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Executive Summary
The report revolves around proposing a strategic business plan for a UK based small-scale fast-
food restaurant named ‘Delicious’ regarding expansion of their business out of London to other
parts of the UK. Vision, mission statements and objectives such as ‘becoming the most preferred
destination for food lovers’, ‘serving delicious fast-food items using locally sourced and fresh
ingredients’, and others to be followed by ‘Delicious’ to launch their business expansion project
successfully, are highlighted within the report. Internal and external factors such as threats
generated by buyers, suppliers, rivals, substitutes and new entrants as well as political, economic,
social, technological, legal and environmental that might create opportunities or threats for the
business expansion project of ‘Delicious’ are highlighted within the report. Strategic options
suitable for ‘Delicious’ such as market development, niche segmentation, focus strategy, multi-
domestic strategy, concentrated targeting, and competitor-based positioning strategies for
ensuring successful business expansion across the UK, are also highlighted within the report.
Moreover, tools such as ‘McKinsey 7Ss analysis’, ‘Strategy and Structure Fit’, ‘Performance
Gap Analysis’, ‘SAFE Criteria’ to monitor successful progress rates of their expansion project

are also highlighted within the report.
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Introduction

The report mentions a thorough evaluation of the business planning of a small-scale fast-food
restaurant named ‘Delicious’ which is currently based in London, regarding growth and
expansion across varied other parts of the UK. Strategies suitable for ‘Delicious’ to ensure
successful and effective growth and expansion across the UK are recommended within the report
pot conduction of an in-depth environmental audit and detailed strategic analysis.

Vision, mission, and objectives for the company
Vision

Vision statement generally acts as a direction to proceed towards for brands irrespective of sizes
and background industries including small-scale fast-food restaurants through allowing the
brands to set long-term goals and plan their operational activities accordingly to ensure
achievement of that goal within the desired time frame (Education, 2020). The development of
an appropriate vision statement can allow ‘Delicious’ to make proper decisions regarding the
management of operational activities such as choosing right marketing tools, selecting proper
suppliers, and others. Brands are also allowed to motivate and inspire their customers as well as
their employees through developing a compelling vision statement and thereby generating a
sense of responsibility amongst their employees to put their best efforts towards the achievement
of short as well as long-term goals set by their employers (Laser, 2021).

Customers are found to get motivated and inspired towards compelling vision statements set by
brands via shown loyalty towards those brands. The development of an effective vision statement
can also allow ‘Delicious’ to avail competitive advantage by projecting unique principles, and
values and thereby establishing a differentiated and unique brand identity within the market
(Kaehne, 2020). Proper strategic planning is also ensured by brands through the development of
effective vision statements and thereby adopting achievable short and long-term goals while
evaluating resources available and capabilities held by the firms to practically implement and
achieve goals successfully. Proper communication and transparency need to be maintained by
‘Delicious’ towards their employees regarding the effective vision statement being adopted by

the brand management for ensuring organizational as well as employee development purposes,




ensuring the generation of high engagement levels within the employees towards their work
environment (Education, 2020).

The management of a small-scale fast-food restaurant named ‘Delicious’ can follow the vision
statement mentioned below:

‘To become the most preferred destination for food lovers seeking wholesome and flavourful
fast-food options, for maintaining a commitment to innovation, quality, and exceptional customer
experience."

The above-mentioned vision statement recommended for ‘Delicious’ highlights the distinct
brand identity of offering freshly prepared fast-food items that ensure quality and inspiring
factors for the customers including receipt of high-quality customer service and innovations, to

be provided by the brand.
Mission

Brands irrespective of different background industries, sizes, and shapes, are found to follow
clear and definite mission statements to ensure the outlining of fundamental values and purposes
of operations to be followed by them (Lin et al. 2021). Lines of communication to be made with
target customers, ensuring internal alignment between employees from varied levels, and
instigating accountability within the employees can be ensured by mission statements developed
by ‘Delicious’.

The management of a small-scale fast-food restaurant named ‘Delicious’ can follow the
mission statement mentioned below:

'‘Our mission is to serve delicious fast-food items using locally sourced and fresh ingredients,
prepared with care and precision. We aim to establish a welcoming and comfortable dine-in
environment for our customers including high-end standards for taste, service, and quality so
that they can enjoy a delightful and satisfying culinary experience’.

The above-mentioned mission statement recommended for 'Delicious’ highlights the benefits
including decision-making regarding local sourcing of raw materials, the establishment of a
comfortable dine-in infrastructure, and high ethical guidelines for the employees, to be achieved

by the management of 'Delicious'.

Objectives




Different objectives set by brands irrespective of size and background industries are found to aid
the brands in ensuring the achievement of short and long-term goals set by them via assessing all
operational activities and incorporating necessary rectifications to generate flawless outcomes
(Gupta et al. 2021).
The objectives to be followed by the management of a small-scale fast-food restaurant named
‘Delicious’ are highlighted in the following:

o To use high-quality ingredients in food preparation

e To deliver innovations within dine-in menus in a periodic manner

« To arrange community engagement options as philanthropic initiatives

o To ensure sustainable practices being maintained within operations

« To ensure continuous skills and expertise development scopes for the employees

e To ensure the maintenance of financial viability within the brand
The above-mentioned objectives recommended for 'Delicious’ highlight the utility of the same in
aiding 'Delicious' to provide high-quality fast-food items to their customers through following
sustainable practices, continuous skills and expertise development of the employees, and

periodic implementation of innovations across operations and dine-in menus.

In-depth environmental audit (internal and external) for the company

In-depth external environmental audit of 'Delicious’

PESTLE analysis of the UK mentioned in the following has aided the ‘Delicious management’ to
determine the opportunities and threats to be faced by them while expanding their fast-food

restaurant business in different parts of the UK:

External Descriptions
environmental

factors




Political

Uncertainty regarding the export and import of goods and labor
transfer post-implementation of the Brexit amendment that
restricted trade operations between the UK and many EU countries
(Blake, 2020)

A stable political scenario prevailing within the UK

Around '107.2 USD bn' hike evident within the FDI inflow received
by the UK government between 2022 and 2023 (Ceicdata, 2023)

Economical

A rapid decline in the inflation rate from around 9.1% to 7.5% is
evident in between 2022 and 2023 (Statista, 2023)

A drastic increase in the interest rates levied on bank loans
generated by the Bank of England from around 3% to 5.25% is
evident between 2022 and 2023 (Inman, 2023)

A rapid enhancement within the corporate tax rate from around 19%
to 25% is evident between 2022 and 2023 (Tax Summaries. pwc,
2023)

A nominal increase within the GDP growth rate of 0.5% only is
evident between 2022 and 2023 (Commons Library.parliament.uk,
2023)




Social

A nominal increase within the population growth rate of around
0.34% only is evident between 2022 and 2023 (Macrotrends.net,
2023)

A drastic increase in the unemployment rate from around 3.7% to
4.2% is evident between 2022 and 2023 (Statista, 2023)

Changing preferences are being displayed by consumers from the
UK towards consuming food items that are ethically sourced, value-

for-money, and include high quality (Barreto Peixoto et al. 2023)

Technological

A large scale of advancements is evident to be occurring within the
technology sector of the UK via the incorporation of automation by
brands from almost all industries within their operations (Yang and
Gu, 2021)

A large volume of FDI investment projects across the digital sector
of around 19.8% out of a total of 25.2% of FDI investments

received across all UK sectors are evident in 2022 (Ey, 2023)

Legal

A rapid increase within the minimum wage supposed to be offered
by British employees towards their employees is evident in 2023
(Personio, 2023)

The gradual decrease in average working hours to be imposed by
British employees upon their employees is evident in 2023 (Statista,
2023)




Environmental « Multiple policies about sustainability maintenance, climate change
prevention, and renewable energy sourcing as implemented by the
British government are found to impact British industries of all
types (Lu et al. 2020)

e Regulations imposed by the UK government over brands for
carrying you business practices to ensure business-environment
sustainability, carbon emission reduction, and waste management,
are found to create pressure on businesses of all types running
within the UK (Rume and Islam, 2020)

Table 1: PESTLE Analysis of the UK

Analysis

The political scenario of the UK, including the existence of uncertainty regarding the export and
import of goods as created post-implementation of the Brexit amendment, indicates threats to be
faced by 'Delicious’ management while sourcing raw materials needed for preparing fast food
from EU countries (Blake, 2020). Threats such as sourcing of skilled labourers at low costs from
EU countries for recruitment purposes within their new branches to be launched across the UK,
might also be faced by 'Delicious’ management'. However, the stable political scenario prevailing
in the UK currently along with the increased FDI inflow evident within the country in 2023,
might act as growth opportunities for 'Delicious’ management in terms of availing governmental
support such as funding support for their business expansion purpose (Schoeneman and
Fullerton, 2023).

