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[bookmark: _os9rimian6us][bookmark: _Toc131068589]Introduction 
The gradual growth of Small and Medium-sized enterprises can be observed in the UK marketplace. In this situation, it becomes quite competitive and difficult for these organisations to be adaptable amongst potential competitors to achieve a good range customer base. Quite often, organisations face significant challenges in delivering a good service to the customers, achieving their business goals and growing their desired revenue (Tolstyakova & Batyrova, 2020). To overcome this situation or to minimise these risks, it is recommended that businesses adopt sustainable environmental scanning and strategic growth options so as to find necessary solutions in developing new and profitable market opportunities. 
Delicious is one of the growing names among restaurant chains in the UK market. The restaurant business is already excelling in its food services to the diverse customer segments in the UK market. However, to acquire a competitive edge in the target market, it is essential for the organisation to improve its quality and performance so as to fetch positive feedback from the customers. Other than that, the company also needs to improve its supply chain operations, logistics, and warehouse management by overcoming any kind of micro or macro-environmental uncertainties. This report hence outlines a strategic plan for Delicious to navigate its business romance in the UK marketplace. Apart from that, considering potential strategic direction, Delicious will be able to acquire a sustainable competitive advantage (Meshulach & Kedar-Levy, 2022). For this purpose, the report will outline an overview of the internal and external environmental scan for Delicious. Followed by which the stakeholder analysis will be performed along with an analysis of the strategic growth options of the business to determine the best-fit strategy for Delicious in the UK. The discussion will also follow an implementation plan for identifying potential monitoring techniques and Key Performance Indicators in the UK market. 
[bookmark: _7pco9s9rxwgo][bookmark: _Toc131068590]Strategic direction and goals 
[bookmark: _Toc131068591]Vision
The purpose of the vision statement is considered vital in order to summarise the aim or the direction of the organisation. With the motive of excelling in performance and quality, Delicious also keeps a robust vision statement to attract a potential customer base and business reputation in the market. 
Vision: “To serve quality experience to the customers with delicious food and outstanding restaurant experience along with ensuring greater good for the community, employees and the environment.”
[bookmark: _Toc131068592]Mission
At the same time, the need for a mission statement is equally important for Delicious in order to summarise the purpose of the organisation. In other words, the company usually summarises or provides an outline of its position and goals in the operating industry along with its directions of future growth strategy. 
Mission: “To create long-term relationships with customers, enhance employee excellence with continuous development, and generate sustainable growth of profits by nourishing and delighting with excellent customer services, quality and delicious foods at a reasonable price.”
[bookmark: _Toc131068593]Objectives
As per the investigated business context of Delicious, the organisation also holds some robust objectives for achieving a high output of profits and reputation. In the overall set of objectives of the company, Delicious identifies two major objectives as the main purpose of the organisation. These objectives have been represented in this section with the help of SMART representation. 
Objective 1: To ensure continuous improvement of customer experience by increasing potential market opportunities with new promotional strategies in next 2 years. 
Objective 2: To achieve diversification in the quality and taste of food products and excel in customer service in the upcoming 15 months. 
	Objectives
	Specific (S)
	Measurable (M)
	Attainable (A)
	Relevant (R)
	Time-bound (T)

	Objective 1
	To identify potential market opportunities for developing long-term relationships with business partners and customers.
	To ensure growth and continuous improvement of the marketing strategies for excelling customer service.  
	To improve diversification in technologies and develop a good range of promotional channels.
	To be relevant with the changing market needs and planning for continuous development of the target market. 
	To accomplish this goal successfully within 2 years.

	Objective 2
	To serve the best quality of food products with a unique experience of taste and services.
	To earn a reputation among potential customer base with diverse food trends.
	To be successful in increasing different market opportunities to strengthen the distribution network.
	To be realistic in providing outstanding customer experience and ensure continuous improvement in product innovation.
	To achieve this goal within 15 months.


