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[bookmark: _Toc154243147]Introduction to the Following Discussion 
Since globalisation factors have emerged critically and extensively in recent years, it is important to understand that the ability to start a new venture as a significant opportunity has become easy and convenient for potential entrepreneurs. However, globalisation has not only introduced organisational opportunities related to expansion, growth and profitability, but it has accelerated organisational competitiveness as the consumers can have a variety of different products and services to select from having their physical and hypothetical distances minimised efficiently (Daniels et al., 2019). At this point, the challenge of managing the ventures for the desired success is important to be addressed strategically which can be done through different initiatives. Hence, one of these strategic initiatives which has been selected to be discussed critically in this report is referred to as strategic management. 
Generally, strategic management is a process which is inclusive of establishing and implementing plans through which a business can be assisted to acquire its long-term goals successfully. Different elements need to be focussed when aiming for appropriate strategic management which are inclusive of controlling resources and processes, leading change initiatives, allocation of structure and resources, and, formulating an authentic plan to be followed extensively (Lynch, 2018). To aid effective understanding regarding the concept and application of strategic management, the following report will focus on a hypothetical small-scale restaurant business example identified as ‘Delicious’ which is looking forward to expanding its business operations within the UK. Hence, all the relevant aspects of strategic management which need to be emphasised are further analysed and evaluated critically in terms of the expansion decision of Delicious, as below. 
[bookmark: _Toc154243148]1. Setting the Mission, Vision and Objectives for Delicious 
[bookmark: _Toc154243149]Vision Statement 
The vision statement of Delicious has been outlined as “To acquire the leading position as the best fast food chain in the UK which is well-known for delivering high-quality and delicious meals along with a memorable dining experience served through exceptional customer services”. 
This specific vision statement of Delicious reflects the ambition of the company toward developing a strong presence in the restaurant industry of the UK along with presenting its dedication towards delivering high-quality services and food to its existing and potential consumers.  
[bookmark: _Toc154243150]Mission Statement
The mission statement of Delicious has been framed as “To serve the consumers with a diverse range of freshly prepared and delicious fast-food options through leveraging high-quality ingredients and maintaining strong dedication towards exceptional customer services along with providing them a memorable, enjoyable and welcoming dining environment”
The following mission statement of Delicious highlights the commitment of the company towards providing a significant and extended variety of freshly made and tasty food items which are prepared by using high-quality ingredients and serving an overwhelming dining experience to its key customers. 
[bookmark: _Toc154243151]Objectives
The last important element which needs to be contrasted effectively is referred to as objectives. Generally, objectives are specific and measurable goals for a business which it aims to achieve in a particular period (Buchanan and Huczynski, 2019). 
Market Expansion – To increase the overall outlets of Delicious by 20% in the next three years precisely in the major cities of the UK and high-traffic locations so that accessibility and visibility for the customers can be enhanced. 
Menu Development – Introducing a vegetarian and healthier menu option to address the dietary needs and changing preferences of customers by targeting at least 30% of the menu items to include relevant dietary options in the next two years. 
Customer Experience – Maximising customer loyalty and satisfaction through introducing a customer feedback system and securing a minimum customer satisfaction rating of 4 out of 5 along with a 75% retention rate in the next year. 
Operational Efficiency – Optimising the allocation of available resources and streamlining internal processes to acquire a 10% reduction in operational costs along with maintaining the required quality standards in the next two years. 
Brand Awareness – Maximising brand recognition and visibility through effective marketing incentives targeting a 20% increase in brand acknowledgement and target customers in the following year. 
Hence, it can be evaluated that creating a strategic business plan is necessary for the successful expansion of Delicious in the UK. By being able to set clear objectives, mission and vision, the company will be able to align its contributions and initiate well-informed decisions through which its long-term goals can be achieved successfully. 