The economic scenario of the UK indicates opportunities for generating desired profit margins
across their new branches being expanded across the UK due to the decreased inflation rates
evident within the country. Thus, ‘Delicious’ management would be able to source materials and
overheads at low costs and attract customers to purchase fast-food items (Moorman, 2020).
However, the increased interest rates levied on bank loans generated by the Bank of England and
corporate tax rate along with nominal growth evident within the GDP of the UK in 2023, might
impose threats for availing slow revenue growth for their newly launched branches across the
UK. The social scenario of the UK including nominal increases and drastic increases being

evident within the population growth rate and unemployment rate respectively might also cause




'Delicious’ management to encounter threats of slow revenue progress for their business
expansion project (Ku et al. 2020).

However, the progressive technological scenario of the UK might offer growth opportunities for
'‘Delicious’ management' to generate the desired growth status for their newly launched branches
across the UK by using advanced technologies to lower operational costs of manufacturing fast-
food items and delivering high-quality services to customers. The legal and environmental
scenario of the UK might impose the burden on 'Delicious' management by offering minimum
wages to their workers from new branches to be launched across the UK and implementing
practices such as carbon emission reduction and waste management via investing additionally
(Chan et al. 2020). However, maintenance of adherence to policies and standards implemented
by the UK government regarding sustainability maintenance, climate change prevention, and
renewable energy sourcing, as done by 'Delicious’ management' might be helpful for them to

ensure the growth and development of their expanded business segments across the UK.

In-depth internal environmental audit of 'Delicious’

Threat generated by the bargaining power of the buyers (Moderate)

The presence of multiple players offering fast-food items at almost similar costs as be offered by
‘Delicious’ management’ might cause the creation of moderate threats upon the brand by the
bargaining power held by the buyers of fast food from the UK (Filimonau et al. 2020). Facilities
of utilization of fresh ingredients and maintenance of the high quality of taste and food value by
‘Delicious’ management', within their food ranges, might help them to convert the high threat to
be created by the bargaining power of the buyers for having the scopes to switch between
multiple players, into a moderate one.

Threat generated by competitive pressure generated by rival brands (High)

The management of Delicious is supposed to encounter a high level of threat generated by the
presence of multiple players offering fast-food items across the UK market at almost similar
costs as be offered by 'Delicious’ (Alalawneh et al. 2022). Survival of multiple players offering
fast-food items at almost similar costs to be offered by ‘Delicious management’ within the
competitive market of the fast-food industry of the entire UK depends upon growth strategies to
be followed by the brand in the short and long run.

Threat generated by the bargaining power of the suppliers (Moderate)
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‘Delicious management' might encounter a moderate level of threat from the bargaining power
being shown by the multiple numbers of suppliers of fresh ingredients required for preparing
fast-food items, due to the benefits of negotiating lower prices held by large-sized food chains
prevailing across the UK (Shukla et al. 2020).

Figure 1: Porter's five force analysis of the fast-food industry in the UK
(Source: Filimonau et al. 2020)

Threat generated by new entrants to the British fast-food industry (Moderate)
Rising trends of substitutes of fast-food items being evident across the UK such as online food
delivery services, and distribution of home-cooked meals might generate moderate levels of
threats over 'Delicious management' as backed by changing preference shown by the British
consumers to opt for the substitutes to save costs, time and maintain health safety as well
(Frederick and Parappagoudar, 2021).
Threat generated by brands offering substitute goods for fast-food items (Low to medium)
A low to medium levels of threat might be faced by ‘Delicious management’ while expanding
their small fast-food business across the UK due to the high capital investments needed for
establishing such business afresh for new entrants and the scopes of new brands to use

innovative technologies to avail competitive advantage over brands such as ‘Delicious’ (Marty et
al. 2020).
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Strategic options available for the company and selecting the best-fit strategy that achieves

a sustainable competitive advantage

The strategic options available for 'Delicious Management' to ensure the successful launch of
their business expansion project across the UK while eliminating all the probable threats and
leveraging all growth opportunities, can be determined while using Porter's generic strategy
model. The generic strategy model proposed by Michael Porter described different types of
strategies such as cost leadership, differentiation, and focus strategies, being followed by
brands in general, to ensure successful growth as well as long-term survival of their brands
within the global competitive market (Islami et al. 2020). Both the cost leadership and
differentiation strategies are followed by brands to achieve the common aim of generating
competitive advantage for the brands and ensuring long-term growth and survival as well. Still,

the strategies vary in terms of the application of each of the strategies by the brands following

the same.
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Figure 2: Porter’s generic strategy model of strategic business planning
(Source: Anwar and Shah, 2021)
The cost leadership strategy is mostly followed and implemented by brands while targeting a
mass market population with the lowered pricing range being offered against the goods and
services being sold by the brands (Firoz Suleman et al. 2020). Limited areas of differentiations
within the goods and services ranges are being offered by brands following cost leadership
towards their targeted mass market population. On the other hand, brands following a

differentiation strategy offer differentiated products and service ranges towards a small and
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well-defined market population by incorporating different features within the existing goods or
by manufacturing a completely new and differentiated range of goods (Ali and Anwar, 2021).
High emphasis on research and development being conducted to develop innovative features and
facilities to be incorporated within existing or new goods ranges being put by brands following
differentiation strategy.

Thus, a major difference in terms of focusing on attracting a large customer base while
emphasizing low-priced food offerings and attracting specific customer groups while depending
upon differentiated and unique product features is evident between the cost leadership and
differentiated strategies. For example, Amazon which is an e-commerce giant, and Walmart
which is the world's leading retail brand are found to follow the cost leadership strategy by
offering tangible goods from varied categories to global customers at low prices (Jindal et al.
2021). Both Walmart and Amazon follow a cost leadership strategy while emphasizing
generating high volumes of goods being sold and low volumes of profit margins being received
against each sold unit to ensure long-term survival and competitive advantage for the brands. On
the other hand, Apple, which is the world's largest company, and BMW, which is the fourth
largest automotive brand in the world, is found to follow differentiation strategies by offering
premium-priced goods with differentiated and high-end features and qualities (Li et al. 2019).
Both Apple and BMW are found to prioritize generating high-profit margins through selling low
volumes of goods and utilizing the surplus profit amount in conducting research and
development followed by coming up with differentiated facilities for upcoming goods. Michael
Porter also mentioned about 'focus strategy' within the generic strategies model which is
followed by brands targeting niche market segments belonging to a specific geographical
location or from a specific industry customer (Islami et al. 2020). For example, AirAsia follows
a cost-focused strategy by offering low fares for air flights to travelers to ensure high rates of
aircraft utilization and thus, generate desired profit volumes.