[bookmark: _hsm15njqeiho][bookmark: _Toc131068594]Internal Environment Scan
To follow up the strategic scan of internal environmental factors that are influencing the business performance of Delicious in the UK market, it is vital to undertake the analysis using strategic management theories. For the purpose of analysing different internal factors that are impacting growth and organisational performance, SWOT and VRIO analysis have been considered.
[bookmark: _m9znjup0ys71][bookmark: _Toc131068595]SWOT
	Strengths
	Weaknesses
	Opportunities
	Threats

	1. Experienced workforce to offer excellent customer service.
2. Potential Supplier base with an improved distribution network
3. Unique taste and best quality of products and services
	1. Lack of market expertise for planning future growth strategy.
2. Geraldes et al. (2019) have opined that there is a lack of digital marketing strategy in the existing business model. 
3. Economic uncertainties in building a potential customer base. 
	1. The assessment of Taneo et al. (2022) presents innovation in food products with healthier options.
2. Growing brand image to access potential capital.
3. Increasing profit margin with technology initiatives (Levitt, 1965).
	1. Impact of economic recession in the UK market after COVID-19.
2. Political uncertainties result in inflation.
3. A quick switch of fast-food trends increased fierce competition. 


Considering the above analysis of the strengths, weaknesses, opportunities and threats, the analysis can be further represented using the Advanced SWOT technique to determine the importance and weightage of each factor. Depending upon the scores, it can be determined as the most important element among others. The Score has been evaluated by considering Importance * Weight. A detailed analysis of Advanced SWOT is presented in Appendix 1.
Strengths of the Company
The strengths of the company are associated with the product and services of it. The quality of food is quite feasible. Additionally, Delicious has an experienced group of employees who contribute to its hospitality services. The supply chain network of the organization is also quite reinforced that helps its overall distribution network.
Weaknesses of the Company
Apart from the economic uncertainties in the market due to the pandemic situation, Delicious also lacks expertise regarding operations and marketing. As a result of that, expansion for the brand becomes problematic. 
Threats for the Company
The changing trends in the fast food industry can be identified as a key threat for Delicious. Apart from that, the COVID-19 situation in the market also poses possible threats for the brand. 
Opportunities for the Company
Technological innovation and expansion of business can be identified as the most feasible opportunities for Delicious in the market. It is essential for the company to implement some essential strategies and cutting edge technologies to access most of the benefits in this regard. 
[bookmark: _3uvrcsbf1om][bookmark: _Toc131068596]VRIO
The VRIO table has been presented in Appendix 2.
Brand Positioning
Delicious has a feasible stand in terms of its brand positioning.
Corporate strategy in the UK market
The corporate strategies of the organization are not rare due to slack of innovation. 
Implementation Digital Strategy
The digital strategies of the organization are not rare as well due to slack of innovation. 
Vision and Leadership
Despite having competent leadership, Delicious has failed to cope up with the competition in some segments of the market (. 
Marketing expertise
The marketing expertise for the brand is quite weak in comparison to the rivals. 
Opportunities for brand expansion in the UK
The scope of expansion is feasible for Delicious in the present era.
Brand awareness with quality services and products 
Improved brand awareness is essential for Delicious in the competitive market (Kim, Bonn & Cho, 2021).
Potential supplier base
Acquiring the supplies is quite simple for competitors of Delicious and hence it is not a rare resource.
Access to resources and cheap capital
Access to resources for Delicious is quite feasible, for being located in the UK. However, the privilege is quite equivalent for its competitors as well. 
Distribution network
Despite having a feasible distribution network, Delicious cannot enjoy this resource primarily because of its lack of rarity . Competitor firms can set up their respective networks based on the model of Delicious quite easily. 
Experienced Workforce
Despite being valuable and rare, this resource can be available by other companies as well. 
Management of Financial Resources
Delicious management of financial resources has been quite valuable for the brand for rational processes. 
Advertisement and promotional channels
The advertisements and promotion of the brand is a rare resource as it is based on innovation.
Data analytics and records tracking
Data analytics activities of the brand are not very organized and it should be improved. 
[bookmark: _yngtaqmngg6s][bookmark: _Toc131068597]External Environment Scan
For a complete view of the environmental factors of an organisation, it is also necessary to undertake a strategic scan of the external environment (Kim, Bonn & Cho, 2021). Delicious can definitely survive the UK market with its services and quality if the company relies on benefiting from the external factors that can have an income on the overall performance of the company. As a result of this fact, PESTLE and Porter's Five Force has been considered here in this section to continue the analysis of the UK market with respect to the position of Delicious. 
[bookmark: _qbvt0ogfyu0n][bookmark: _Toc131068598]PESTLE
	Factors
	Description 
	Overall Impact