[bookmark: _Toc154243152]2. Conducting an In-Depth Environmental Audit (Internal and External) of Delicious in the UK 
Proceeding further with the following discussion, once Delicious has ensured that its mission, vision and objectives have been set and are well-aligned with the long-term goals of the company, other aspects need to be considered before a strategic decision can be implemented. The next critical aspect which will be focussed critically in this segment is conducting a comprehensive environmental audit, emphasising the internal and external factors, of the decision Delicious to expand within the UK. Generally, an environmental audit is a detailed analysis of both internal and external factors which can influence the strategic decision-making capability and the performance of a company critically (Letmathe and Doost, 2018). This assessment assists the company in acknowledging its strengths, weaknesses, opportunities and threats so that the required development can be guided appropriately to establish a strong and effective strategic business plan. 
[bookmark: _Toc154243153]Micro Analysis: Internal Environmental Audit 
The first aspect of the environmental audit which has been undertaken critically and responsibly in this discussion is identified as the internal environmental audit. Generally, an internal environment audit refers to the detailed screening of the internal processes, activities and performance of a company based on which it can be regarded as being a successful institution, identifying internal loopholes affecting further progress and success and overcoming the crucial challenges optimally. 
	Strengths
· High financial stability which supports the expansion plan
· Well-established operational processes emphasising efficiency and the maintenance of high-quality
· Strong brand reputation leading to considering further expansion
	Weaknesses
· Skills gap due to perceived recruitment challenges
· The current market presence of Delicious is comparatively low, minimising its awareness as well

	Opportunities
· Ability to benefit through the online delivery service trend effectively
· An increase in the health-conscious factor among consumers to introduce a relevant product line and diversify
· Continuous global expansion of the fast food industry
	Threats
· High economic uncertainty due to persistent increase in inflationary pressure
· Changing consumer preferences, especially after the COVID-19 pandemic outbreak
· Intense competition in the global fast-food industry 





[bookmark: _Toc154243154]BCG Matrix 
Moreover, the BCG matrix is also essential to be aligned in this aspect which regards the portfolio of a company, including Delicious, so that the future strategic planning objectives can be strategised accordingly. Similarly the BCG Matrix for Delicious highlighting the key performing and loss-making products are positioned under the existing competitive sphere, as below. 
Star – The crispy fried chicken of Delicious is considered to be the star product with high sales and greater profitability margins being covered. 
Cash Cow – The crispy burger of Delicious can be characterised as a cash cow because it is an additional purchase made with the fried chicken being bought by customers. 
Question Mark – Crispy sea food is a question mark product from the portfolio of Delicious because it is majorly preferred during the winters but the sales in this season are quite high. 
Dog – Crisp and Rice is a non-conventional item on the menu of Delicious which is taking space and has low sales. It would be relevant to discontinue the product in the future. 
Keeping in view the following assessment, it would be beneficial for Delicious to discontinue the operations of Crisp and Rice as it is only contributing towards excessive costs. The same efforts and contributions should be extended towards innovating Crispy Fried Chicken to attract more customers and retain their loyalty successfully in the long term. 
[image: How to use the BCG Matrix | Smart Insights Digital Marketing]
Figure 1: BCG Matrix (Al-Ain, 2019)
[bookmark: _Toc154243155]Ansoff Matrix 
Based on the internal performance of Delicious identified as above, there are certain recommendations which the company needs to observe in the light of achieving successful expansion. This can be done through emphasising the Ansoff Matrix which aligns expansion through market development, market penetration, product development and diversification. However, keeping in view the current performance aspect of Delicious, it would be beneficial for the company to prioritise new product development while emphasising innovation so that attraction for the customers can be maximised, leading to greater sales and profitability. Although, new product development is quite expensive and it could lead to uncertainty issues after the recent COVID-19 pandemic, yet Delicious can search for optimised financing options so that its operational and one-time expense can be minimised. 
[image: Ansoff matrix - Wikipedia]
Figure 2: Ansoff Matrix (Porter, 2020)
[bookmark: _Toc154243156]Macro Analysis: External Environmental Audit – Porter’s Five Force Analysis
The next important aspect of the external environment analysis assisting with the expansion decision of Delicious in the UK is identified as external environment analysis. Generally, external environmental analysis considers the external forces which can have a critical influence on the performance of an organisation but these factors cannot be controlled directly. Instead, organisations can adopt different preventive measures so that the adverse impacts can be minimised and a beneficial position can be secured to achieve the desired outcomes in the future. Hence, to assist with the external environmental analysis, the Porter’s Five Force Analysis tool has been used which focuses on five external competitive factors (Perera, 2018). 