Ansoff’s matrix also describes several strategies such as 'market development, product
development, market penetration, and diversification’ to be followed by ‘'Delicious
Management' to ensure the successful expansion of their fast-food business chain across varied
parts of the UK (Clarissia, 2020). The market development strategy allows brands to expand
their business by launching their existing products within new market areas of their parent or

home country or the markets of one or more foreign countries. This strategy causes brands to
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invest moderately to arrange budgets only for establishing new infrastructure for launching their
existing product range within their targeted market area and to promote their offerings amongst
the new customer base (Sukma et al. 2019). Positioning of brands within the star or dog
quadrants of the business planning tool named ‘BCG matrix’ is generally ensured for brands
choosing the market development strategy depending upon the levels of risks being adopted by

them and levels of efforts to survive competition, and address market news being put by them.

INCREASING RISK >

EXISTING PRODUCTS NEW PRODUCTS

|

Market
Penetration

Product
Development

Market

Diversification
Development

INCREAESINF RISK
NEW MARKETS  EXISTING MARKETS

<

Figure 3: Ansoff’s matrix of strategic business planning
(Source: Clarissia, 2020)

On the other hand, the product development strategy allows brands to conduct business growth
through launching new product ranges within their existing market across their home countries
(Yu, 2019). This strategy often allows brands to invest heavily in manufacturing and deliver
unique products and services to their existing customers while arranging advanced technological
equipment support across their manufacturing units. Thus, brands can position themselves within
the ‘cash cow’ or ‘star quadrants’ of the ‘BCG matrix’. The market penetration strategy allows
brands to launch their existing product range across their existing market of operations only, in a
new approach by including innovative features and benefits backed up by advanced
technological support (Khajezadeh et al. 2019). However, legal constraints including bans
imposed by the respective country governments over certain features being included afresh by
the brands within their existing product range to launch them in a new manner within the market
might be faced by the brand.

Moreover, economic constraints such as poor acceptance of the existing products in a new

manner and the new features being provided by the brands, being shown by the customers from
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the existing market might also be faced by the brand following a market penetration strategy that
would result in positioning of the brand within 'dog quadrant’ of the ‘BCG matrix’. The
diversification strategy allows brands to conduct business growth by launching a completely
new range of goods within a completely new market (Syuzeva and Zheltenkov, 2021). High risks
are linked with the application of diversification growth strategy by brands via golding the
probability of encountering poor acceptance of the brand and their offerings amongst the
customers from the new country followed by generation of huge amounts of financial loss.
[Refer to Appendix 1]

Moreover, the sudden emergence of political rivalry or conflicts between the governments of the
respective countries engaged within the diversification strategy application would cause the
brand to adopt the strategy to their new business operations within the host country and thus,
face financial loss. Thus, the management of the small-scale fast-food restaurant named
‘Delicious’ which is currently based in London and is planning to expand the business within the
UK, is advised to follow the growth strategies such as focus strategy and market
development strategy for business growth purposes (Cooper, 2019). The focus strategy would
allow 'Delicious Management' to target a niche customer segment from different UK locations
and thereby launch their existing food items at low or competitive costs toward those customer
segments. Thus, different markets from the UK would be developed by 'Delicious management'
while spending a nominal budget for promotional purposes and infrastructure development only
rather than new product development (Aaker and Moorman, 2023).

Positioning of the brand across the ‘cash cow quadrant’ or the ‘star quadrants’ from the
‘question mark quadrant’ of the BCG matrix can be ensured by ‘Delicious management’
through adopting the risk of targeting new customers with their innovative levels of existing
products. Scopes of generating high market share within the competitive fast-food market
existing within the UK along with generating high market growth via creating boosted sales
volumes can be ensured by ‘Delicious management’ through providing unique restaurant
services and food qualities towards the new customer base from the different markets of the UK
(Bellandi, 2022). An overall competitive advantage over all of the small-scale fast-food brand’s
present across the UK would be ensured by ‘Delicious management’ through launching their

business growth project via choosing the focus strategy and market development strategy.
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Ways to implement and execute the Strategy

A complete ‘STP or segmentation, targeting and positioning’ analysis of the markets from the
UK other than London can be done by ‘Delicious management’ to select the niche customer
segment preferable for launching their fast-food range. Market segmentation is the process of
dividing a broader market into smaller, more defined segments based on specific characteristics
or behaviors (Akkaya, 2021). Different segmentation styles or approaches can be used to
categorize customers based on various criteria. The demographic Segmentation strategy allows
brands to generate segments within their target market while considering demographic factors
such as family size, marital status, occupation, education, income, gender, and age (Ajithaand
Sivakumar, 2019). At the same time, psychographic segmentation refers to the segregation of the

target market based on lifestyle, personality traits, values, attitudes, interests, and other

Basis of Marketing
Segmentation

psychographic factors.

Age and Lifestyle Occasion

Region Lifestyle

Gender

Climate
Market Density
Market Size
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Income
Occupation
Marital Status
Social ClLass

Benefits

Values User Status

Beliefs Quantity

Readiness

Loyalty status

Family Size Attitude

Education Level

Religion

Figure 4: Different strategies for market segmentation
(Source: Akkaya, 2021)
Behavioural segmentation allows brands to generate customer segments within their target
market while considering behavioural factors displayed by consumers such as response to
marketing stimuli, brand loyalty, product usage, rates, and purchasing habits (Nadanyiova and
Das, 2020). Geographic segmentation refers to the segregation of the target market based on
geographic factors like region, country, city size, climate, population density, and urban-rural

classification. Socioeconomic segmentation refers to the segregation of the target market based
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on socioeconomic factors like social class, education level, occupation, and income level
(Gajanova et al. 2019). Benefit segmentation includes the segregation of the target customer base
while considering the perceived benefits expected by the customers from the services or products
being launched toward them.

'Delicious management' can choose the geographic, demographic, and psychographic styles of
segmentation to segregate the entire UK population based on volume, income levels, age groups,
interest levels towards food consumption, and lifestyles that would allow them to choose a niche
customer segment and launch their focus strategy towards them (Nica et al. 2019). For example,
customer segments belonging to middle-income groups and age groups such as teenagers, young
adults, and middle-aged having an interest in fast-food items and holding a lifestyle including
healthy eating habits, can be chosen as the target niche customer segment by 'Delicious
management'. Targeting styles refer to the different approaches and methods that businesses use
to select and focus on specific customer segments or markets (Zhao et al. 2021). Undifferentiated
Targeting style refers to the consideration of the entire market as a homogeneous group and

offering a single product or marketing mix to all customers.

Market Targeting Strategies

Undifferentiated Differentiated Concentrated

Marketing Marketing Marketing Micromarketing

Figure 5: Different strategies for customer segment targeting
(Source: Zhao et al. 2021)
Differentiated targeting is the development of various marketing strategies and product offerings
which is for different market segments (Gupta et al. 2020). In addition, concentrated targeting is
the consideration of one customer segment by international or domestic brands during new
business development, which aims to excel within the niche market chosen. Micro-targeting or
niche targeting on the other refers to the consideration of a small, specific segment of the brand’s

market, which is characterized by its unique needs and preferences (Steenkamp, 2020). Mass
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customization targeting is the distribution of products and services of brands for their target
customer segment in a most customized manner. Behavioural targeting refers to the distribution
of products or services by brands as per the needs of their target customer segment after the
conduction of a thorough study of consumer purchasing behavior.

The management of ‘Delicious’ is thus advised to follow the concentrated targeting strategy
while launching their business expansion project within varied markets from the UK other than
London, by targeting niche customer segments being segregated (Paul, 2019). The positioning
approach includes imprinting a brand's image within the minds of their target customer segment
in a way desired by brands to avail competitive advantage. Price-based positioning done by
brands through emphasizing upon low costs facilities of their product range generates the
perception of the affordable brand within their customers' minds (lyer et al. 2019). Positioning
done effectively and properly allows brands to create a credible brand image within their
customer's minds and thereby manipulate the customers in purchasing. 'Quality-based
positioning strategy' generally refers to the positioning initiatives adopted by brands to highlight
high-quality features existing within their product offerings towards their target consumers to
attract them to their brands while satisfying quality needs held by those consumers (Guo and Xu,
2023).

