando’s must be able to quickly respond to the emergence of any problems associated with the external environment, suggest specific ways to solve them.
	Competitive strength
	

	Threats from substitute products
	· The same level of prices and quality. Each restaurant has its drawbacks in this aspect, but it also has its advantages, which allows two competing restaurants to be on the same level (Hubbard, 2004).

	Threats from new entrants
	· The standard menu is typical for many UK restaurants. 
· It is a more reasonable and well-known brand in the UK and European markets (Hubbard, 2004)

	
	

	Bargaining power of buyers
	· More than 90% of guests are regulars 
· Availability of a flexible system of discounts for regular guests (Hubbard, 2004)
· Availability of a flexible system of discounts for regular guests




	Bargaining power of suppliers
	· When replacing a supplier, goods are either of the same quality level or a higher restaurant 

	Competition in the industry
	· Innovations are constantly brought in from overseas business trips and are immediately introduced into work (Hubbard, 2004)
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The situation for restaurateurs was most serious at the beginning of the pandemic, when a lockdown was introduced in the UK, as in many other large cities. Catering establishments were forced to close or switch to the delivery format. The first restrictions were lifted only by mid-June - then in the capital, they were allowed to open summer verandas. By the beginning of July, the volume of the restaurant market had decreased by almost 50%, By September, after a partial recovery of the economy, the decline slowed to 14% but remained. Those who survived the spring closure continued to work, but under new conditions - in compliance with the recommendations of the government and taking into account the new measures taken against the background of the second wave.
It's quite difficult to talk about a full recovery now. During the period of the pandemic weakening, the demand for catering services is gradually increasing, but still in smaller volumes than it was before the coronavirus (Keogh-Brown et al., 2020). The least affected so far are large fast-food chains, as well as expensive restaurants with their chefs and cuisines. The most massive segment of medium-sized restaurants will suffer the most, of which only 30% will be able to do delivery due to the nature of the business.
According to the management of Nando's, the pandemic has exposed serious gaps in legislation that hinder the development of the industry. In particular, most catering establishments were unable to take advantage of the preferences provided by the government in the spring, since they do not belong to SMEs (Keogh-Brown et al., 2020). In addition, both to receive benefits and to develop new options, it is necessary, according to market participants, to update the existing framework so that they allow the development of the same distance selling of restaurant dishes, own delivery services, and so on, without the formation of new legal entities.
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Nando’s success or failure is based on reasons that are directly or indirectly related to the level of its corporate culture. The image of Nando’s, its perception by visitors and business partners, management style, the moral and psychological climate in the team, the attitude of the restaurant administration towards its employees, their social security - all this cannot but influence the results of the restaurant's work (Loomba et al., 2021). All this includes the concept of “corporate culture of Nando’s. The corporate culture of Nando’s is a complex multifaceted phenomenon that includes the characteristics of the behaviour of employees of a particular restaurant concerning visitors, business partners, and their employees.
This culture fosters innovative work management by uniting the efforts of staff to achieve ultimate goals. Corporate culture is a set of values and beliefs shared by restaurant employees, which predetermine the norms of their behaviour and the characteristics of their service activities (Opoku et al., 2007). The corporate culture of Nando’s focuses on the system of material and spiritual values inherent in this restaurant. It reflects the personality of Nando’s, which is manifested in the behaviour of employees, interaction with the environment. The corporate culture is characterized by certain characteristics and performs certain functions.
The behaviour of Nando’s employees towards customers largely determines whether these customers become regular customers. And this largely determines the growth of sales, stability of work, the competitiveness of the restaurant on the market, its economic development and profit. Therefore, the whole range of issues of corporate culture, its formation and development is directly related to the final results of the restaurant (Opoku et al., 2007). The essence of Nando’s corporate culture is manifested in its functions, namely:
· reproduction of the best elements of the accumulated culture in the restaurant business, the production of new values in the field of service and their accumulation (Roe et al., 2021);
· evaluative and normative function - comparison of the actual behaviour of the employee and the work collective of Nando’s as a whole with the current generally accepted norms of cultural behaviour;
· regulatory and regulatory function - adjusting the behaviour of Nando’s employees following accepted cultural norms (Roe et al., 2021);
· cognitive function - acquaintance with the concept and assimilation by the restaurant staff of the essence of corporate culture, which contributes to its inclusion in the life of the team;
· sense-making function - corporate culture directly affects the employee's outlook; because the corporate values of the restaurant should turn into the personal values of its employees (at least not to conflict with them);
· communication function - the values of Nando’s corporate culture ensure effective interaction and mutual understanding of employees (Roe et al., 2021);
· recreational function - the restoration of the spiritual strength of employees in the process of perceiving elements of the corporate culture. Its implementation is possible only in the case of a high moral potential of the corporate culture and the sharing of its values by the employees of Nando’s;
· the function of public memory - preservation and accumulation of the experience of the corporate culture of Nando’s.