	Political
	Depending upon the political stability of the country, the business strategies of an organisation can be determined effectively. As such, changing scenarios are observed in the UK due to changing governmental policies over time. This may be a cause of impact for Delicious to be adaptable with flexible business strategies (Ansoff et al., 2018). Apart from that, taxation in the country can also have an impact on the overall quality and purchase of the restaurant. In this situation, it becomes highly important to manage the finances well and ensure hygiene and cleanliness by abiding by the safety and health guidelines in the country.  
	Low-Moderate

	Economic
	As observed in the UK marketplace, the growing tendency of the population towards changing trends of taste has offered scope for the restaurant sector to generate a good amount of revenue. In this case, it is essential to remember to manage growing labour costs. The assessment of Nikmah, Rahmawati & Sukma (2021) presents that in such a situation, delicious needs to manage the fluctuating profits in the business. However, the unstable economic growth in the country can be a threat to the business during market development. 
	Moderate

	Social
	BAĞIŞ (2020) argues that growing awareness can be essential for Delicious, in this case, to survive with a robust supply-demand model in the UK market. It is essential hence for the organisation to keep in mind some social factors like population growth, cultural beliefs, and traditions for determining the setup of the potential market. In such a case, the growing awareness of organic food in the country can impact the performance of the business in the upcoming years (Zsigmond, Machová & Zsigmondová, 2021). Other than that, the busy lifestyle of the people has boosted their dependency on ready-made meals. So, it can be an advantage for the company to boost its economy with ready-made food services and products. 
	Moderate-High

	Technological
	Technological advancement of a business plays an important role in influencing population distribution and improving communication. Considering the various technical parameters, the advancement of operating CCTV cameras, ordering food online options, and payment via smartphones have additionally opened up the path of new revenues for the restaurant sector (LEE, 2022). As a result this fact, this has certainly increased opportunities for Delicious to focus on innovation and automation of technologies so as to generate more profit. 
	High

	Legal
	Legal factors that are potential for the restaurant sector to consider include the safety of food products, health concerns, consumer rights, advertisements and so on. In this situation, maintaining the criteria of hygiene and food quality is significant for Delicious to ensure product safety. Apart from that, maintaining minimum daily wages adds to the welfare of the employees and ensures safety standards for them. Moreover, following the country's legislation is also essential for the organisation to consider business growth and expansion. However, any breach of governmental policies in the UK can have a significant impact on the business reputation of Delicious. 
	Moderate

	Environmental
	The ongoing crisis of the environment in the UK market has certainly raised awareness of various environmental concerns for the restaurant sector as well. Carbon footprint, pollution, recycling, and scarcity of raw materials are the following concerns that can have an impact on the overall restaurant sector (Johnson et al., 2020). The company can aid in developing new strategies to undertake waste management and recycling. Apart from that, healthy collaboration with the government can also facilitate the organisation to minimise the risks of environmental damage. 
	Moderate-High


[bookmark: _h84g2bpforl4][bookmark: _Toc131068599]Porter’s Five Forces
	Factors
	Type of Force
	Analysis
	Tackling the force

	Threat of New Entrants
	High
	Leading innovation in the restaurant sector as per the changing trends of food taste and quality can have an overall pressure on Delicious with the threat of new entrants. Other than that, the threat of new entrants can be significantly high for the company if Delicious fails to maintain a new value proposition for the customers and keep an affordable pricing strategy. 
	It is essential for the organisation to be an established player by maintaining a cost leadership strategy.
Innovation of new food products with changing tastes in the marketplace is essential.