Buyer Power – The buyer power in the UK considering Delicious is quite high as the consumers are available with several product options along with relevant variety to choose from. Organisations such as Delicious need to be assertive regarding their marketing and selling approaches and strategies so that they can meet the key demands of the consumers and greater benefits can be acquired successfully. The buyers in the fast food industry of the UK are attracted to affordable and high-quality options, which leaves behind an improvement opportunity for Delicious. 
Supplier Power – The supplier power in the UK emphasising the example of Delicious’ expansion decision remains considerably low. This is because of the intense competition which exists in the region due to which the suppliers are struggling to secure long-term business opportunities and they are eventually compromising on their negotiations as well. Hence, Delicious would not be facing any particular issues with supply chain activities, apart from the restrictions which are present after the COVID-19 Pandemic. 
Threat of New Entrants – The threat of new entrants in the fast food market of the UK is medium because the demand is although high but the UK has strict controls on new business establishments with strong and rigid policies and legal structures to be followed. Hence, it becomes challenging and difficult for a new entrant to develop a successful position in the market, keeping new and emerging competitive threats low for Delicious considerably. 
Threat of Substitutes – The threat of substitution is low in the UK as the fast food trend is emerging continuously due to which a majority of the street vendors have also adopted the fast food structure. Hence, substitution for Delicious is not a critical threat in upcoming years. 
Competitive Rivalry – The competitive rivalry in the fast food market of the UK is quite high due to the presence of local fast food businesses. The quality of every business is high along with offering competitive pricing due to which Delicious being a new brand in the market might face crucial circumstances to remain profitable and survive successfully in the long term. 
[bookmark: _Toc154243157]3. Strategic Options and Best-Fit Strategy for Sustainable Competitive Advantage for Delicious 
Progressing further with the following report, the next important aspect which requires comprehensive focus is referred to as the identification and analysis of the different strategic options available in terms of the expansion decision and contrasting an effective best-fit strategy to achieve sustainable competitive advantage in the long term. Being able to select an effective strategy is necessary for Delicious to acquire a sustainable competitive advantage in the fast food industry of the UK. This specific evaluation can be inclusive of different strategic options available for the company along with assessing their relevant characteristics in detail. 
[bookmark: _Toc154243158]Available Strategic Options
[bookmark: _Toc154243159]Differentiation Strategy 
The differentiation strategy emphasises the provisioning of superior and unique products and services so that a majority of the customers can be attracted successfully. Similarly, Delicious can emphasise developing a distinctive brand image by focusing on its exceptional customer service, innovative menu options and the use of high-quality ingredients in its food products. The differentiation strategy is well-aligned with the existing strengths of the company including its dedication towards excellent and exceptional customer services and innovative options available in the menu (Semuel et al., 2018). 
[bookmark: _Toc154243160]Expansion Strategy 
Similarly, the next important and effective strategic option which Delicious can consider adopting and proceeding with efficiently is referred to as the expansion strategy. An expansion strategy is inclusive of extending the current market presence of an organisation through opening new outlets in different regions. Considering the example of Delicious, the company is looking forward to expanding its operations in numerous regions within the UK which is an effective decision through which the company will be assisted in terms of acquiring the attention and attraction of a broad customer base and enhancing the overall market share successfully and profitably. The expansion strategy has the capability of capitalising on the expanding fast food market along with maintaining the key focus on the popularity of online delivery services as well (Bartlett and Ghoshal, 2018). However, Delicious need to address the challenges associated with scalability responsibly and carefully over time so that quality and consistency can be maintained across all the outlets with an equal approach. 
