Executive summary

Current Situation:
TGI Fridays is facing the third sale of the organisation in the UK in a little over 12 months and is at a critical crossroads, and in need of significant strategic intervention in order to stabilise the organisation.  Without a clear strategy to move the forward, the brand may well become consigned to the history books in the UK.  This report seeks to identify the potential viability of acquisition of the organisation since it’s recent tender for sale from its current owners Sugarloaf.

Key Findings:
· TGI Friday’s brand reputation has deteriorated significantly in the last decade with TrustPilot reviews of 1.8 stars and 65% of customers giving the chain just 1 star. (TrustPilot 2025)
· TGI Fridays operates in a highly competitive environment. Reviews indicate that customers do not always feel that they are getting this with reviewers noting poor food quality, inconsistent service, and high prices (TrustPilot, 2025)
· Changes in consumer preferences have taken place and it would seem that TGI Fridays have failed to keep up with the competition in spite of the recent attempts to revitalise the menu.  TrustPilot reviews since the relaunch continue to complain of poor food and service.  Only one five star review has been received since the relaunch compared to nine one star reviews and four two star reviews.  (TrustPilot. 2025)
· Technology is underused and needs development

Recommendations: 

1. Improve the use of technology
· Upgrade the restaurant app to offer personalised services and menu suggestions with rewards for repeat visitors
· Use intelligent bots to suggest menu items based on previous orders and gather feedback after meals if people are ordering using a rewards-based app 

2. Develop personalised service
· Address inconsistent service by providing coaching to staff 
· Use customer feedback to recognise outstanding staff and upsell extras during bookings

3. Improve food quality
· Return to fresh, made-to-order food and healthier options.
· Diversify the menu to appeal to health conscious diners

4. Develop a hybrid strategy
· Reposition the brand to balance quality and value
· Invest in staff training and technology to boost customer satisfaction
· Align pricing with perceived value and target a broader demographic through improved menu and service

In conclusion, TGI Fridays needs to return to what originally made it famous: fresh food, good service, innovative extras to provide the ultimate customer satisfaction experience alongside social media to support this.  The purchase of this organisation as will be demonstrated in the following report, is not without significant risk and investment.

Introduction
TGI Fridays is a global franchise of casual dining restaurants, renowned for its atmosphere, American-inspired menu and cocktails. Originally opened as a singles bar in New York in 1965, TGI Fridays has traditionally reacted positively to change.  Having identified that singles bars were no longer relevant, TGI Fridays then moved over to an era of afterwork drinks that embraced the 1980s-1990s (Ball et al, 2024), leading the way in casual dining and becoming famous for its cocktails and, as noted by Selinger as being ‘The Hottest Bar in America’ (2024). Selinger then goes on to declare the early 1990s, ‘Friday’s last hurrah’ where it desperately tried to redefine itself.  
TGI Fridays was a pioneer in fresh foods at its conception, for example, bar tenders in the 1980s noted that the juices in cocktails were always fresh and there were herbs growing on  the bar.  Customer Service was so high on the agenda bartenders (who were the highest paid in the industry at the time) had to memorise 465 different cocktail recipes that they were regularly tested on for competence (Selinger, 2024).
In the 2000s, TGI Fridays changed to focus on a family environment, under the leadership of Daniel Scoggin from where it began to expand on a global scale.  By the time of the financial crisis in 2008, however, sales in the restaurant sector started had started to fall and TGI Fridays which led to the closure of over 200 restaurants in the US (Ball et al, 2021).  
More recently, in 2024, following the collapse of the intended merger of the UK company Hostmore to rescue the US parent company of TGI Fridays which lead to the organisation going into administration in the UK.  The UK owner of TGI Fridays, Hostmore, had looked to buy the American arm of the company, but reversed its decision when the US company lost control of its key assets (FT, 2024) after failing to file documents to bondholders and having sold some of its selling retail licensing rights to Kraft Heinz.
This loss of control led to the removal of TGI Fridays as the principal royalty holder, which meant that Hostmore would not have been able to profit from the royalty stream. (Herbert, 2024).  The consequence was that the share price ended in  turmoil, dropping 93% in one day, on top of the 90% loss since the company was floated on the stock market in 2021.
Hostmore then sold the franchise to Calveton and Breal Capital in October 2024, who already owned several restaurant chains. (Croft, 2024).  In July 2025, to coincide with the organisations 60th anniversary, TGI Fridays relaunched in the UK with a new menu and with Julie McKewan the CEO of Breal and Capital stating “Consumer research from our key demographics suggested that people want us to carry on doing what we do best and give guests a great time. They know TGI Fridays is a place to have fun, but they want to see it presented in a more relevant way.”  
Coupled with this, McKewan also noted that “TGI Fridays is a brand that forms part of people’s memories, but we want it to be more than that, we want to be a brand that people connect with today and revisit more often. Our strategic realignment has seen us listening to consumers and learning from data so that we can ringfence the 48% of families that still visit, while growing our guest base into new demographics.”  (Business Insider, 2025).
In November 2025, Breal and Capital announced the sale of the organisation to Sugarloaf with the following statement:
“After a prolonged period of due diligence, we are pleased to announce the sale of TGI Friday’s UK to Sugarloaf, the manager and custodian of the Worldwide brand. 
“During 12 months of our tenure, we have stabilised the team and supply chains as well as completing the first phase of repositioning the brand through a national relaunch on July 4 this year which has seen improvements in both revenues and covers growth versus run rate”. (Stagg, 2025).  
Cue November 2025, and TGI Fridays in the UK is facing it’s third sale in 18 months after it Sugarloaf appointed financial advisory firm Interpath to explore strategic options for the remaining 49 sites in the UK and try and explore a new deal for the organisation.  At the time of writing, the reasoning for the sale so soon after acquisition were unclear and administrators have been appointed.  (Kleinmann, 2025).