	Threat of Substitutes
	High
	A unique value proposition for the customers is quite essential in order to improve the opportunity for Delicious in the UK marketplace. As such, providing a unique experience for hospitality and a unique taste in food products will be essential in order to attract the target market (Porter, 1997). Otherwise, failing to meet customer needs can have a bigger impact on the overall profitability of the business in the restaurant sector. This can lead to the switching of customers for alternatives or substitutes of taste.
	Increasing switching costs of customers.
It is essential to be service oriented as well along with product oriented. 

	Bargaining Power of Buyers
	Moderate
	The growing population has a direct impact on the sector with increasing demands which need to be balanced with adequate delivery and supplies. In such a citation, it is essential to maintain minimum pricing for increasing profitability in the long run (Koch & Windsperger, 2017).
	Delicious can also consider improvement in the promotional strategies in order to attract a long-lasting customer base. 
The rapid innovation of products with offerings and discounts. 

	Bargaining Power of Suppliers
	Low
	As the supply chain operations are currently dominant in the UK market, Delicious needs to utilise this as an opportunity to improve its SCM operations. Furthermore, the company also needs to develop its negotiation power for extracting higher prices in the market and lowering the bargaining power of suppliers (Hoseinzadeh Shahri, Khodabandelou & Moshkdanian, 2019). 
	It is essential to increase the number of suppliers. 
The company needs to have an improvement in the experimentation of product design with duffer raw materials. 

	Rivalry among competitors
	Moderate
	In this situation, the primary criterion for Delicious forms is to ensure hygiene and cleanliness. At the same time, to coordinate with the price management of the food products, it also becomes essential for the business to balance the fluctuating taxes on raw ingredients and materials. This can aid the organisation in achieving a good competitive edge among potential competitors in SME restaurant chains (Porter, 1997). 
	Shift towards sustainability initiatives can have long-term benefits for Delicious in the long run. 
Building sustainable differentiation with cost leadership to improve market share. 


[bookmark: _bc8gflfhfc4g][bookmark: _Toc131068600]Stakeholder Analysis 
The operational process of Delicious is going to be quite crucial for the next 2 years as the firm wants to expand its business in various new locations. In this procedure, gaining stakeholder satisfaction would be the utmost requirement for the business in terms of financial and operational stability (Gavurova et al., 2020). The assessment of various stakeholders who are somehow associated with Delicious is necessary to analyse in order to consider the strategic growth options for the business. Investigation of different stakeholders will be significant for Delicious to evaluate different choices and needs of the market.
[bookmark: _hbl3vvgrk5y][bookmark: _Toc131068601]Evaluation of the Approach of Delicious through Stakeholder Management Theory
According to Ed Freedman, the father of Stakeholder Theory, Stakeholders are the entities “who affect the achievement of an organisation's objectives or who are affected by the achievement of an organisation's objectives”. Additionally, the stakeholder management theory also focuses on creating equal values for all the stakeholders of the business and not just the shareholders (Luo & Yu, 2022). Hence, it would be quite essential for Delicious to take care of these aspects in order to ensure sustainable progress in the business process.

[image: ]
Figure 1: Traditional Stakeholder Business Model
(Source: Enders et al., 2009)
The evaluation of the stakeholder management strategies of Delicious would be related to the aspects that have been presented in the above-shown diagram. BAĞIŞ (2021) argues that Delicious should manage the stakeholders as per their individual power and influence index. The organisation should try for the profit maximisation of all the individual stakeholders (as per their respective requirements)
[bookmark: _laqiy612vc63][bookmark: _Toc131068602]Stakeholder Management Plan
Barney (1991) has opined that categorising the stakeholders as internal and external will be further useful for the company to consider plans for communicating with them and keeping them satisfied with the business performance. Some of the essential stakeholders have been represented who are beneficial for the organisation to grab new opportunities for growth for the business. 
	Stakeholder name
	Category
	Influence
	Interest
	Expectations
	Communication Approach

	Employees
	Internal
	Low
	Low
	The employees of Delicious would be focused on having a prospectus career ahead, and hence they would be focused on performance and rewards.
	Face-to-face, Email, and Phone calls

	Investors
	Internal
	High
	High
	The inventors of the firm would seek maximum returns on their investment. 
	Personal Meeting, Email

	Suppliers
	External
	Medium
	Low
	Suppliers of the business would have little interest towards its success and strategic growth. Hence, Delicious needs to assess the quality of supplied products rigorously.
	Contracts, Digital Media