A particularly important role in shaping the corporate culture of Nando’s is played by persons with powers of authority: managers, line and functional management and owners. The interests of these three groups often do not coincide, but the future of the Nando’s depends on meeting the interests and needs of each group (Roe et al., 2021). The transformation of employees into co-owners of Nando’s ensures their involvement in its affairs, increases loyalty to the institution and stimulates the growth of returns. The most important indicator of corporate culture is the attitude of Nando’s management towards customers, shareholders and their employees. This relationship implies:
· defining goals and formulating the mission of Nando’s;
· rating and image of the restaurant;
· availability of a quality certificate according to international ISO standards;
· manifestation of social responsibility.
The definition of the goals of the Nando’s is carried out when deciding leadership of the most important moral question. Such a moral choice is determined by one or another value system inherent in Nando’s (Brown et al., 2021). This system is based not only on the economic functions of Nando’s but also on the culture of service, traditions, personal experience and personal inclinations of the leaders. Thus, a certain value system is at the heart of the corporate culture of the restaurant.
The attention of Nando’s staff to the visitors, taking into account their needs determine its stable position in the market. This truth, unfortunately, is hard to grasp among today's restaurant executives, even in the transition to a market economy (Brown et al., 2021). Meanwhile, many successful and thriving restaurants have formulated a core value and belief system that guides them in addressing key business issues and concerning their employees and customers. The main elements of the corporate value system of restaurants are as follows:
· making a profit and developing Nando’s while respecting the mutual benefit of Nando’s and visitors;
· fair competition;
· participation of employees in the management of Nando’s;
· high individual achievements of employees and teamwork are considered as important components of the success of the entire restaurant;
· high productivity and progressive technologies in Nando’s, activity and creativity of employees;
· creation of a general atmosphere of satisfaction with work in the restaurant, involvement in its achievements.
Thus, when defining the main goals of Nando’s activities, its mission is formulated - the socially significant role of Nando’s (Keogh-Brown et al., 2020). As a rule, all successfully operating organizations, including Nando’s, consider their activities not just as economic activities, but as a mission, which is to serve society, to achieve socially significant goals. For example, Nando’s management focuses its employees on more than just high-quality food and service, low prices and increased market share. The social significance of their work is explained to the employees. This social orientation helps employees easily maintain Nando’s strict system of total quality control. Compliance with the high standards of the company's work is presented in this case in the context of serving the community (Keogh-Brown et al., 2020). At the same time, the presence of a system of corporate values allows you to increase the efficiency of the company itself without special costs.
The presence of a certain system of corporate values ensures a positive attitude of visitors and society as a whole to Nando’s. Relevant information about it is disseminated by the media, through customers and business partners, shareholders. This contributes to the growth of sales, increasing the competitiveness of the restaurant, which is directly reflected in the increase in its economic indicators (Keogh-Brown et al., 2020). In other words, the presence of generally significant corporate values forms a favourable image of Nando’s (its reputation, public perception) in the eyes of visitors and business partners. Its success and development depend on their subjective attitude to Nando’s.
A positive image is created through public relations efforts through systematic work to build and maintain Nando’s reputation. This process is carried out not only through advertising in the media but also in the course of direct communication between Nando’s employees with visitors and business partners (Fuseini et al., 2017). The image can be considered both as a factor of the customers' trust in the restaurant and as a factor of its prosperity. It is enough for a visitor to taste a low-quality dish at least once or to encounter unethical behaviour of an employee, as the reputation of Nando’s in his eyes drops sharply. 
The image of Nando’s depends not only on the quality of the dishes, on the level of customer service, on the declared corporate values, but also on the availability of such forms of activity that meet the interests of society and are regarded by them as positive (Roe et al., 2021). Therefore, the most important component of the corporate culture of Nando’s should be considered its socially useful activities.
The social responsibility of Nando’s is not limited to legal responsibility. For Nando’s, this responsibility means strict adherence to the current legislation in the work and behaviour of people. In particular, the need to comply with antimonopoly legislation is particularly relevant (Keogh-Brown et al., 2020). The monopoly position of the restaurant itself provides an opportunity for its intensive development using the latest scientific achievements, stimulating the company's personnel, and pursuing an active policy of social domination.
However, sooner or later, the monopolist faces competition from other restaurants. In these conditions, unfortunately, a negative, unfriendly attitude towards potential competitors can appear, which reduces the level of the restaurant's culture (Jones and Comfort, 2017). Therefore, the social responsibility of Nando’s should be considered as its voluntary and active participation in solving social problems of the team and society. This is the willingness of Nando’s, as a part of the society, to ensure the interests of the members of this society: employees, guests, shareholders, partners, etc.