Main Findings:

In order to begin to analyse the viability of TGI Fridays UK as a viable organisation a strategic analysis has been undertaken.

Porter’s Five Forces:
	Supplier Power

	· TGI Fridays brand reputation has diminished over the last decade with complaints of people being served frozen and processed food (TrustPilot Reviews, 2024, Rubins, 2024, Stewart, 2024, Gill 2022)
· TGI Fridays has a wide geographical coverage with most towns in the UK having a restaurant (Ap, 2024) The UK arm was the most successful in the global franchise for many years outperforming its US counterpart (McAllister, 2025)
· Complaints about poor quality food in an era where people are seeking fresh, homemade food (Ozan 2024, Russell, 2023)
· Perceived relationships with customers are good, but reviews have declined (TrustPilot, 2024 2.0 stars, 2025, 1.8 stars).  
· Breal and Capital declared that the strategic realignment showed them listening to customer data who wanted more of the same, but with a refreshed look (Business Insider, 2025)




	Threat of New Entry:

	· A relatively easy market to enter and Fridays does not have a USP (Strimple, 2024)
· Geography does not play a part in restaurants, they can be started anywhere, you could be anywhere in the world (Strimple, 2024)
· Good social media presence can kickstart a business, consumers like to see a personal relationship with the business (Business Blogs, 2018)
· Engaging with companies such as Deliveroo and JustEat are relatively quick and simple (Ahuja et al, 2021)



	Buyer Power:

	· Buyer choice (Ahuja et al, 2021)
· Buyers size/number, 41% of adults would prefer to eat out more (NRA, 2024)
· Less disposable income so buyers were turning to takeaways (Government of Canada)
· Dine In deals impacted on the restaurant sector (Government of Canada 2011)
· The brand struggled to keep up with changing consumer demands for ‘healthier and vegan foods’, (The Lawyer Portal, 2024) although health has become a focal point in 2025 (Manuel, 2025)
· TrustPilot reviews continue to be poor (TrustPilot, 2025)




	Competitive Rivalry:

	· Is 30th in the most popular dining brands in the UK according to YouGov with a fame score of 91% and a popularity score of 38% (YouGov, 2023)
· Increase in takeaways (Government of Canada, 2011)
· How Brits eat out has changed – more variety – healthier options (Vogler, 2024)
· Number of McDonalds has tripled since 1991
· Anecdotally comments from articles – just not special anymore, expensive, perceived as microwave food (Rubins, 2024, Laibak, 2024)
· Trustpilot Reviews average at 1.8 stars, 65% of users rating Fridays at 1 star (up from 61% in 2024 according my research in 2024) (Trustpilot, 2025)