	Communities
	External
	Low
	Low
	The communities in the local and future marketplaces would expect that the organisation would operate the business in a fair and sustainable manner.
	Social Networks, Annual Reports

	Regulatory Authorities
	External
	High
	Medium
	Maintenance of law and order and food safety standards would be a requirement of the governmental authorities in this process (Enders et al., 2009).
	Inspections, Emails

	Customers
	External
	Low
	Medium
	The customers of the restaurant would require value-for-money and quality products.
	Face-to-face conversation, Personalised marketing

	Trade Associations
	External
	Medium
	Low
	Delicious partnership with various trade associations would depend on the organisation's capacity to maintain the norms and regulations in their business (Tien, Phu & Chi, 2019). 
	Email



[bookmark: _gyufrpsq1b4t][bookmark: _Toc131068603]Categorising Stakeholders of Delicious through Mendelow Matrix
The following section will present a visual display of the power/interest grid of the essential stakeholders of Delicious through the Mendelow matrix. The matrix has been designed as per the above-identified stakeholders and their responses to the business in the UK market. 
[image: ]
Figure 2: Analysis of stakeholders using Mendelow Matrix
(Source: Created by the researcher)
The above-presented diagram shows that Delicious needs to be focused on the stakeholders present in the fourth quadrant of the Mendelow matrix. These entities would be essential for the business expansion of the brand in new markets. 
[bookmark: _eglxt75kkqpd][bookmark: _Toc131068604]Strategic growth options for the company 
Delicious is a restaurant business that is presently focused on attaining customer satisfaction through quality. However, the scenario would change in the next two years when it would opt for business expansion. To illustrate these aspects, the use of the Ansoff matrix and Porter's generic strategies has been considered here to evaluate the sustainable strategic growth option for Delicious. 
[bookmark: _btsnzi7bfcf0][bookmark: _Toc131068605]Ansoff Matrix
Developed by Igor Ansoff in the 1950s, the Ansoff matrix mainly focuses on establishing organisational strategies on the basis of market growth (Meshulach & Kedar-Levy, 2022). For the same, the Ansoff matrix is also called the "Product-Market Matrix" or "Strategic Opportunity Matrix". The evaluation of the strategies of Delicious through the Ansoff Matrix framework will be presented in the following section. 
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Figure 3: Aspects of Ansoff Matrix Framework for Business Strategy
(Source: Magnini, Crotts & Calvert, 2020)
The above-presented diagram shows four essential sections of organisational strategies that can be applied for business advancement. These are the major options for Delicious in the next 2 years when the organisation looks to improve its business presence. 
Market Penetration
As per the analysis of Rayport & Sviokla (1995), the first strategy in the Ansoff matrix framework is market penetration, which is targeting any existing market with an existing product. To be specific, Delicious would-be utilising market penetration if it tries to penetrate the UK F&B market with the products that are already available. For this purpose, reducing the price range (cost leadership) would be the best strategy for Delicious. Additionally, offering discounts and rewards for customers can also be essential in this process. However, the market penetration strategy also needs to be associated with prompt and innovative marketing activities to catch the attention of the buyer groups. 
Product Development
As per the analysis of Magnini, Crotts & Calvert (2020), the product development strategy is mainly focused on capturing any existing market with sets of products or services. It can be quite a feasible option for Delicious as well. To be specific, the organisation would need to offer a new range of products or services for the purpose of gaining a competitive advantage in any existing market. As a result of operating in a known region, the organisation would not face issues in terms of brand reputation and regulatory compliance. However, offering a new product range can be troublesome in terms of quality maintenance and competitive pressure. 
Market Development
The third strategy of the Ansoff framework is market development, where any business tries to enter a new market with existing sets of products/services. In this process, Delicious would need to enter any new national/foreign market to offer its products. However, entering a foreign market can be quite challenging for the organisation as it mainly deals in F&B products (Kingsnorth, 2022). On the other hand, managing to enter any new market can also open various opportunities for the firm in terms of new customers and competitors. 
Diversification
Diversification is the last and arguably most complex strategy in the Ansoff framework, as it focuses on entering any new market with new sets of products. In this process, Delicious can try to enter a completely new market with a new range of products. However, the amount of risk would be quite high in this process due to its nature and dimensions. 
[bookmark: _bsfkcxxxkcr8][bookmark: _Toc131068606]Porter’s Generic Strategies
The Generic strategy framework, invented by Michael Porter in the 1980s, can be an essential framework for Delicious to assess its possible strategic moves. The option for Delicious in this aspect will be presented in the following section. 