Each employee must have specific knowledge, skills, and behaviours that guests will appreciate. The ability to serve others is not an innate trait. Service professionals are not born, they become (Isakjee and Carroll, 2021). In economically developed countries, a culture of service is created purposefully. Many successful service companies create standards for each category of employee in the form of a specialty guide. Service standards are written requirements for the behaviour and work of employees by management. These rules are formulated from the point of view of the guests since the comfort of the guests is the main priority in their work (Isakjee and Carroll, 2021). They are simple and versatile and provide an accessible and understandable guide to action. These are guidelines within which creativity is encouraged.
At Nando’s, the management took the path of attracting employees to the development of corporate culture. To understand this, Nando’s held round tables with representatives of various departments. And the employees themselves said that we are a team of like-minded people and professionals who are in love with their work, and Nando’s goal is to be the best in what they do (Hubbard, 2004). This is not something that has been imposed on them, this is how they feel themselves. Therefore, Nando’s work is based on mutual understanding.
The strength of Nando’s lies in the fact that they employ people with a common worldview and a clear understanding of what is good and what is bad. Corporate culture is Nando’s frame of reference. It is important for Nando’s, for example, to trust and support each other, to be cordial and welcoming as Nando’s value quality (He and Harris, 2020). Some of the greats said the better your employees are as people, the better they are as employees. Therefore, it cannot be said that over the years, the staff and their motivation have somehow changed. 
Training of kitchen staff is carried out in a specialized training classroom in production. Nando’s training centre provides training for managers and line employees of various divisions of the company. The list of universal training programs, for example, includes the following training: corporate culture and company history, team building, hospitality basics, offering sales, rules for responding to complaints, etc (Fuseini et al., 2017). Each employee undergoes general and specialized training programs during the probationary period. Traditionally, the internship of an applicant for the position of a waiter lasts three months and, in addition to training at the training centre, includes on-the-job training under the guidance of a mentor. For example, exploring and tasting the menu and assortment of drinks. 
Many modern teaching methods are based on new technologies. For example, Nando’s started to conduct distance learning, in cooperation with Nando’s. Employees can download an app to their phone, access the cloud of professional information (such as service standards or menus), and study 24 hours a day (Brown et al., 2021). By the way, those who actively use this program pass certification better. But in the restaurant business, processes cannot be left to technology as Nando’s need live and direct communication. Training is not lecturing, they are interactive. And now there are a lot of opportunities for interaction. In the best sense of the word, there is no limit to lawlessness as customers are looking for something new all the time. 
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It is important to understand that Nando’s should not strive to remake or re-educate customers during the service - they need to be accepted as they are. Serious mistakes of novice employees in restaurant service are often associated with resentment, with exaggerated ethical requirements concerning customers, which indicates the personal vulnerability of the character of such employees (Branley-Bell and Talbot, 2020). All the ethical norms and principles of the waiter's behaviour, his duties are spelled out in the ethical codes (charters) of the waiter, with whom he gets acquainted and studies in the process of employment in Nando’s. Customer loyalty contributes to the development and prosperity of the restaurant business. The development of Nando’s business largely depends on the level of consumer confidence in it. That is, the higher the loyalty of potential customers, the more likely the restaurant is to have a positive reputation and rapidly increase profits.
A long-term relationship with customers is achieved by the fact that from the very beginning the restaurant must communicate its values and work with customers who share these values. There should be mutual satisfaction and a sustainable balance between the goals of the client and the goals of the restaurant (Armstrong and Reynolds, 2020). If Nando’s and the client “speak the same language”, mutual interests are taken into account, the purchase cycle is reduced several times, which affects the profit in the direction of its increase. Nando’s needs to speak openly about its values, tastes and preferences, forming an initial degree of trust, that is, entering the ladder leading to customer loyalty to the restaurant.
The next stage in the formation of loyalty is the understanding by clients of values, not just at the emotional or rational level, but an understanding of the picture of the world as a whole. The most important thing here is to focus on the benefits of this vision, on the benefits that the client gets from starting to use the tools Nando’s offers (He and Harris, 2020). After understanding each other's values and clarifying the common picture of the world, the client gets the experience of interacting with the products and services offered by the restaurant service. Personal experience gives many times more than any story. Positive experience in many ways serves as the basis for building further successful and mutually beneficial relations between the restaurant and its customers.