	Threat of Substitution

	· Alternatives price/quality -delivery market, local restaurants (Ahujar et al, 2021, Aragon & Hunsaker, 2023, Russell, 2023)
· Market distribution changes – increase in the delivery market (Ahujar et al, 2021)
· Changes in food trends looking for local ingredients, sustainable foods, organic foods, Farm to Fork etc arguably since 1990s (Russel, 2023)
· Failed to modernise (Rubins, 2024)
· “The menu is too big, too mixed and too complex” McAllister (2025)




This analysis reveals weak supplier and buyer power, high threat of new entrants and substitutes and a highly competitive industry. Alongside this, TGI Fridays is losing market share and struggling to differentiate itself in the new era of restaurants.
Bowman’s Strategy Clock
When looking at TGI Friday’s with reference to Bowman’s strategy clock, and analysing the information from consumers, consumers state that the prices are high but the food quality is average or poor.  33 of the reviews directly complain about the price and  Gill for example, in 2024, stated that ‘basic’ TGI Fridays has priced itself out’ (Gill, 2024).  TrustPilot reviews demonstrate 65% or reviewers leaving just one star for the organisation and the overall score being just 1.8. The TrustPilot AI summary stipulates ‘The quality of the food seems to be a recurring issue for many, with consumers reporting that it has declined over time.’  (TrustPilot 2025)
The reality is that customers are not seeing TGI Fridays as good value for money. As a consequence, it would be fair to say that consumers see the organisation as an 8 – Loss of Market Share. ‘Set at "six o'clock," this strategy markets low-value, inferior products without offering the incentive of lower prices to entice consumers…this strategy works only in the short term and cannot be maintained’. (Sheposh, 2024).
Breal and Capital stated that they have refreshed the menu and stabilised the organisation, however, complaints of high prices are detracting the rebirth through media headlines (Gill, 2025).
This is of obvious concern.  No matter where the organisation wants or needs to be in Bowman’s clock, it is not at point number 8 where consumers are struggling to see the point of the organisation, and, to quote AQA, an organisation is ‘destined to ultimate failure’ (AQA, 2019).  It could be argued that as an organisation looking to attract mainstream diners, then TGI Fridays needs to be at the Hybrid point of Bowman’s clock, balancing moderate prices with perceived value for customers in order to attract them through the door.  


Ansoff’s Matrix
	
	

	
	
	
	Market Development
	Diversification

	
	
	New Markets


	Currently living on reputation with Gen X (backed up by TrustPilot).  Need to embrace Gen Y and Z  (Business Insider, 2025)
How Brits eat out has changed – more variety – healthier options (Vogler, 2024)
Number of McDonalds has tripled since 1991
TrustPilot reviews are diminishing from 

	Getting away from the Cocktail bar image, original foundations of TGIF have gone, eg fresh foods, unique atmosphere.  (Ball, 2021)

TGI Fridays can only be saved with ‘fresh capital and a modern format’ (McAllister, 2025)

	
	
	Existing Markets

	Market Penetration: 
Win back diners in current UK catchments by improving value-for-money and service consistency without changing the core menu footprint. (Business Insider, 2025)
	Product Development:
Move into different fields of food in the UK – eg fresh, vegan.  Get away from the microwave meal image 
(McAllister, 2025)

Develop the app to provide a more personalised service as well as coaching for waiting staff and meal suggestions based on app users previous choices (McKinsey, 2020)
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TGI Fridays is currently relying on its reputation with older diners (Gen X) and needs to appeal to younger consumers (Gen Y and Z). This analysis indicates a need to improve value for money, service consistency, and diversifying into fresh and vegan food offerings. (McAllister, 2025).