[image: ]
Figure 4: Strategies of Porter’s Generic Theory Framework
(Source: Svatosova, 2020)
Cost Leadership
Cost leadership can be the most feasible option for Delicious in the next 2 years as it is the simplest strategy for competitive advantage in any chosen market (Caballero-Morales, 2021). In this process, the organisation would need to enhance its abilities to offer the products in a lesser cost range to its competition. 
Differentiation
Differentiation strategy is a primary process that is associated with product/service innovation. The central idea of this strategy is to offer the outsiders something unique that the competitive brands in the market are not able to provide (Svatosova, 2020). It can be an essential strategy for Delicious as the organisation can target chosen customer groups with unique F&B products.
Focus
Focus generally has two subparts; cost focus and differentiation focus. It is similar to the previous options but is confined to any particular niche market. If any organisation tries to establish its growth in any chosen niche market, these two options would be feasible for the initial period (Fuertes et al., 2020). For Delicious also, the organisation must select between cost focus and differentiation focus in case of operating in any niche market in the next 2 years. 
[bookmark: _1strp7sif823][bookmark: _Toc131068607]Justification of best-fit strategy
The previous sections have presented various essential strategies that are connected with the business expansion of Delicious. However, it would be essential to finalise some specific strategies for the organisation that would be essentially implemented in the upcoming period (Gruss, Kim & Abrahams, 2020). The strategies that would be selected for Delicious also need to be aligned with the present financial and operational abilities of the firm. 
SAFe Model
	SAF Attributes
	Option 1 (Market Penetration)
	Option 2 (Product Development)
	Option 3  (Cost Leadership)
	Option 4 (Differentiation)

	Suitability
	8
	7
	9
	6

	Feasibility
	9
	6
	8
	5

	Acceptability
	9
	8
	7
	7

	Total
	26
	21
	24
	18



	Best Fit Strategy
	Justification

	Market Penetration
	The application of the market penetration strategies would be most feasible for Delicious in the course of the next 2 years. As a result of the impact of the COVID-19 pandemic, the private sector business population decreased by 6.5% (-389,600 businesses) in comparison to FY20. The organisation can easily try to penetrate any existing market with the application of various strategies like reduced product cost and innovative marketing. On the other hand, an application like product development and market development is not feasible for the firm at present due to their shortage of resources. Being an SME, Delicious cannot take up strategies with higher risk factors like market development or diversification. The benefits of the market penetration strategy that would be applicable to Delicious will be presented in the following section (Phiri et al., 2019). 
· Quick diffusion and adoption of the product in the market would create a shared value for Delicious. 
· Market penetration can be quite feasible for enhancing the market share rapidly. 


	Cost Leadership
	The application of the cost leadership strategy would be quite essential for Delicious in the target market to attain a competitive advantage. According to the data for FY22, the number of restaurants operating in the UK went down to 35,127 from 42,700 in FY21. In the post-pandemic market, the revenue of the restaurant business has added a value of £6.6 billion to the economy. Hence, it can be opined that the amount of competition in this sector is quite high in the present period. 
Hence, Delicious can implement the cost leadership strategy so that it can attain a competitive advantage in multiple strategies.
· The lower operational cost of the restaurant would also mean that Delicious would be able to offer its food and beverage products to the customers in a lower cost range. 
· The economic downfall of price wars can be managed in a feasible manner with a cost leadership strategy. The customers will be comfortable visiting the restaurant often despite economic issues if the cost of the products is comparatively lower (Steiss, 2019). 
· Due to the higher footfall of the customers, the market share of Delicious would also be greater than its competitors in the market. 
In this process, the strategies like differentiation and focus have been avoided. As a result, the stature and resource base of the firm is not sufficient for these strategies. The implementation of differentiation strategies would also not be feasible due to its higher risk. Delicious can also not focus on any niche market due to regulatory issues in the restaurant market. 