[bookmark: _Toc154243161]Focus on Healthy Menu Options – Menu Diversity 
Considering the persistent increase in the demand for healthy food options, Delicious can look forward to adopting a strategy which emphasises providing a wide range of balanced and nutritious menu options. This approach disregards the stereotypical approach focussed on fast food menu which is usually comprised of unhealthy options such as fried items. This approach is effectively aligned with the aspect of frequently changing consumer preferences while focussing on positioning Delicious as a health-conscious brand simultaneously. By being able to incorporate gluten-free food options, and vegan and vegetarian diet products, along with encouraging the sourcing of sustainable ingredients from local vendors, Delicious can focus on differentiating itself effectively from existing rivals and attract health-conscious customers successfully (Hunt et al., 2018). 
[bookmark: _Toc154243162]Technological Integration 
The third important strategic option available for Delicious to consider as part of its expansion strategy in the UK is identified as technological integration. By being able to integrate advanced and modern technology into existing operations, Delicious can ultimately improve its efficiency, streamline operational processes and enhance convenience for customers positively. Delicious can look forward to investing in the light of establishing a user-friendly mobile application or an online platform through which delivery and order services can be conducted seamlessly. The technological integration strategy would use the current strengths of the company in terms of exceptional customer services and align with the growing dependence on digital platforms in the food industry (Tidd and Bessant, 2020). 
[bookmark: _Toc154243163]Ethical Sourcing and Sustainability 
The last strategic option which Delicious can consider adopting and integrating as a measure of expansion in the UK is referred to as ethical sourcing and sustainability. Being able to embrace ethical practices and sustainability will ultimately align the company’s performance and activities with the environmentally conscious consumers and differentiate Delicious from its rivals effectively. The ethical sourcing and sustainability strategy is comprised of sourcing ingredients from local vendors, implementing waste reduction strategies and emphasising eco-friendly packaging adaptations (Geissdoerfer et al., 2018). By communicating these practices with increased transparency, Delicious can eventually foster high appeal and trust the customers who are considerate towards ethical choices and environmental sustainability. 
[bookmark: _Toc154243164]VRIO Analysis 
Keeping in view the discussion provided as above, it is essential for Delicious to consider adopting the VRIO approach. VRIO is a theoretical framework which prioritises four different elements through which a competitive position can be achieved successfully. 
[image: VRIO Framework EXPLAINED with EXAMPLES | B2U]
Figure 3: VRIO Analysis (Hamlet, 2021)
Valuable – Delicious can consider providing consistency over the services in both online and offline stores, which is a valuable approach and it ensures the customers that their preference is being preferred to priority and their trust leading to greater sales is eventually maximised. 
Rare – Delicious can consider diversifying the need for ingredients which will provide a unique experience to the customers. This will be distinctive feature of Delicious as a majority of the fast-food companies are highly dependent on external sourcing. 
Inimitable – The consideration of producing in-house ingredients with uniqueness is an approach which cannot be copied easily and hence it will provide Delicious with significant benefits during a particular prolonged period. 
Organised – Delicious must show a high level of inclination and commitment in terms of innovation which should be encouraged among the employees as well, maximising their autonomy and engagement for positive motivation successfully. 
Referring back to the BCG Matrix evaluations conducted earlier in this report for Delicious, it would be essential and beneficial for Delicious to emphasise improving Crispy Fried Chicken, which is the star product of the company. Aligning costs saved from the closure of Crisp and Rice as investment for innovating Crispy Fried Chicken would eventually optimise the factor of rarity, differentiating Delicious uniquely from major competitors, especially KFC.  
[bookmark: _Toc154243165]Ethical Sourcing for Sustainability 
The last strategic option which Delicious can consider adopting and integrating as a measure of expansion in the UK is referred to as ethical sourcing and sustainability through relevant Corporate Social Responsibility (CSR) Practices. Being able to embrace ethical practices and sustainability will ultimately align the company’s performance and activities with the environmentally conscious consumers and differentiate Delicious from its rivals effectively. The ethical sourcing and sustainability strategy is comprised of sourcing ingredients from local vendors, implementing waste reduction strategies and emphasising eco-friendly packaging adaptations (Geissdoerfer et al., 2018). By communicating these practices with increased transparency, Delicious can eventually foster high appeal and trust the customers who are considerate towards ethical choices and environmental sustainability. 