Product
Benefits
Reducing Strategies
Competition
Strategies

Pricing
Approach

PRODUCT
POSITIONING
STRATEGIES

Competition
Strategies

Product
Attributes
strategies

Usage
Occasions
Approach Product
Categories

Figure 6: Different strategies for positioning of brands within the chosen target customer
segment
(Source: lyer et al. 2019)
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A 'differentiated positioning strategy' generally allows brands to position themselves within the
market specifically amongst their target consumer groups while providing distinct features that
are not available with their rival brands and standing out of the crowds of their rivals. A value-
based positioning strategy at the same time, allows brands to place the values such as products or
services benefits to be availed by customers through opting for their brands over pricing and
quality factors and thus, generating a significant customer base quickly. However, the
application of quality, differentiation, and value-based positioning strategies often cause brands
to face the risks of poor acceptance of their offerings amongst the customers from new market
segments being targeted by them due to the presence of other alternatives within the market in a
convenient manner.

A competitive positioning strategy is being followed by the brand in case of having the aims of
developing a new customer base within a quick span, generating a competitive advantage, and
developing a brand image as well (Paul, 2019). A competitor-based positioning strategy is
recommended to be followed by ‘Delicious management’ via expanding their fast-food business
into varied markets of the UK while the pricing of the food, ambiance of restaurant premises, and
quality aspects of the foods at par with the offerings of the rivals’ brands existing within the
markets. A 'multi-domestic strategy" of business expansion® is also suggested to be followed by
'Delicious management' through launching their fast-food services in a customized manner
within the local market segments from the UK being chosen according to the needs of the
customers from those segments (Hong, 2021). Other strategies of business expansion generally
include international expansion of the business of brands that is not the focus of the 'Delicious

management' and thus, are not recommended for them.

Application of different monitoring tools to monitor the Strategy

The effectiveness and success rates of business expansion strategies such as focus strategy
market development strategies niche segmentation, concentrated targeting and competitor-
based positioning strategies to be adopted by a small-scale fast-food restaurant named
‘Delicious’ can be evaluated and monitored while using the following tools of performance

evaluation of brands:

McKinsey 7Ss

19




Success rates of all the business growth and expansion strategies to be followed by 'Delicious’
can be achieved by comparing the customer footfall received by them across their new restaurant
premises, and revenue growth received by them as projected (Kumar, 2019). The effectiveness of
the organizational structure to be followed by 'Delicious’ such as a centralized one via the
existence of headquarters in London, across their new business locations can be determined
through assessing the enhancement of stakeholder satisfaction levels. The effectiveness of
internal systems and processes to be followed by 'Delicious' including local sourcing of raw
materials and preparation of food items in high quality manner, would be accessed through
assessing customer satisfaction levels while checking receipt of customer complaints, if any
(Thapliyal et al. 2021). Success rates of shared organizational values of high quality, innovative
services being offered by 'Delicious' across their new branches from the UK, can be ensured
through the new customer footfalls received by them based on word-of-mouth promotions done
by their customers for being satisfied with the employer's services and restaurant’s ambiance and
food quality. Success rates of leadership styles, staff management processes, and skKills
development measures to be followed by ‘Delicious’ across their new branches from the UK, can
be ensured through assessing employee retention levels, as well as revenue growth levels of the
brand. [Refer to Appendix 2]

Strategy and Structure Fit

The management of 'Delicious needs to assess the strategy and structure fit for their project of
expansion of the fast-food business across varied locations from the UK out of London, to ensure
success rates and effectiveness of the expansion project (Cosenza and Bivona, 2021). The same
assessment can be done by 'Delicious’ management by checking the availability of structural
resources required for implementing growth and expansion strategies being recommended for
them such as capital funds, skilled employee strengths, equipment and machinery, innovative
technology support, and others. Availability of all these resources with 'Delicious’ management
would ensure a strategic fit of the growth and expansion strategies being recommended for them

to avail business development within the UK market (Yazici, 2020).

Performance Gap Analysis
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‘Delicious management’ needs to conduct a performance gap analysis to ensure success rates and
effectiveness of the growth and expansion strategies such as market development, niche
segmentation, focus strategy, multi-domestic strategy, concentrated targeting, and competitor-
based positioning strategies, being applied by them (Wu et al. 2023). Metrics such as sales,
market share, and customer satisfaction levels, need to be assessed by them through comparing
current values for the same generated by them across their new restaurant premises being
established across varied markets from the UK, with their planned values. Thus, gaps existing
within the expected and received values of the performance measurement metrics, if exist, can be

identified and eliminated through the application of ratification measures on an urgent basis.

SAFE Criteria

The 'Delicious management' also needs to apply the 'SAFE Criteria’ by assessing the suitability,
Acceptability, Feasibility, and Ethicality aspects of the business expansion projects launched by
them to determine success rates and effectiveness of the growth and expansion strategies applied
by them (Gadke et al. 2021). The suitability of the growth and expansion strategies applied by
'Delicious management' can be accessed through checking the levels of similarities availed
within the projected and generated values of customer satisfaction, and customer footfall levels.

Acceptability of the growth and expansion strategies applied by 'Delicious management' can be
assessed by checking the levels of similarities availed within the projected and generated values
of the employee engagement, and stakeholder engagement levels (Shneiderman, 2020). The
feasibility of the growth and expansion strategies applied by 'Delicious management' can be
accessed through checking the levels of similarities available within the projected and generated
values of the sales volumes, and revenue growth rates. The ethicality of the growth and
expansion strategies applied by 'Delicious Management' can be assessed by checking the levels
of similarities availed within the projected and generated results about fund support being
received by 'Delicious Management’ from the UK government for further business progression.

[Refer to Appendix 3]

Conclusion
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The small-scale fast-food restaurant named ‘Delicious’ which is currently based in London and
is planning to expand its business within the UK is advised to follow growth and expansion
strategies such as market development, niche segmentation, focus strategy, multi-domestic
strategy, concentrated targeting, and competitor-based positioning strategies.

22




Reference List

Aaker, D.A. and Moorman, C., 2023. Strategic market management. John Wiley & Sons.
https://books.google.com/books?hl=en&Ir=&id=_TDaEAAAQBAJ&oi=fnd&pg=1A2&dq=Aake
r,+D.A.+and+Moorman,+C.,+2023.+Strategic+market+management.+John+Wiley+%26+Sons.
&ots=uEgzEwS77H&sig=yo_1-K9K4MOHdAZ0JvrZmSw3WV4g

Ajitha, S. and Sivakumar, V.J., 2019. The moderating role of age and gender on the attitude

towards new luxury fashion brands. Journal of Fashion Marketing and Management: An
International Journal, 23(4), pp.440-465.
https://www.emerald.com/insight/content/doi/10.1108/JFMM-05-2018-0074/full/html

Akkaya, M., 2021. Understanding the impacts of lifestyle segmentation & perceived value on

brand purchase intention: An empirical study in different product categories. European research
on management and business economics, 27(3), p.100155. n
https://www.sciencedirect.com/science/article/pii/S2444883421000140

Alalawneh, A.A., Al-Omar, S.Y.S. and Alkhatib, S., 2022. The complexity of interaction

between social media platforms and organizational performance. Journal of Open Innovation:
Technology, Market, and Complexity, 8(4), p.169.
https://www.sciencedirect.com/science/article/pii/S2199853123000550

Ali, B.J. and Anwar, G., 2021. Porter’s Generic Competitive Strategies and its influence on the
Competitive Advantage. Ali, BJ, & Anwar, G.(2021). Porter’s Generic Competitive Strategies
and its influence on the Competitive Advantage. International Journal of Advanced Engineering,
Management and Science, 7(6), pp.42-51.
https://papers.ssrn.com/sol3/papers.cfm?abstract id=3863595