[bookmark: _z9tpwgz6tbg9][bookmark: _Toc131068608]Implementation plan with monitoring techniques
[bookmark: _Toc131068609]Process of Managing Change
The change management process in the operations of Delicious would be managed through the application of Curt Lewin’s Change Management Model.

[image: ]
Figure 5: Stages of the Lewin’s Change Management Model
(Source: Aziri & Ismaili, 2020)
Unfreeze
In this stage, Delicious would need to halt existing product and service offering strategies for implementing the change. Based on the selected strategy, the activities needs to be undertaken and plan the changes accordingly. 
Change 
Afterwards, the organization would need to implement the change strategies like cost leadership and market penetration. Some essential challenges can rise in this phase due to inexperience of the employees and an unstable operational process (Johnson et al., 2020). Frequent meetings and proper training of the higher/middle management would be proficient to resolve the challenge. 
Refreeze
After the completion of the second stage, the changed operations process must be continued under feasible supervision. In this stage, the implementation of the plans needs to be organised into different activities as per the changes essential for the organisation. 
[bookmark: _qr4ute7fczor][bookmark: _Toc131068610]Implementation Plan
The implementation of the market penetration and cost leadership strategies for Delicious in the next two years will be associated with various strategies and activities as well. The following section will present an implementation plan that details these aspects in a detailed manner. 
	Activity
	Related Strategy
	Details
	Responsible Person
	Timeline

	Implementation of Digital Marketing
	Cost Leadership, Market Penetration
	The application of digital marketing activities can be quite essential for the marketing aspects of the company.
	CEO, Chief Marketing Officer
	Within the next 12 months

	Reassessing Suppliers
	Cost Leadership
	The supply chain management of Delicious can be quite essential for its overall business process. The organisation can improve its manufacturing cost by selecting proper suppliers (Gruss, Kim & Abrahams, 2020).
	CEO, Project Manager
	Within the next 18 months

	Focus on Sustainability
	Cost Leadership, Market Penetration
	Delicious needs to improve its sustainability aspects as the raw materials that it utilises need to be eco-friendly. The carbon footprint of the brand needs to be top-notch as well (Aziri & Ismaili, 2020). 
	Project Manager
	Within the next 24 months

	Decreasing operational cost
	Market Penetration
	As per the evaluation of Rajalakshmi (2020), the cost of operations of the brand will be closely related to cost leadership. Delicious needs to decrease it to attain feasibility on selling cost of products. 
	COO
	Within the next 12 months


[bookmark: _sw07p7zh5lwj][bookmark: _Toc131068611]KPIs
Balanced Scorecard
	Criteria
	Objectives
	Measures
	Targets
	Initiatives

	Financial
	Increase revenue
	Sales
	50% increase 
	Improve sales quantity 

	
	Reduce liabilities 
	Loan Amount
	50% increase 
	Pay off liabilities

	
	Increase liquidity
	Resource
	50% increase 
	Acquiring resources

	
	Reduce expanses
	Manufacturing Cost 
	50% increase 
	Reducing cost of suppliers and manufacturing

	Customers
	Reduce complaints
	Product Quality
	50% increase 
	Product quality needs to be improved

	
	Increase brand value
	Marketing
	50% increase 
	Digital Marketing & SEO

	
	Increase awareness
	Marketing
	50% increase 
	Digital Marketing & SEO

	
	Reduce dissatisfied buyers
	Product Quality
	50% increase 
	Develop customer Services

	Internal Business
	Improve stakeholder satisfaction
	Revenue
	50% increase
	Improve revenue

	
	Increase order size
	Customer connection
	50% increase 
	Improve personalised communication

	
	Increase frequency
	Product Quality
	50% increase 
	Product quality needs to be improved

	
	Decrease retention rate
	Satisfaction
	50% increase 
	Improved employee satisfaction and pay rate 

	Leaning and Growth
	Improve R&D
	Technological growth
	50% increase 
	Technological growth of company