After a client has a positive experience of using products and services, he is inclined to recommend his choice to his friends and colleagues. This is where it is important to do everything so that the client does it as often as possible. The emotional component of loyalty is more important than ever when recommending a restaurant to its colleagues (He and Harris, 2020). Commitment to values and their protection is the result of a long-term positive experience of communication with a restaurant, the result of being in the context of the client's needs and their solutions. This is the stage in the formation of customer loyalty, when, all other things being equal in price and quality, the customer remains loyal.
And finally, at the last stage of long-term interaction between the client and the restaurant, the client's trust arises, that is, his loyalty to the institution is developed. Now the most important thing is to maintain this loyalty and constantly support, so as not to lose a regular customer. After all, as you know, retaining old customers is five times cheaper than winning the favour of new ones (Brown et al., 2021). The combination of these manifestations on the part of the client indicates that the client is loyal. In this case, loyalty is positive regular feedback from a customer. Feedback can be understood as both money and intangible assets. Loyalty cannot be managed, but all conditions can be created to form such an attitude among customers.
The question is that the “service” itself is an abstract concept and it is very difficult to weigh it in any quantitative dimension. The range of expected boundaries of the level of service quality may completely differ for different types of establishments, for two establishments of the same plan, and even for different halls and different seats of the same establishment (Branley-Bell and Talbot, 2020). Nevertheless, there are classic service standards, this is the foundation that every employee in the hospitality industry must know and strictly follow. Knowing the classics, you can easily navigate in extraordinary or non-standard situations, ways out of such moments are discussed and developed individually for each institution.
The service standards in this restaurant are as follows. The moral responsibility of cafe employees and the importance of their work, on which the well-being, mood and health of visitors directly depend, is recognized and realized (Branley-Bell and Talbot, 2020). The work of restaurant employees cannot be strictly formalized. They are required not only to be highly qualified but also to be highly conscientious.
Professional ethics of a restaurant employee, as a set of special requirements and standards of morality, is implemented in the performance of professional duties for serving guests. It is based on the psychology of restaurant service. Hospitality, politeness, tact, friendliness are the essential qualities of a cafe employee. Each member of the staff should strive to serve visitors to this exemplary set. To develop the habit of observing the requirements of professional ethics, a restaurant employee, especially a beginner, must at first monitor his every step.
The waiter (bartender) must be able to control his mood, not succumb to a momentary rush of irritation. A bad mood should not reflect on the attitude towards visitors and work colleagues. It is unacceptable to fall into a state of passion over trifles, to offend visitors, to take anger out of them. A cafe employee must be able to correctly assess his behaviour, be self-critical.
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	As a result of studying this module, I learned a lot about strategic analysis. One of the main elements of strategic management - a well-designed strategy for its development is of great importance for ensuring the successful development of an enterprise (Gazijahani and Salehi, 2019). At the planning stage, strategic management involves the development and assessment of various alternative options for the development strategy. Evaluation of options is one of the most important and responsible tasks of strategic management, based on the tools of strategic analysis.
Analysing the place of strategic analysis in the system of scientific knowledge, one can note its special position among the types of economic analysis, on the one hand, and its importance in the strategic management system as one of the important stages of strategic management, on the other hand, strategic analysis is one of the types of economic analysis (Iemi and Busch, 2018). If in the process of operational analysis the daily fulfilment of planned indicators is checked, in the course of the current analysis the results of the economic activity of the organization are studied for the most important reporting periods, then the purpose of the strategic analysis is to study the most important elements of the external and internal environment of the organization that can have a significant impact on its ability to achieve the set strategic goals and implement the chosen strategies.
At the same time, the strategy of the organization should be understood as a system of control elements, including priority areas, forms, methods, means, rules, ways of using limited resources, as well as scientific, technical and production and marketing potential of the enterprise to develop and make an economically effective decision in terms of achieving strategic goals and maintaining a competitive advantage over the long term (Intezari and Gressel, 2017). From this point of view, any enterprise strategy can be considered: investment, financial, innovation, competition and others.
Thus, the definition of a strategy for an organization depends significantly on the specific situation in which it finds itself. In particular, this concerns the perception of the company's management of various market opportunities, its intentions to use the strengths of its potential, certain traditions in the field of strategic decisions existing in the organization, etc (Pourhejazy et al., 2020). That is, the development of a strategy for each organization has certain characteristics and is based on the methods and techniques of strategic analysis.
There is also an alternative approach, according to which the initial stages of strategic planning are the definition of the mission and goals, and then a strategic analysis is carried out, the results of which are used both to develop a strategy and to adjust the previously drawn up targets (Pourhejazy et al., 2020). More reasonable, in our opinion, is the approach proposed by Philip Kotler, according to which the place of strategic analysis is determined between the stages of the mission and goal formulation. With this approach, after the mission is defined, the degree of uncertainty is significantly reduced and the scope of the analysed tasks is narrowed.
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