ADKAR Model: 
Awareness of the need for change:4
Strategic tools (Porter’s Five Forces, Bowman’s Strategy Clock, Ansoff’s Matrix) highlight that in its current business model TGI Fridays is losing market share, lacks a unique selling point, and faces a diminishing brand reputation.  Under the management of Breal and Capital, TGI Fridays has completed “the first phase of repositioning the brand through a national relaunch on July 4 this year which has seen improvements in both revenues and covers growth versus run rate” (Stagg, 2025).  However, having already gone through so much flux, it is unclear that the organisation is fully aware of the need for change that would place it at stage 5.
Desire to participate and support in the change: 3
TGI Fridays has already gone through significant changes as identified in the awareness which indicates a desire to participate and support change.  However, questions do need to be asked as to why Sugarloaf are looking to sell with so little information provided publicly to the reasoning.  There is certainly a question of culture here which my place the scoring into question (this could indeed by at 2 if the previous assumptions about culture are correct).
TGI Fridays has also experienced multiple ownership changes and strategic shifts in the last year or so. This can lead to fatigue, scepticism, and resistance among employees, who may feel overwhelmed or uncertain about the future.
There is also concern over the absence of public reasoning for the sale which could indicate that employees and stakeholders may not understand the purpose or benefits of change, reducing their motivation to support it.  This could also have led to a diminishing trust in management, making it harder to build desire for change.
TGI Fridays launched their rewards app as early as 2012 (Moscalito, 2012) which brought a buzz to the fact that people could use the app to order food and see the ingredients contained within.  Fast forward to 2025, and although the average review is 4.8 and 4.6 on GooglePlay and Apple respectively, there are complaints of not being able to access stripes rewards and the fact that the amount needed has increased recently.
Technology is an area where many organisation need to consider to develop positive change.   As noted by Hart, companies with better digital management do better on the market and are more resilient in the face of economic changes than companies with poor digital management.  (Hart, 2022).  Social media was successful for TGI Fridays in 2014 with their #BurgerFace campaign (Kaleidovision, 2014) and their 2022 ‘Beer lovers unite’ campaign which had earned engagement of 83.2% (Hoque, 2022).  Social media can play a key part when engaging new customers.  Organisations need a strong, relatable marketing strategy.  
Having social media content that entertains as much as informs, such as that by Aldi, engages their audience but also inform of products at the same time, (Marketing Week, 2023).  Aldi has, according to Marketing Week, achieved ‘social media fame’ through their witty and engaging posts in social media.  
Forbes (2024) identified that consumers are now seeking an authentic, interactive content, with less loyalty to brands which leads to a ‘wait and see’ culture, from people who are not seeking a ‘one-size-fits-all advertising campaign’.  Social media plays a major role within this, by engaging with consumers, enabling reviews from people currently using products and receiving a more personalised experience.
TGI Friday UK is not really engaging customers with low interactions, shares and comments on posts.  (Facebook, 2025).  Developing a community on social media should be something that they seek to address to engage a wider audience of diners.  Influencers can potentially support with that engagement if chosen carefully. In 2022 McKinsey identified after analysing more than 2,000 influencer posts that the strategy does in fact yield a positive return on investment for brands.  

Knowledge of how to change and what to do during and after the change: 1
Given such a quick sale (within one month), serious questions need to be asked as to why Sugarloaf are selling the organisation, if there are indeed clear plans as to what to do and if there are clear strategic plans as to what to do during and after the change.  Does Sugarloaf know how to implement the required changes or, as queried previously, is the desire by senior leaders to support change lacking which would make this an incredibly difficult task.  All of this raises serious questions as to whether Sugarloaf and other senior leaders had, or have, a clear plan for change.  The quick sale implies a lack of strategic direction and uncertainty about next steps.
The speed of ownership changes leaves little time for knowledge transfer, training, or development of robust change management processes in order to be effective.
McAllister identifies that Prezzo went through similar challenges in the UK and that through modernising the design, rebuilding the menu, giving the restaurants a fresher look and rebuilding the guest experience, they turned their prospects around ‘shifting their focus from slow decline to a fit, focused estate’  (McAllister, 2025)
Ability to achieve or implement the change: 0
Given the failure to reach the required score (3) in the previous step it is not possible to continue with this requisite step or indeed the next step of Reinforcement to ensure the results of a change continue.