[bookmark: _Toc154243166]Selection of the Best-Fit Strategy 
Contrasting the strategic options available for Delicious to adopt which have been evaluated as above, it has been observed that the differentiation strategy is found to be quite effective and can be considered as the best-fit strategy for the company to seek its sustainable competitive advantage in the long term. The differentiation strategy is effectively aligned with the existing strengths of the company including its strong brand image and its commitment towards maximising customer satisfaction. By being able to innovate its menu items as a continuous approach while emphasising the use of high-quality ingredients in the key products and providing excellent customer service, Delicious can successfully differentiate itself from its existing rivals and attract a loyal customer base effectively (Barney and Hesterly, 2019). Moreover, the differentiation strategy also enables Delicious to maximise its adaptability towards the changing preferences of the consumers which includes the increase in demand for healthy food options. 
By being able to incorporate a healthy diet menu, Delicious can focus uniquely on the overall differentiation strategy, through which the demands of health-conscious consumers can be addressed and a unique value proposition can be reinforced successfully in the long term. To be able to implement the chosen strategy of differentiation successfully, it is recommended that Delicious consider maximising its investments in conducting in-depth market research so that the evolving trends in terms of consumer preferences can be acknowledged effectively (Oxman, 2018). It is also recommended that the company allocate sufficient resources for marketing campaigns, employee training and menu innovation strategies so that the unique value proposition can be communicated to the target audience successfully and effectively. 
[bookmark: _Toc154243167]4. Implementation and Execution of the Differentiation Strategy 
Referring to the discussion provided above which emphasises the different strategic options available for Delicious to adopt and implement in terms of its expansion strategy in the UK, it has been observed that the differentiation strategy is considered to be the best fit among all the available options. Generally, the differentiation strategy is considered a strong approach for Delicious through which the company will be effective in securing the desired sustainable competitive advantage in the fast food industry of the UK, which is emerging and evolving constantly. The differentiation strategy is focused towards offering superior and unique products and services so that customer attraction can be maximised. However, it is essential to understand that a comprehensive plan focussing on different business aspects such as marketing, branding, customer experience and product innovation is required to implement and execute the strategy successfully. Hence, a detailed assessment of the implementation and execution approach of the differentiation strategy for Delicious is provided below. 
[bookmark: _Toc154243168]Product Innovation 
To proceed successfully with competitive differentiation, Delicious need to emphasise continuous product innovation. This approach prioritises developing exciting and new items in the menu which can appeal to the customer preferences and align them with the brand image of the company. Delicious can maximise its investments in research and development so that emerging consumer demands and food trends can be identified effectively. By being ahead of the curve, Delicious can be successful in introducing novel menu options, ingredients and flavours so that it can stand unique against its key rivals (Stucki et al., 2018). Continuous updates on the menu and limited-time offerings can also be effective in establishing a sense of excitement among customers and fostering repetitive visits for them. 
[bookmark: _Toc154243169]High-Quality Ingredients and Food Preparations 
It is highly recommended for Delicious to consider prioritising the use of high-quality ingredients in the overall food preparation process of the company. Sourcing premium and fresh ingredients will eventually assist in improving the overall dining experience, nutritional value and taste for the customers. Focussing on the local sourcing objective along with leveraging sustainable ingredients is also an effective way through which the attraction of environmentally conscious consumers can be maximised (Chiniara and Bentein, 2018). By ensuring consistency in food preparation across all outlets of Delicious unanimously, the company will be able to deliver the promised taste and quality successfully. 
[bookmark: _Toc154243170]CSR, Sustainability and Green Strategy 
Additionally, it is highly recommended for Delicious to emphasise improving the environmental considerations which can be initiated through aligning focus in terms of CSR (Corporate Social Responsibility), Sustainability and an Effective Green Strategy. As part of the CSR incentive, Delicious needs to balance its environmental efforts and additional contributions such as making publicly announced donations supporting a good cause. Moreover, sustainability initiatives require extra focus of Delicious as it operates in a fast-food industry which is being challenged continuously in terms of health and social aspects. Thus, Delicious can consider innovating its ingredients with the primary focus on health improvements so that the criticisms can be minimised to a beneficial level. Lastly, the green strategy of Delicious, aiming towards the use of healthy ingredients and including healthy items on the menu such as pure salads, could reflect and promote healthy consumption while minimising the use of meat to a balanced level. 