Anwar, M. and Shah, S.Z., 2021. Entrepreneurial orientation and generic competitive strategies
for emerging SMEs: Financial and nonfinancial performance perspective. Journal of Public
Affairs, 21(1), p.e2125. https://onlinelibrary.wiley.com/doi/abs/10.1002/pa.2125

Barreto Peixoto, J.A., Silva, J.F., Oliveira, M.B.P. and Alves, R.C., 2023. Sustainability issues
along the coffee chain: From the field to the cup. Comprehensive Reviews in Food Science and
Food Safety, 22(1), pp.287-332. https://ift.onlinelibrary.wiley.com/doi/abs/10.1111/1541-
4337.13069

23



https://books.google.com/books?hl=en&lr=&id=_TDaEAAAQBAJ&oi=fnd&pg=IA2&dq=Aaker,+D.A.+and+Moorman,+C.,+2023.+Strategic+market+management.+John+Wiley+%26+Sons.&ots=uEgzEwS77H&sig=yo_1-K9K4M0HdZ0JvrZmSw3WV4g%20
https://books.google.com/books?hl=en&lr=&id=_TDaEAAAQBAJ&oi=fnd&pg=IA2&dq=Aaker,+D.A.+and+Moorman,+C.,+2023.+Strategic+market+management.+John+Wiley+%26+Sons.&ots=uEgzEwS77H&sig=yo_1-K9K4M0HdZ0JvrZmSw3WV4g%20
https://books.google.com/books?hl=en&lr=&id=_TDaEAAAQBAJ&oi=fnd&pg=IA2&dq=Aaker,+D.A.+and+Moorman,+C.,+2023.+Strategic+market+management.+John+Wiley+%26+Sons.&ots=uEgzEwS77H&sig=yo_1-K9K4M0HdZ0JvrZmSw3WV4g%20
https://www.emerald.com/insight/content/doi/10.1108/JFMM-05-2018-0074/full/html
https://www.sciencedirect.com/science/article/pii/S2444883421000140
https://www.sciencedirect.com/science/article/pii/S2199853123000550
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3863595%20
https://onlinelibrary.wiley.com/doi/abs/10.1002/pa.2125
https://ift.onlinelibrary.wiley.com/doi/abs/10.1111/1541-4337.13069
https://ift.onlinelibrary.wiley.com/doi/abs/10.1111/1541-4337.13069

Bellandi, F., 2022. Further Developments of the Financially-ESG Sustainable Growth
Matrix. International ~ Journal of Business and Management, 17(2), pp.112-122.
https://scholar.archive.org/work/xq626662wvhrbhyxfajmjyezyu/access/wayback/https://ccsenet.
org/journal/index.php/ijbm/article/download/0/0/46621/49804

Blake, D., 2020. How bright are the prospects for UK trade and prosperity post-Brexit? Journal

of Self-Governance and Management Economics, 8(1), pp.7-99.

https://www.ceeol.com/search/article-detail?id=846517

Ceicdata.com 2023. United Kingdom Foreign Direct Investment. Available from
https://www.ceicdata.com/en/indicator/united-kingdom/foreign-direct-
investment#:~:text=UK%20Direct%20Investment%20Abroad%20expanded,USD%20bn%20in
%20Jun%202023. Accessed on 20/11/2023

Chan, K.M., Boyd, D.R., Gould, R.K., Jetzkowitz, J., Liu, J., Muraca, B., Naidoo, R., Olmsted,
P., Satterfield, T., Selomane, O. and Singh, G.G., 2020. Levers and leverage points for pathways
to sustainability. People and Nature, 2(3), pp.693-717.

https://besjournals.onlinelibrary.wiley.com/doi/abs/10.1002/pan3.10124

Clarissia, S.M.S., 2020. A study on Ansoff Matrix Technique: As a growth strategy and an
adaptive learning technique adopted in the leading brand of products. BIMS Journal of
Management, 18. https://bimskol.org/pdf/E-copy-BIMS-Journal-Management-Kolkata-Vol5-
Issue-1-July-2020.pdf#page=26

Commonslibrary.parliament.uk 2023. GDP - International Comparisons: Key Economic

Indicators. Available from https://commonslibrary.parliament.uk/research-
briefings/sn02784/#:~:text=The%200ECD%20forecasts%20UK%20GDP%20t0%20grow,by%?2
00.7%%20in%202024%20(down%20from%200.8%). Accessed on 24/11/2023

Cooper, R.G., 2019. The drivers of success in new-product development. Industrial marketing

management, 76, pp.36-47.
https://www.sciencedirect.com/science/article/pii/S0019850118300476

Cosenz, F. and Bivona, E., 2021. Fostering growth patterns of SMEs through business model
innovation. A tailored dynamic business modelling approach. Journal of Business Research, 130,
pp.658-669. https://www.sciencedirect.com/science/article/pii/S0148296320301594

24



https://scholar.archive.org/work/xq626662wvhrbhyxfajmjyezyu/access/wayback/https:/ccsenet.org/journal/index.php/ijbm/article/download/0/0/46621/49804
https://scholar.archive.org/work/xq626662wvhrbhyxfajmjyezyu/access/wayback/https:/ccsenet.org/journal/index.php/ijbm/article/download/0/0/46621/49804
https://www.ceeol.com/search/article-detail?id=846517
https://www.ceicdata.com/en/indicator/united-kingdom/foreign-direct-investment%23:~:text=UK%20Direct%20Investment%20Abroad%20expanded,USD%20bn%20in%20Jun%202023.
https://www.ceicdata.com/en/indicator/united-kingdom/foreign-direct-investment%23:~:text=UK%20Direct%20Investment%20Abroad%20expanded,USD%20bn%20in%20Jun%202023.
https://www.ceicdata.com/en/indicator/united-kingdom/foreign-direct-investment%23:~:text=UK%20Direct%20Investment%20Abroad%20expanded,USD%20bn%20in%20Jun%202023.
https://besjournals.onlinelibrary.wiley.com/doi/abs/10.1002/pan3.10124
https://bimskol.org/pdf/E-copy-BIMS-Journal-Management-Kolkata-Vol5-Issue-1-July-2020.pdf%23page=26
https://bimskol.org/pdf/E-copy-BIMS-Journal-Management-Kolkata-Vol5-Issue-1-July-2020.pdf%23page=26
https://commonslibrary.parliament.uk/research-briefings/sn02784/%23:~:text=The%20OECD%20forecasts%20UK%20GDP%20to%20grow,by%200.7%25%20in%202024%20(down%20from%200.8%25).
https://commonslibrary.parliament.uk/research-briefings/sn02784/%23:~:text=The%20OECD%20forecasts%20UK%20GDP%20to%20grow,by%200.7%25%20in%202024%20(down%20from%200.8%25).
https://commonslibrary.parliament.uk/research-briefings/sn02784/%23:~:text=The%20OECD%20forecasts%20UK%20GDP%20to%20grow,by%200.7%25%20in%202024%20(down%20from%200.8%25).
https://www.sciencedirect.com/science/article/pii/S0019850118300476
https://www.sciencedirect.com/science/article/pii/S0148296320301594

Education, B.O.,, 2020. Vision Statement. Human Resources, 986, p.1003.
https://www.srcschools.org/cms/lib/CA02206835/Centricity/Domain/39/ENGLISH%202022-
2023%20CCRCG%20Complete%20Guide.pdf

Ey.com 2023. Foreign Direct Investment: UK remains second in Europe despite a fall in project

numbers, new EY report reveals. Available from

https://www.ey.com/en uk/news/2023/06/foreign-direct-investment-uk-remains-second-in-

europe-despite-a-fall-in-project-numbers Accessed on 26/11/2023

Filimonau, V., Todorova, E., Mzembe, A., Sauer, L. and Yankholmes, A., 2020. A comparative
study of food waste management in full service restaurants of the United Kingdom and the
Netherlands. Journal of Cleaner Production, 258, p.120775.
https://www.sciencedirect.com/science/article/pii/S0959652620308222