Evaluation of the strategic options
Strategic analysis using Porter’s Five Forces and Bowman’s Strategy Clock reveals that TGI Fridays lacks a unique selling point and is losing market share, highlighting the necessity for a hybrid strategy that balances price and perceived value.  The stakeholder analysis identifies the need to keep stakeholders informed and satisfied, but current instability and lack of clear direction pose risks to stakeholder engagement.  
Ansoff’s matrix demonstrates TGI Fridays is currently relying on its reputation with older diners (Gen X) and needs to appeal to younger consumers (Gen Y and Z). This analysis indicates a need to improve value for money, service consistency, and diversifying into fresh and vegan food offerings. (McAllister, 2025).
The ADKAR model identifies that with regard to awareness, TGI Fridays’ leadership and staff largely recognise the need for transformation, but the instability of recent years may prevent this awareness from being fully embedded across the organisation.  With regard to desire for change, a desire to support change can be identified, however without clear communication and a strong vision, this desire could easily diminish, especially if staff feel disconnected from decision-making or uncertain about the future.

When it comes to knowing how to change, this is of concern (think the reintroduction of former key staff who were involved in the demise of TGI Fridays being reappointed, McAllister, 2025).  It is uncertain whether at this stage if there is the knowledge of the change process needed in the organisation, and even though awareness an desire are high, this will be insufficient to sustain in the long run and the gap is likely to hinder any transformation efforts.