[bookmark: _Toc154243171]Exceptional Customer Service 
Delicious is required to continue making significant efforts in terms of delivering exceptional customer service at all key business touchpoints. A friendly and well-trained workforce must be recruited so that the customer’s needs can be addressed promptly while being considerate towards providing a personalised and positive dining experience. Efficient and prompt services, attention to detail and cleanliness all are essential elements through which customer satisfaction can be maximised and differentiation with existing competitors can be processed as required (Wirtz, 2020). Continuous opportunities related to training programmes can ensure equipping the employees with relevant and necessary knowledge and skills, enabling them to deliver excellent customer service with well-maintained consistency. 
[bookmark: _Toc154243172]Value Chain – Unique Value Proposition and Branding 
Being able to develop a robust brand reputation and communicating a unique value proposition is highly mandatory for fostering differentiation. Delicious is recommended to establish a clear brand identity which is well-aligned with its target audience. This approach can be inclusive of brand positioning, stating value and defining the personality of the brand in the broader market visibly. The unique value proposition of the brand, including the focus on a particular set of culinary experiences or the use of high-quality ingredients, must be communicated effectively and efficiently through different marketing initiatives (Wilson, 2021). Similarly, effective online presence, attractive packaging and consistent branding all assist in reinforcing the differentiation and branding of the brand identity of the company successfully. This can be justified through an emerging trend in the global fast food industry, as below.
[image: ]
Figure 4: Fast Food Trend Proposition
According to Porter’s Value Chain model, the marketing and sales aspect of Delicious requires additional efforts and contributions being aligned optimally. As a result of the innovative practices conducted after assessing BCG and VRIO analysis, the new innovative product needs to be acknowledged extensively within the existing and new customers as the primary activity. It is recommended for Delicious to undertake discrete marketing efforts, which will highlight the new product as being unique and elevating the overall Crisp experience of the customers, to secure a profitable competitive edge successfully. This incentive is further required to be assisted by support activities from the Human Resource Management and Technology Development departments collectively by aligning skilled individuals for the marketing incentives and producing attractive and interactive content through which engagement of customers is improved and a positive purchase decision is initiated successfully. 
[image: Porter's Value Chain: Your Map To Business Success]
Figure 5: Porter's Value Chain Model (Michael, 2019)
[bookmark: _Toc154243173]Marketing and Communication 
An effective and strong marketing and communication strategy is believed to be necessary for fostering and encouraging differentiation for Delicious successfully and effectively. This can be inclusive of effective online presence, high engagement on social media platforms and conducting targeted advertising campaigns. It is recommended for Delicious to use digital platforms so that engagement and reach towards the target audience can be maximised effectively. Showcasing the unique aspects of its offerings, highlighting the brand value and engaging in storytelling are all efficient measures through which strong and emotional connections can be built with the customers (Na et al., 2019). Additionally, testimonials and positive reviews from customers are also important and can be used to enhance credibility and trust extensively. 
[bookmark: _Toc154243174]Feedback and Continuous Improvements 
To be able to retain the perceived differentiation as desired, Delicious need to gather relevant feedback from customers as a continuous approach and monitor the market trends responsively and actively. The feedback from customers can serve with valuable insights regarding the areas requiring further improvements and identification of opportunities in which further differentiation strategies can be applied effectively. Frequent analysis of the market dynamics and offerings of the competitors can assist Delicious in keeping ahead of the competition in the market (Wisniewski et al., 2020). Hence, Delicious will be able to refine its differentiation strategy continuously by analysing the feedback from customers, observing industry trends and analysing them critically. 