Firoz Suleman, M., Rashidirad, M. and Firoz Suleman, S., 2019. The applicability of Porter's

generic strategies in pure online firms: A case study approach. Strategic Change, 28(3), pp.167-
176. https://onlinelibrary.wiley.com/doi/abs/10.1002/jsc.2258
Frederick, D.P. and Parappagoudar, S.K., 2021. A Descriptive Analysis on Sustainable Business

Strategy of Online Food Service Industry. International Research Journal of Modernization in
Engineering Technology and Science, 3(3), pp.545-554.
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3805570

Gadke, D.L., Kratochwill, T.R. and Gettinger, M., 2021. Incorporating feasibility protocols in
intervention research. Journal of School Psychology, 84, pp.1-18.
https://www.sciencedirect.com/science/article/pii/S0022440520300650

Gajanova, L., Nadanyiova, M. and Moravcikova, D., 2019. The use of demographic and
psychographic segmentation to creating marketing strategy of brand loyalty. Scientific annals of
economics and business, 66(1), pp.65-84. https://www.ceeol.com/search/article-
detail?id=874471

Guo, Q. and Xu, H., 2023. Research on the Influence of Brand Marketing on Brand Relationship

Quality Based on Marketing Strategy Model. Advances in Engineering Technology

Research, 4(1), pp.594-594. https://madison-proceedings.com/index.php/aetr/article/view/913
Gupta, S., Gallear, D., Rudd, J. and Foroudi, P., 2020. The impact of brand value on brand
competitiveness. Journal of Business Research, 112, pp.210-222.
https://www.sciencedirect.com/science/article/pii/S0148296320301399

25



https://www.srcschools.org/cms/lib/CA02206835/Centricity/Domain/39/ENGLISH%202022-2023%20CCRCG%20Complete%20Guide.pdf
https://www.srcschools.org/cms/lib/CA02206835/Centricity/Domain/39/ENGLISH%202022-2023%20CCRCG%20Complete%20Guide.pdf
https://www.ey.com/en_uk/news/2023/06/foreign-direct-investment-uk-remains-second-in-europe-despite-a-fall-in-project-numbers
https://www.ey.com/en_uk/news/2023/06/foreign-direct-investment-uk-remains-second-in-europe-despite-a-fall-in-project-numbers
https://www.sciencedirect.com/science/article/pii/S0959652620308222
https://onlinelibrary.wiley.com/doi/abs/10.1002/jsc.2258
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3805570
https://www.sciencedirect.com/science/article/pii/S0022440520300650
https://www.ceeol.com/search/article-detail?id=874471
https://www.ceeol.com/search/article-detail?id=874471
https://madison-proceedings.com/index.php/aetr/article/view/913
https://www.sciencedirect.com/science/article/pii/S0148296320301399

Gupta, S., Nawaz, N., Alfalah, A.A., Naveed, R.T., Muneer, S. and Ahmad, N., 2021. The
relationship of CSR communication on social media with consumer purchase intention and brand
admiration. Journal of Theoretical and Applied Electronic Commerce Research, 16(5), pp.1217-
1230. https://www.mdpi.com/0718-1876/16/5/68

Hong, J.H., 2021. A global strategy of a company that uses culture content as its core

business. The  Journal of Industrial Distribution &  Business, 12(6), pp.37-46.
https://koreascience.kr/article/JAKO202116542525644.page
Inman, P., 2023. Bank of England says interest rates will remain high for at least two years.

Available from https://www.thequardian.com/business/2023/aug/03/bank-of-england-raises-uk-
interest-rate-to-fresh-15-year-high Accessed on 22/11/2023

Islami, X., Mustafa, N. and Topuzovskalatkovikj, M., 2020. Linking Porter’s generic strategies
to firm performance. Future Business Journal, 6, pp.1-15.
https://link.springer.com/article/10.1186/s43093-020-0009-1

lyer, P., Davari, A., Zolfagharian, M. and Paswan, A., 2019. Market orientation, positioning

strategy and brand performance. Industrial Marketing Management, 81, pp.16-29.
https://www.sciencedirect.com/science/article/pii/S0019850118303018

Jindal, R.P., Gauri, D.K,, Li, W. and Ma, Y., 2021. Omnichannel battle between Amazon and
Walmart: Is the focus on delivery the best strategy?. Journal of business research, 122, pp.270-
280. https://www.sciencedirect.com/science/article/pii/S0148296320305658

Johar, M.G.M., Ab Yajid, M.S. and Azam, S.F., 2020. What policies airlines in malaysia adopt

do to achieve competitiveness. Systematic Reviews in Pharmacy, 11(1), pp.770-778.

https://www.academia.edu/download/99171372/expansion-strategies-for-achieving-

competitiveness-among-airline-companies-in-malaysian-territory.pdf

Kaehne, A., 2020. Sharing a vision. Do participants in integrated care programmes have the
same goals and objectives?. Health Services Management Research, 33(3), pp.122-129.
https://journals.sagepub.com/doi/abs/10.1177/0951484819871136

Khajezadeh, M., Niasar, M.S.F., Asli, S.A., Davari, D.D., Godarzi, M. and Asgari, Y., 2019.

Application of neural network in portfolio product companies: Integration of Boston Consulting

Group Matrix and Ansoff Matrix. International Journal of Economics and Management

Engineering, 13(6), pp.821-825. https://www.researchgate.net/profile/Sali-

Asli/publication/360928851 Application of neural network in portfolio product companies |

26



https://www.mdpi.com/0718-1876/16/5/68
https://koreascience.kr/article/JAKO202116542525644.page
https://www.theguardian.com/business/2023/aug/03/bank-of-england-raises-uk-interest-rate-to-fresh-15-year-high
https://www.theguardian.com/business/2023/aug/03/bank-of-england-raises-uk-interest-rate-to-fresh-15-year-high
https://link.springer.com/article/10.1186/s43093-020-0009-1
https://www.sciencedirect.com/science/article/pii/S0019850118303018
https://www.sciencedirect.com/science/article/pii/S0148296320305658
https://www.academia.edu/download/99171372/expansion-strategies-for-achieving-competitiveness-among-airline-companies-in-malaysian-territory.pdf
https://www.academia.edu/download/99171372/expansion-strategies-for-achieving-competitiveness-among-airline-companies-in-malaysian-territory.pdf
https://journals.sagepub.com/doi/abs/10.1177/0951484819871136
https://www.researchgate.net/profile/Sali-Asli/publication/360928851_Application_of_neural_network_in_portfolio_product_companies_Integration_of_Boston_Consulting_Group_matrix_and_Ansoff_matrix/links/629340546886635d5cad0cbf/Application-of-neural-network-in-portfolio-product-companies-Integration-of-Boston-Consulting-Group-matrix-and-Ansoff-matrix.pdf
https://www.researchgate.net/profile/Sali-Asli/publication/360928851_Application_of_neural_network_in_portfolio_product_companies_Integration_of_Boston_Consulting_Group_matrix_and_Ansoff_matrix/links/629340546886635d5cad0cbf/Application-of-neural-network-in-portfolio-product-companies-Integration-of-Boston-Consulting-Group-matrix-and-Ansoff-matrix.pdf

ntegration of Boston Consulting Group matrix and Ansoff matrix/links/629340546886635d

5cad0cbf/Application-of-neural-network-in-portfolio-product-companies-Integration-of-Boston-

Consulting-Group-matrix-and-Ansoff-matrix.pdf
Ku, S., Cavusgil, S.T., Ozkan, K.S., Pinho, C.R.D.A., Pinho, M.L.C.D.A., Poliakova, E.,