Conclusions
In summary TGI Fridays faces urgent strategic challenges; declining reputation, loss of market share, and failure to adapt to consumer trends. The analysis demonstrates a need for a hybrid strategy focused on value and quality, improved stakeholder engagement, and robust change management. Without decisive action, the brand risks further decline and being consigned to the history books.
To say that TGI Fridays is in crisis is probably an understatement as the organisation faces serious strategic challenges.  Serious consideration needs to be made to the analyses in this report as to whether there is any viability in continuing with an expression of interest in the organisation.
· The brand has suffered a serious decline in reputation, market share and customer satisfaction as demonstrated by poor customer reviews and negative coverage in the press over the last decade or so with some even pointing the decline to the late 20th Century when fresh food stopped being standard and mass produced meals were being bought in and the release of the film Office Space which mocked the chain and brought with it significant adverse media coverage.  (Selinger, 2024; Gill, 2024, Ozan, 2024; McAllister, 2025)
· TGI Fridays had failed to adapt to changing trends in dining.  Given that the chain was so agile in the early years (switching from singles bar, to cocktail bar to family bar) this is something TGI Fridays is capable of turning around with a relaunch if handled correctly. (Selinger, 2024, McAllister, 2025)
· The brand is perceived as offering poor value for money with often poor service as highlighted by review platforms and the press alongside substandard food quality. (TrustPilot, 2025; Gill, 2024; Ball et al 2021, Kleinmann, 2025)
· The strategic analysis highlights a need for a new approach as the current strategy is unsustainable unless it can rebrand itself with better value and quality. (McAllister, 2025)
· The ADKAR model indicates that the ability to change is weak with an urgent need for attention.  Although there appears to be an awareness of the need for change it is difficult to find evidence of the knowledge or ability to implement and sustain change moving forward with the current strategy. Kotter et all noted in 2021 that ‘ increasing volatility, complexity, and rapid change is the new normal, which requires new ways to drive change within organizations’.
· Technology has not been utilised or embraced in a fashion that could support the organisation to be effective or competitive in the 21st century. In spite of being an early adopter of the use of apps in 2021 (Moscaritolo, 2012), the app is fairly basic in its execution, although users do praise the ability to earn free food through the Stripes app.  (Apple, 2025, GooglePlay, 2025).  
· Social media is again an area that needs improvement.  Low user engagement indicates that the message may not be visible to users and identifying what went well and why in early social media campaigns would be useful.  Identifying a potential influencer, if carefully sourced could be a real bonus.
Recommendations 
Improve the use of technology:
A much more personalised service could be provided through the app, identifying when diners usually come into the restaurant, this could be as simple as a notification warning of high levels of reservations if a consumer dines at regular times in the restaurant.
Also, look at how the organisation uses social media and how this can be developed.
An Intelligent Bot could also be in the background for diners who have indicated use of the app (perhaps by a barcode or similar) in the background to provide suggestions to servers based on previous orders, what people enjoy who have ordered the same combination before. Feedback forms post meal could be of great benefit here to find out what diners have previously enjoyed at the restaurant.  Also, rewarding diners with vouchers or similar could encourage them back to the restaurant.
Personalised Service
Service issues are clearly documented in many of the review apps.  TrustPilot identified that ‘people report inconsistent service, with some praising the staff's friendliness while others describe slow, inattentive, or poorly trained service’.  In days gone by, indeed, in its hay day, TGI Fridays prided itself on a unique customer service.  This is still something that people demand today.  Where consumers have given higher star ratings, they identify ‘fantastic recommendations’, ‘prompt service with a smile’, ‘the server was amazing and we have had the same guy the last few times and this made a massive difference to our experience’, ‘We Felt well taken care of and we will definitely recommend and revisit this restaurant’. (TrustPilot Reviews 2023-25). However, sadly a little over 50% of diners (29/56) who mention service give TGI Fridays just one star when they review.
As demonstrated in the Care of One document by McKinsey (2025) an AI coach may suggest that the agent show more empathy or speak at a different speed to build a better connection. (Mckinsey, p19, 2020).  Such technology has existed for some time in programmes such as MS Powerpoint online, which can support understanding of when service is excellent, but also where speed, volume or content could have harmed a transaction.
The Intelligent Bot could certainly play into the possibility of personalised service within the restaurants and potentially improve the situation by coaching the service staff.  If possible, it could also be as simple as identifying if the diner would like to be served by the previous waiting staff that they met previously when reserving a table.  This could also be fed from previous feedback identifying people that diners praised for their service or felt a connection with.
Rather than the app simply knowing that it is a family or friend’s birthday before you book, could the app support with upselling by asking what extras may be wanted?  Maybe a subtle nudge towards the birthday cake or similar.
As identified by McKenzie, knowing a customer’s history is no longer a competitive advantage, but a must for organizations that want to keep their customers satisfied. (McKinsey, p18, 2020)
Improvements in Food
The food reviews on review sites do not give much more hope currently.  70% of reviews mention poor food quality and give the chain just one star.  (Trustpilot, 2025).  This is echoed in numerous newspaper reviews, (Ball et al, 2021, Gill, 2024, Ozan, 2024, Strimpel, 2024, Table&Candle, 2024) where the low quality food is criticised ranging from being described as ‘microwave meals’ (Table&Candle, 2024) and by Selinger that ‘that its emphasis was on neither drink nor food. By 1999, now ancient history, the brand had moved away from fresh food made in-house and toward a model that depended on premade, lower-quality items’.(Selinger, 2024).
Ipsos carried out a survey through Aragon and Huntsaker (2023) about the expectations of diners in 2024.  45% of people were looking for value for money with 20% of people looking at the quality of food providedthen again, this is an urgent area to work upon.
Given so many dire reviews for the food, it would seem time for TGI Fridays to consider going back to its roots, the personalised touches, fresh juices at the bar, fresh food cooked to order, fresh herbs back on the bar – make the restaurants feel fresh and healthier – not a factory producing microwave meals.  Although work has begun on this (Manuel, 2025) customer perception 
However, Table and Candle were much more damming in their criticism in 2022 when they stated:
‘Why visit the identikit room of a franchise with the character of a padded cell, tinnily piping out the Light House Family or some such while defrosted plates of bought-in food are served up to you? … This isn’t giving you a restaurant experience geared towards pleasing your senses; it’s saving you a trip to the supermarket.’ (Table and Candle, 2022).  

Sadly, it would seem that the situation has not improved much since then and remains in a precarious position.
In conclusion, the experiences of reviewers are blunt in their criticism of TGI Fridays in its current form with most reviewers being critical overall.  Sprovieri identified in 2015 that ‘ both role clarity and operational discipline are highly ranked practices among agile organizations’, It is difficult to currently identify this in TGI Fridays in its current form and for that reason alone, to invest in this organisation, there would need to be clarity and confidence that a new business model could help the organisation to thrive once more.
As Kotter et al noted (2021), Lean on Opportunities, Not Just Threats as the opportunities of returning to some older practices such as using fresh ingredients and cleaner cooking methods at the same time as embracing technology could provide a new strategy moving forward.
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