Thus, it is important to understand that being able to implement and execute the differentiation strategy demands a holistic approach which is inclusive of strong marketing, positive customer experience, effective branding and responsible product innovation. By being able to maintain a continuous focus on menu innovation, emphasising the use of high-quality ingredients, communicating the unique value proposition effectively and delivering exceptional customer service, Delicious will differentiate itself from the competitors successfully. Hence, being aligned with a well-executed differentiation strategy, Delicious can position itself as a brand which is highly preferred by customers looking forward to obtaining superior and unique dining experience in the fast food industry of the UK. 
[bookmark: _Toc154243175]5. Application of Monitoring Tools to Monitor the Differentiation Strategy 
The last aspect of this report which needs to be analysed and evaluated critically is referred to as the application of different monitoring tools to aid the monitoring of the differentiation strategy. Being able to monitor the progress and effectiveness of the differentiation strategy is essential to ensure that Delicious remains well-aligned in terms of achieving its long-term corporate goals. Different monitoring tools can be implemented to assess different aspects of the differentiation strategy and make informed adjustments to the initiative accordingly. Similarly, some of the relevant monitoring tools which can be leveraged by Delicious in terms of the differentiation strategy are identified and illustrated below. 
[bookmark: _Toc154243176]Customer Surveys and Feedback 
Being able to obtain feedback from the customers directly is an effective approach through which the effectiveness of the differentiation strategy can be monitored extensively. Using online feedback forms, and comment cards and implementing customer surveys can be assistive towards providing valuable insights regarding the perceptions of customers regarding the unique offerings, preferences and satisfaction about Delicious optimally. The required feedback can be acquired on different aspects such as overall experience, customer service, food quality and ambience. Assessing this feedback will eventually assist Delicious in identifying the strong areas along with those as well which require further improvements (Holmlund et al., 2020). 
[bookmark: _Toc154243177]Revenue and Sales Analysis 
Monitoring revenue and sales is necessary for Delicious to analyse the influence of the differentiation strategy on financial performance. Tracking important information regarding sales including customer frequency rate, average transaction value and overall revenue can serve with valuable insights regarding the success of different promotional items and menu options being offered. By comparing the sales trends through a before and after approach, the relevant correlations and associated patterns can be identified effectively (Grant, 2021). Moreover, segmenting sales information by customer demographics, menu category or location can also assist with prompt and effective decision-making for Delicious. 
[bookmark: _Toc154243178]Competitive Analysis and Market Research 
Performing frequent research into the market along with consistent competitive analysis is indeed essential to analyse the differentiation and the positioning of Delicious in the fast food market. This can be inclusive of monitoring activities of the rivals, customer preferences and relevant industry trends. The required market research can be initiated through online research tools, focus groups or surveys so that the required information related to changing consumer expectations and needs can be acquired successfully (Kabeyi, 2019). The competitive analysis emphasises monitoring customer feedback, marketing campaigns, pricing strategies and offerings of the key rivals so that the key areas for improvements and stimulating differentiation effectively can be acknowledged. 
[bookmark: _Toc154243179]Key Performance Indicators (KPIs) and Dashboard 
Being able to establish a set of key performance indicators which are precisely associated with the differentiation strategy eventually assists in measuring success and keeping track of ongoing performance. KPIs can be inclusive of various metrics including market share value, employee satisfaction, average value of order, rate of repetitive customers and customer satisfaction scores. Regular tracking of these metrics can be ensured along with displaying them effectively on the dashboard for easy analysis and visualisation (Kerzner, 2022). By monitoring the trends, and KPIs and contrasting them with the established targets, Delicious can assess the effectiveness of the differentiation strategy and initiate well-informed data-driven decisions successfully. 


[bookmark: _Toc154243180]Conclusion 
Summarising the discussion provided above, it can be concluded that success is important for every operational organisation which can be achieved through various measures including market expansion as well. However, market expansion is not an easy decision and it needs to be supported through different factors and dimensions so that a well-informed decision can be initiated. The concepts which have been discussed in this report while contrasting the case study example of Delicious have been an effective approach through which a comprehensive implementation can be examined. Hence, this perspective is encouraged to be further reviewed from other possible dimensions as well so that seamless expansion into a desired market can be ensured successfully. 
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