Sanguineti, F. and Sharma, S., 2020. The great lockdown recession and international

business. Rutgers Business Review, 5(1), pp.113-135.
https://papers.ssrn.com/sol3/papers.cfm?abstract id=3660160

Kumar, S., 2019. The McKinsey 7S Model helps in Strategy implementation: A Theoretical
Foundation. Tecnia Journal of Management Studies, 14(1).

https://papers.ssrn.com/sol3/papers.cfm?abstract id=3993590

Laser, J., 2021. The importance of vision statements for human resource management—functions
of human resource management in creating and leveraging vision statements. Strategic HR
Review, 20(4), pp.145-147. https://www.emerald.com/insight/content/doi/10.1108/SHR-05-
2021-0023/full/html

Li, J., Zhang, F. and Sun, S., 2019. Building consumer-oriented CSR differentiation
strategy. Sustainability, 11(3), p.664. https://www.mdpi.com/2071-1050/11/3/664

Lin, Y.H., Lin, F.J. and Wang, K.H., 2021. The effect of social mission on service quality and

brand image. Journal of Business Research, 132, pp.744-752.
https://www.sciencedirect.com/science/article/pii/S014829632030727X

Lu, Y., Khan, Z.A., Alvarez-Alvarado, M.S., Zhang, Y., Huang, Z. and Imran, M., 2020. A
critical review of sustainable energy policies for the promotion of renewable energy
sources. Sustainability, 12(12), p.5078. https://www.mdpi.com/2071-1050/12/12/5078
Macrotrends.net 2023. U.K. Population Growth Rate 1950-2023. Available from
https://www.macrotrends.net/countries/GBR/united-kingdom/population-growth-rate  Accessed
on 25/11/2023

Marty, L., Jones, A. and Robinson, E., 2020. Socioeconomic position and the impact of

increasing availability of lower energy meals vs. menu energy labelling on food choice: two
randomized controlled trials in a virtual fast-food restaurant. International Journal of Behavioral
Nutrition and Physical Activity, 17, pp.1-11. https://link.springer.com/article/10.1186/512966-
020-0922-2

27



https://www.researchgate.net/profile/Sali-Asli/publication/360928851_Application_of_neural_network_in_portfolio_product_companies_Integration_of_Boston_Consulting_Group_matrix_and_Ansoff_matrix/links/629340546886635d5cad0cbf/Application-of-neural-network-in-portfolio-product-companies-Integration-of-Boston-Consulting-Group-matrix-and-Ansoff-matrix.pdf
https://www.researchgate.net/profile/Sali-Asli/publication/360928851_Application_of_neural_network_in_portfolio_product_companies_Integration_of_Boston_Consulting_Group_matrix_and_Ansoff_matrix/links/629340546886635d5cad0cbf/Application-of-neural-network-in-portfolio-product-companies-Integration-of-Boston-Consulting-Group-matrix-and-Ansoff-matrix.pdf
https://www.researchgate.net/profile/Sali-Asli/publication/360928851_Application_of_neural_network_in_portfolio_product_companies_Integration_of_Boston_Consulting_Group_matrix_and_Ansoff_matrix/links/629340546886635d5cad0cbf/Application-of-neural-network-in-portfolio-product-companies-Integration-of-Boston-Consulting-Group-matrix-and-Ansoff-matrix.pdf
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3660160
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3993590
https://www.emerald.com/insight/content/doi/10.1108/SHR-05-2021-0023/full/html
https://www.emerald.com/insight/content/doi/10.1108/SHR-05-2021-0023/full/html
https://www.mdpi.com/2071-1050/11/3/664
https://www.sciencedirect.com/science/article/pii/S014829632030727X
https://www.mdpi.com/2071-1050/12/12/5078
https://www.macrotrends.net/countries/GBR/united-kingdom/population-growth-rate
https://link.springer.com/article/10.1186/s12966-020-0922-2
https://link.springer.com/article/10.1186/s12966-020-0922-2

Moorman, C., 2020. Commentary: Brand activism in a political world. Journal of public policy
& marketing, 39(4), pp.388-392.
https://journals.sagepub.com/doi/full/10.1177/0743915620945260

Nadanyiova, M. and Das, S., 2020. Millennials as a target segment of socially responsible

communication  within  the business  strategy. Littera  Scripta, 13(1), pp.119-134.

https://www.researchgate.net/profile/Margareta-

Nadanyiova/publication/342817149 Millennials as a Target Segment of Socially Responsibl
e Communication within the Business Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-

as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-

Strateqy.pdf? sq%5B0%5D=started experiment milestone&origin=journalDetail& rtd=e30%3
D

Nica, E., Gajanova, L. and Kicova, E., 2019. Customer segmentation based on psychographic

and demographic aspects as a determinant of customer targeting in the online
environment. Littera Scripta, 12(2), pp.108-126. https://www.littera-scripta.com/wp-
content/uploads/2020/01/Cel%C3%A9-doi.pdf#page=109

Paul, J., 2019. Masstige model and measure for brand management. European Management
Journal, 37(3), pp.299-312.
https://www.sciencedirect.com/science/article/pii/S0263237318300793

Personio.com 2023. The latest on minimum wage rates for 2024 (UK). Available from

https://www.personio.com/hr-lexicon/uk-minimum-wage/ Accessed on 28/11/2023
Rume, T. and Islam, S.D.U., 2020. Environmental effects of COVID-19 pandemic and potential

strategies of sustainability. Heliyon, 6(9). https://www.cell.com/heliyon/pdf/S2405-
8440(20)31808-9.pdf
Schoeneman, J. and Fullerton, J., 2023. Exploring relationships between nation branding and

foreign direct investment. Place Branding and Public Diplomacy, 19(3), pp.266-279.
https://link.springer.com/article/10.1057/s41254-022-00264-4
Shneiderman, B., 2020. Bridging the gap between ethics and practice: guidelines for reliable,

safe, and trustworthy human-centered Al systems. ACM Transactions on Interactive Intelligent
Systems (TiiS), 10(4), pp.1-31. https://dl.acm.org/doi/abs/10.1145/3419764

28



https://journals.sagepub.com/doi/full/10.1177/0743915620945260
https://www.researchgate.net/profile/Margareta-Nadanyiova/publication/342817149_Millennials_as_a_Target_Segment_of_Socially_Responsible_Communication_within_the_Business_Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-Strategy.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Margareta-Nadanyiova/publication/342817149_Millennials_as_a_Target_Segment_of_Socially_Responsible_Communication_within_the_Business_Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-Strategy.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Margareta-Nadanyiova/publication/342817149_Millennials_as_a_Target_Segment_of_Socially_Responsible_Communication_within_the_Business_Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-Strategy.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Margareta-Nadanyiova/publication/342817149_Millennials_as_a_Target_Segment_of_Socially_Responsible_Communication_within_the_Business_Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-Strategy.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Margareta-Nadanyiova/publication/342817149_Millennials_as_a_Target_Segment_of_Socially_Responsible_Communication_within_the_Business_Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-Strategy.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Margareta-Nadanyiova/publication/342817149_Millennials_as_a_Target_Segment_of_Socially_Responsible_Communication_within_the_Business_Strategy/links/5f4f93d8a6fdcc9879c07745/Millennials-as-a-Target-Segment-of-Socially-Responsible-Communication-within-the-Business-Strategy.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.littera-scripta.com/wp-content/uploads/2020/01/Cel%C3%A9-doi.pdf%23page=109
https://www.littera-scripta.com/wp-content/uploads/2020/01/Cel%C3%A9-doi.pdf%23page=109
https://www.sciencedirect.com/science/article/pii/S0263237318300793
https://www.personio.com/hr-lexicon/uk-minimum-wage/
https://www.cell.com/heliyon/pdf/S2405-8440(20)31808-9.pdf
https://www.cell.com/heliyon/pdf/S2405-8440(20)31808-9.pdf
https://link.springer.com/article/10.1057/s41254-022-00264-4
https://dl.acm.org/doi/abs/10.1145/3419764