	
	Improve training sessions
	HRM
	50% increase 
	Improved HRM activities of the firm

	
	Improve technologies
	Additional resource
	50% increase 
	Management needs to allocate additional resource

	
	Reduce biasness and discrimination
	HRM
	50% increase 
	HRM practices need to be improved


Revenue growth
Revenue growth will be the first essential key performance indicator for Delicious and will be an essential part of its marketing process (Vargas-Hernández et al., 2020). The organisation needs to assess the overall revenue that it would generate at the end of any fiscal year. 
Revenue per client
The amount of revenue that the organisation generates from each client will also be essential in the marketing process (Vargas-Hernández & Vargas-González, 2021). 
Profit margin
The overall profit of the brand will be essential to measure in relation to its operational stability. 
Client retention rate
If the marketing and cost leadership process of the company becomes feasible, it would be effective in retaining clients as well.
Customer satisfaction
The assessment of customer satisfaction would be essential in terms of managing the operational performance of the brand. 
[bookmark: _q0enb6qfcibi][bookmark: _Toc131068612]Conclusion
The overall report has presented various essential analyses regarding the present business environment of Delicious. As a result of being an SME in a market like the UK, it is quite evident that Delicious faces a stiff challenge in terms of competitive pressure. Apart from that, the evaluation of the micro and macro environmental environments of Delicious has also been done in the report. It can be observed that the organisation has the ability and resource base for the expansion of its business in any new market. The innovative abilities of the organisation can be considered a vital resource base. The external environmental analysis of the brand shows that the macro factors of the hospitality market can also be considered favourable for the organisation. 
The assessment of the strategic options for Delicious shows that the organisation has two primary strategies, i.e. cost leadership and market penetration that can be utilised for business expansion. Additionally, Delicious can also be beneficial in the process of reducing its operational cost in order to offer the products to customers in the expanded market. Apart from that, innovation can be the best option for growth for the restaurant in the next two years. 
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	Importance (1-12)
	Weight (1- Not very Likely, 2- Likely, 3- Very Likely)
	Score

	Strengths

	Strength 1
	2
	2
	4

	Strength 2
	11
	3
	33 (Most important strength)

	Strength 3
	9
	2
	18

	Weaknesses

	Weakness 1
	4
	1
	4

	Weakness 2
	8
	2
	16

	Weakness 3
	6
	3
	18 (Most important weakness)

	Opportunities

	Opportunity 1
	12
	3
	36 (Most important opportunity)

	Opportunity 2
	5
	2
	10

	Opportunity 3
	3
	1
	3

	Threats

	Threat 1
	1
	2
	2

	Threat 2
	10
	3
	30 (Most important Threat)

	Threat 3
	7
	3
	21






[bookmark: _Toc131068616]Appendix 2- VRIO Analysis
	Resources
	Valuable
	Rare
	Imitable
	Organised
	Competitive advantage

	Brand Positioning
	Yes 
	Yes
	Yes
	Yes
	Sustained Competitive Advantage 

	Corporate strategy in the UK market
	Yes
	No
	Yes
	No
	Competitive Parity

	Implementation Digital Strategy
	Yes
	No
	Yes
	No
	Competitive Parity

	Vision and Leadership
	Yes
	Yes
	No 
	No
	Temporary Competitive Advantage


	Marketing expertise
	No
	No
	Yes
	No
	Competitive Disadvantage 

	Opportunities for brand expansion in the UK
	Yes
	Yes
	Yes
	No
	Unused Competitive Advantage 

	Brand awareness with quality services and products 
	Yes
	No
	No
	Yes
	Competitive Parity

	Potential supplier base
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage


	Access to resources and cheap capital
	Yes
	Yes
	Yes
	No
	Unused Competitive Advantage 

	Distribution network
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage 

	Experienced workforce
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage 

	Management of Financial Resources
	Yes
	Yes
	No
	No
	Temporary Competitive Advantage


	Advertisement and promotional channels
	Yes
	Yes
	No
	No
	Temporary Competitive Advantage

	Data analytics and records tracking
	Yes
	No
	No
	No
	Competitive Parity
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