Shukla, V., Upadhyay, A. and Khandve, B., 2020. Applications of green supply chain
management in the UK restaurant industry. Sustainable Supply Chains: Strategies, Issues, and
Models, pp.225-247. https://link.springer.com/chapter/10.1007/978-3-030-48876-5 7

Statista.com 2023. Annual inflation rate of the Consumer Price Index in the United Kingdom

from 2000 to 2028. Available from https://www.statista.com/statistics/306720/cpi-rate-forecast-
uk/#:~:text=1n%202023%2C%20the%20annual%20inflation,0f%20zero%20percent%20was%2
Orecorded. Accessed on 21/11/2023

Statista.com 2023. Average weekly hours of work for full-time workers in the United Kingdom
from May 1992 to July 2023. Available from
https://www.statista.com/statistics/279898/unemployment-rate-in-the-united-kingdom-uk/
Accessed on 27/11/2023

Statista.com 2023. Unemployment rate in the United Kingdom from March 1971 to September

2023. Available from https://www.statista.com/statistics/279898/unemployment-rate-in-the-
united-kingdom-uk/ Accessed on 26/11/2023

Steenkamp, J.B.E., 2020. Global brand building and management in the digital age. Journal of
International Marketing, 28(1), pp.13-27.
https://journals.sagepub.com/doi/abs/10.1177/1069031X19894946

Sukma, D., Lubis, P.H. and Utami, S., 2019. Analysis of Marketing Strategy of Minyeuk Pret
Using STP, Ansoff Matrix, and Marketing Mix.
https://easpublisher.com/media/features_articlessfEASJEBM_210 601-606_c_wHtxsK3.pdf
Syuzeva, O. and Zheltenkov, A., 2021. Problems of choosing strategies for diversifying
companies. In E3S Web of Conferences (Vol. 284, p. 07014). EDP Sciences. https://www.e3s-
conferences.org/articles/e3sconf/abs/2021/60/e3sconf_tpacee2021 07014/e3sconf tpacee2021 0
7014.html

Taxsummaries.pwc.com 2023. United Kingdom - Corporate - Significant developments.

Available from https://taxsummaries.pwc.com/united-kingdom/corporate/significant-
developments#:~:text=From%201%20April%202023%2C%?20the,50%2C000%20pounds%20ste
rling%20(GBP). Accessed on 23/11/2023

Thapliyal, R., Paul, V. and Sharma, M., 2021. Organization assessment through McKinsey 7 S,
Balanced Scorecard and SWOT metrics. Webology, 18(2), pp.2310-2320.
https://www.webology.org/data-cms/articles/20220914102825pmpaper41.pdf

29



https://link.springer.com/chapter/10.1007/978-3-030-48876-5_7
https://www.statista.com/statistics/306720/cpi-rate-forecast-uk/%23:~:text=In%202023%2C%20the%20annual%20inflation,of%20zero%20percent%20was%20recorded.
https://www.statista.com/statistics/306720/cpi-rate-forecast-uk/%23:~:text=In%202023%2C%20the%20annual%20inflation,of%20zero%20percent%20was%20recorded.
https://www.statista.com/statistics/306720/cpi-rate-forecast-uk/%23:~:text=In%202023%2C%20the%20annual%20inflation,of%20zero%20percent%20was%20recorded.
https://www.statista.com/statistics/279898/unemployment-rate-in-the-united-kingdom-uk/
https://www.statista.com/statistics/279898/unemployment-rate-in-the-united-kingdom-uk/
https://www.statista.com/statistics/279898/unemployment-rate-in-the-united-kingdom-uk/
https://journals.sagepub.com/doi/abs/10.1177/1069031X19894946
https://easpublisher.com/media/features_articles/EASJEBM_210_601-606_c_wHtxsK3.pdf
https://www.e3s-conferences.org/articles/e3sconf/abs/2021/60/e3sconf_tpacee2021_07014/e3sconf_tpacee2021_07014.html
https://www.e3s-conferences.org/articles/e3sconf/abs/2021/60/e3sconf_tpacee2021_07014/e3sconf_tpacee2021_07014.html
https://www.e3s-conferences.org/articles/e3sconf/abs/2021/60/e3sconf_tpacee2021_07014/e3sconf_tpacee2021_07014.html
https://taxsummaries.pwc.com/united-kingdom/corporate/significant-developments%23:~:text=From%201%20April%202023%2C%20the,50%2C000%20pounds%20sterling%20(GBP).
https://taxsummaries.pwc.com/united-kingdom/corporate/significant-developments%23:~:text=From%201%20April%202023%2C%20the,50%2C000%20pounds%20sterling%20(GBP).
https://taxsummaries.pwc.com/united-kingdom/corporate/significant-developments%23:~:text=From%201%20April%202023%2C%20the,50%2C000%20pounds%20sterling%20(GBP).
https://www.webology.org/data-cms/articles/20220914102825pmpaper41.pdf

Wu, Q., Yan, D. and Umair, M., 2023. Assessing the role of competitive intelligence and
practices of dynamic capabilities in business accommodation of SMEs. Economic Analysis and
Policy, 77, pp.1103-1114.
https://www.sciencedirect.com/science/article/pii/S0313592622002089

Yang, F. and Gu, S., 2021. Industry 4.0, a revolution that requires technology and national

strategies. Complex & Intelligent Systems, 7, pp.1311-1325.
https://link.springer.com/article/10.1007/s40747-020-00267-9

Yazici, H.J., 2020. An exploratory analysis of the project management and corporate

sustainability capabilities for organizational success. International journal of managing projects
in business, 13(4), pp.793-817. https://www.emerald.com/insight/content/doi/10.1108/1JMPB-
08-2019-0207/full/html

Yu, V.D., 2019. The analysis of methods for developing the marketing strategies. https://elib.sfu-
kras.ru/bitstream/handle/2311/129452/kukartsev_2019 iop_conf._ser._earth_environ._sci._315
022107_3.pdf?sequence=1

Zhao, J., Xue, F., Khan, S. and Khatib, S.F., 2021. Consumer behaviour analysis for business

development. Aggression and Violent Behavior, p.101591.
https://www.sciencedirect.com/science/article/pii/S1359178921000458

30



https://www.sciencedirect.com/science/article/pii/S0313592622002089
https://link.springer.com/article/10.1007/s40747-020-00267-9
https://www.emerald.com/insight/content/doi/10.1108/IJMPB-08-2019-0207/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJMPB-08-2019-0207/full/html
https://elib.sfu-kras.ru/bitstream/handle/2311/129452/kukartsev_2019_iop_conf._ser._earth_environ._sci._315_022107_3.pdf?sequence=1
https://elib.sfu-kras.ru/bitstream/handle/2311/129452/kukartsev_2019_iop_conf._ser._earth_environ._sci._315_022107_3.pdf?sequence=1
https://elib.sfu-kras.ru/bitstream/handle/2311/129452/kukartsev_2019_iop_conf._ser._earth_environ._sci._315_022107_3.pdf?sequence=1
https://www.sciencedirect.com/science/article/pii/S1359178921000458

Appendices
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Appendix 3: SAFE Criteria
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Suitability

Acceptability

Feasibility

Evaluation

Does a proposed strategy address the key opportunities and threats an
organisation faces?

Does a proposed strategy meet the expectations of stakeholders?
e Is the level of risk acceptable?

e Is the likely return acceptable?

e Will stakeholder reactions be positive?

Would a proposed strategy work in practice?

e Can the strategy be financed?

* Do people and their skills exist or can they be obtained?
e Can the required resources be obtained and integrated?

Which of the strategies that are suitable, acceptable and feasible satisfies
best these three requirements?
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